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Executive Summary
The success of a hotel depends on its ability to attract and keep customers, both of which are facilitated by the hotel's commitment to high-quality standards and efficient management of its reputation. Hoteliers should make their guests' happiness their first priority in order to keep their excellent reputation (Kuzubov and Maksimenko, 2022). Reputation management is successful when it includes activities such as replying to guest reviews, monitoring social media, conducting surveys, and providing outstanding service. In this way, hotels may improve their image, draw in more customers, and lessen the effect of any bad feedback they might receive online. To attract and keep customers, businesses must personalise their services, provide loyalty programmes, and guarantee a pleasant stay. Hotels also need to keep up with current market trends, such as the growing importance of health and safety, the use of technology, and environmentally friendly operations. There are a number of potential problems that hotels may encounter, including a lack of capital, outmoded facilities, and unqualified employees. But, hotels may differentiate themselves from the competition by focusing on these areas.
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Introduction
High standards and reputation management help hotels retain customers, which is vital to their business (Kühnen, 2019). Hotels must focus on customer service to maintain high standards. Reputation management requires responding to guest reviews, monitoring social media, conducting polls, and providing excellent service. Hotels may improve their reputation and attract customers by doing so. Personalization, loyalty programmes, and a smooth visitor experience build consumer loyalty (Nurainun, 2019). Hotels must also keep up with market developments including health and safety, technology, and sustainability. Hotels may confront funding, infrastructural, and personnel training issues. Hotels may distinguish out and stay competitive by prioritising these factors.
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A higher customer service standard may be ensured for a hotel by the service quality, the ability to customise the experience, the response time, the reward programmes, empathy, resolution, branding, and effective communication. The type and quality of customer service standards offered by hotels can vary greatly depending on factors such as the hotel's size, location, and type. For instance, the level of customer care offered in a luxury or premium hotel will be very different from that offered at a hotel with a lower price point. The rooms of the Marriott hotel are equipped with cutting-edge technology and feature a variety of innovative services, such as mobile check-ins, keyless rooms, and mobile support desks (Marriott, 2021). They have been able to spread their services to more than 151 countries across the world because of the superior quality of their customer service and luxury interior design (Sayimer, 2022). Establishing brand consistency with the aid of important messaging and inspiring customer loyalty may help businesses stand out from the competition and earn their consumers' confidence, allowing them to charge higher prices for their goods and services. All of the sites of the Marriott hotel guarantee that the brand is consistent by delivering the best possible quality and a variety of facilities that are tailored to the specific requirements of the clientele (Breiter, 2014). 
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Managing one's reputation in the modern day is crucial to the success of any business, especially hotels. Hotels that emphasize managing their online reputation tend to have more repeat visitors, more satisfied customers, and more money coming in. 
Hotels should reply to all reviews, good and negative, both positive and negative. Both positive and negative evaluations should be responded to with grace and kindness, especially the latter (Wai Lai, 2019). In the event of a poor review, a hotel's response may lessen the blow and demonstrate to future visitors that the hotel values their opinions. Hotels in the modern digital era need to keep a close eye on their social media channels since they have become an important means of communication. To demonstrate to guests that they value feedback and are there to help, hotels should reply quickly to any comments, remarks, or tags they receive.
The best way for hotels to learn what customers think is to ask them through surveys. By conducting surveys, hotels may learn more about their visitors' likes, dislikes, and suggestions for improvement. Changes informed by this data have the potential to significantly improve visitors' experiences. A hotel's reputation relies on its ability to consistently wow its guests with its service. Hotels need to provide first-rate service to their customers from the time they check in until they leave. Hotels' reputations are extremely vulnerable to the comments and ratings of their guests (Zaree, 2014). 
The Marriott Hotel UK is a top-tier establishment, thus it places a premium on maintaining a positive online image. To keep up with guest feedback across all channels, including social media, the hotel has a dedicated team in place. The hotel's rapid and kind responses to all guest evaluations are indicative of the importance they place on such input. Guests of the Marriott Hotel UK are surveyed regularly to provide input that is used to enhance the experience of future visitors.
