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Executive Summary
Hospitality organizations are involved with serving guests. There are various offerings and facilities which are grabbing the attention of the cautioners. For getting a relaxation and peaceful mind, people travel from one place to other, then the accommodation needs are observed. The hotels  are highly preferring the guest’s preferences so the hotel services have been highly developed than before. The report has been prepared to highlight the standard of hotel services, reputation management tactics, and achieving the customer’s loyalty to Marriott International.
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Introduction
Serving the customers with various kinds of accommodation facilities, and necessary supplies are the main motto of the hospitality organisations. Marriott International is a well reputed group which includes multiple hotels and restaurants all over the world. The organisation is a leading brand which has been established many years ago. However, a hospitality business can sustain in the market because of their maintenance of the quality standard, managing of reputation and the customer retaining system (Buhalis, et. al. 2019). 
Main Findings 
Brand consistency is very important for hospitality organisations. As these are involved with serving the customers directly, the companies should focus on the branding image first For example, Marriott International is using the social media platform to promote the hotels and its facilities. As a result, the customers are getting information about the offers and various information (Foroudi, et. al. 2019). They can compare it to the other hotels and choose according to their budget. The brand consistency standard is engaged with the high promotional activities of the company names. By arranging various campaigns and events, Marriott International is promoting the brand name. So that the customers are getting awareness about the group and getting attracted to avail the facilities. As a result, organizational growth is also ensured (Lai, et. al. 2019). Also, the organization targeted customers. The people who are warning high and love to avail the of luxurious facilities; are the main potential customers of Marriott International. So, people from different backgrounds have to spend huge money to avail the five-star services from the organisation. Due to the high branding strategies, Marriott International is able to connect with the guests and research on market about the demands. Based on that, the organisation is setting numerous offers and discounts. Different hotels use different tactics to maintain the standard. Marriott International is ensuring that all customers are pleased with their services. The small and medium hotels are not offering five-star services. So the customers expect medium facilities in the hotels. But the hotels like Marriott International are offering premium services. So, in cooking in the restaurants, offering luxurious rooms, supplies and cleanliness of atmosphere is top notch in the organisation (Syaqirah, et. al. 2014). The guests are fully satisfied to avail of the services from Marriott International hotels. From receiving the guests, till then they are checking out, all the services are included in the maintenance of the standard.
A hotel’s reputation is the main reason for grabbing the guests. The hotels which are highly recommended by the other people are getting huge responses from  potential customers. Because of the hotel’s reputation, people are attracted to avail hospitality services. The management of the hotel’s reputation is highly important. Different hospitality organisations use different tactics to maintain that. Such as, Marriott International is giving high importance to the customers; so they  offer the services according to their choices. Also, the services are premium and their targeted customers are the high-income people. Marriott International has lots of employees who are working to promote the business and develop the organisation. The marketing team is continuously updating their facilities and offers on the social media platform (So, et. al. 2013). The company is highly reliant if the digital marketing strategy, for that, some approaches are also used. The organisation has multiple pages, where the guests are able to give their reviews. It is public and every people can see it. The positive responses of the customers  effects on boosting the guest’s numbers as well.  Because a customer believes other customer’s opinions. Also, Marriott International is using the influencer marketing strategy, so that the influencers are living in the Marriott International hotels and giving reviews about their experiences. As a result, the customers are gained by Marriott International. The company is running a website, where guests can get various internal views of the hotels and facilities. Also, some contents are written to clarify the information. These play a significant role to enhance the reputation of the business. Additionally, the maintenance of the service quality is the main weapon to retain the customers of Marriott International (Sim, et. al. 2016). The marketing executives are highly concentrated to make formal and healthy relationships with the customers. As a result, the guests are influenced get the facilities from Marriott International. If any guest gets a bad experience then he or she can comment on the Facebook page of the organisation. It creates a bad impression on the other cautioners. So that they are not willing to visit the place and get services. So every hotel should be a concern to provide the best hospitality services to the guests.
The hotels have a motto to retain the customers. By building a good communication system, they are able to maintain a good relationship. So that the customers are retained. Also, the guests demand to get the most efficient services from the hotels. For that they try to choose the best hotels. The loyalty programs are designed for getting the customers and retain them. There are different types of loyalty programs, such as, offering discounts, special incentives. In Marriott International, these offers are given to the guests. Like, a guest who has previously visited  the hotels of Marriott International, will get 5% discounts for the next visit (Rutherford, et. al. 2022). This is a technique to hold the customers. Also, the company offers discounts on restaurant foods for every customers who are booking the premium suites. Hotels are well designed and furnished with lots of facilities, such as, spa centre, swimming pools, restaurant facilities, luxurious rooms etc. These are attracting the guests to get the services from Marriott International. Because of doing this, Marriott International is retaining the guests, as a result, the marginal profit, revenue and good brand name is achieved by the company (O'Fallon, et. al. 2020). In a survey, it has been investigated that, the existing customers are highly benefiting the business of Marriott International. The customers retention programs are the reasons to achieve the better returns from the new customers. 
Hospitality organisations should use the Search Engine Optimization technique in their websites. So that they will be able to easily evaluate the information. They will be able to know the market demands and based on that services will be planned. Marriott International should make some plans to develop the business by reducing new offers, such as, free swimming for 1 hour for the room booking system etc. As the customers re able to book the hotel rooms by comparing in the apps with others, so that now gusts do not have to think twice for travelling (O’Neill, et,. al. 2014). The organisations should make a connection after the giving services also. So that the previous customers will be visiting the hotel again. For that’s one strategies should be implemented. Marriott International has to make the best use of the social media. Because this is the main source to attract the customers. Also, this is less expensive and saves time. 
Marriott International wants every consumer to be happy with their services. For this, the organisation maintains adequate hygiene and updates its technology equipment. Small to medium-sized hotels do not provide five-star services. In order for guests to anticipate standard amenities from hotels. Nonetheless, hotels like Marriott International offer first-rate services (Lai, et. al. 2019). The organization is therefore top notch when it comes to providing opulent lodgings, materials, and a clean environment when cooking in the restaurants. The customers are delighted to use the services of Marriott International hotels. All services, from greeting visitors to the time they check out, are covered by standard maintenance.
The major factor attracting visitors to a hotel is its reputation. People are responding overwhelmingly to hotels that come highly recommended from other individuals (Khan, et. al. 2017