Even the best hotels may suffer from a flood of bad reviews. A recent example of a guest dissatisfied with their accommodations might be a review posted on TripAdvisor that mentioned the uncleanliness of the room they stayed in. The visitor continued by saying it was awful to find a hairball and a discarded cotton bud on the floor. While the level of cleanliness provided by a hotel is a major part of its reputation, this bad review may discourage future visitors from making a reservation (Kumar and Suryana, 2022).
While some hotels, like the Marriott Hotel UK, put in the effort to control their online reputations, even the best of the best can suffer the effects of unfavourable comments left by guests. As a result, to keep their stellar reputations, hotels must consistently deliver superb service and put their guests' needs first.
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As there is a lot of room for development in the hotel business to better the customer experience, it is necessary to plan and execute methodically to produce services that appear both spontaneous and effortless.
Preparation. The first stage in getting ready is to exclude potential consumers who aren't good fits for the hospitality services being offered or who don't commonly stay in five-star hotels (Bagdan, 2019). Under the country's data protection standards, the Marriott hotel was able to acquire basic customer information with the aid of data management systems and customer data service-providing organisations. Customers who can find answers to their problems via the company's website will have less need to contact customer service on many occasions. The hotel's self-service channels might benefit from an automated approach that answers frequent questions and solves common issues (Baucom, 2016). 
Execution. Consumers now want hotels to have state-of-the-art technology amenities, tastefully decorated rooms, relaxing amenities, quick and easy check-in and check-out processes, high-quality meals, and affordable rates—all bundled into a convenient package. So, the company's management might take these into account when structuring the discounts and packages for the visitor. To make things easier for its guests, the Marriott Hotel may make use of a centralised reservation system, customer relationship management software, and service optimization techniques. 
Guest Preference and Experience Tracking. Personalization is at the pinnacle of the hospitality sector, and meeting guests' needs is a breeze if a hotel can adapt its services and amenities to each guest (Amiri and Esmailpour, 2014). Many variables, including consumers' sense of agency, engagement, active listening, comprehension, and joy, contribute to their overall happiness. Gathering consumer information and feedback on experience through surveys, interviews, customer service phone calls, or registration forms is essential for any hotel that wants to remain competitive in the hospitality sector.
Recovery. The 2018 Marriott data hack affected 339 million guests (Ford and Sturman, 2020). This problem cost the company money and reputation. For client management, the company might use L.E.A.R.N. When the hotel administration is at fault, they should listen to consumers first. The authority must psychologically prepare for explosive customer behaviour and act positively to reduce consumer grudges. The customer management team may listen and ask open and closed-ended questions to comprehend the issue and properly rely on themselves (Helm and Tolsdorf, 2013). 
Continuous Improvement. The Kaizen method, which emphasises comprehensive quality management to enhance the effectiveness of management and operations, might be implemented at the Marriott to sustain the hotel's ongoing process of improvement. Incorporating this concept into building features like automatic room allocation, operational performance analysis, real-time problem solutions, and a digital workflow management system would be a big boost to the business.
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For hotels to thrive in the highly competitive hospitality market, they must consistently uphold high-quality standards, manage their reputations well, and create and maintain strong relationships with their patrons. Hotels may improve their bottom line, build brand awareness, and set themselves apart from the competition if they put the needs of their guests first, provide superior service, and follow industry developments (Ieva, 2019). Hotels can still give their guests the greatest experience possible by keeping up with the times and investing in their staff, despite challenges like a lack of money or antiquated facilities. By doing so, hotels can secure their place in the hospitality industry's future.
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To compete and match visitor requirements, hotels must follow market trends. After the COVID-19 outbreak, travellers prioritise health and safety. To protect visitors, hotels should follow strict health and safety regulations and inform them. To improve visitor experience, hotels should integrate technology (Jones, 2017). Mobile check-in and keyless room entrance devices can help hotels reduce guest-staff interaction. To appeal to eco-conscious tourists, hotels should adopt sustainable practices. Energy-efficient lighting, water-saving fixtures, and eco-friendly cleaning supplies are examples. Visitors want individualised experiences; therefore, hotels should cater to them (Kumar and Suryana, 2022). Customization might include customised accommodation amenities, local attraction recommendations, and customer service. 
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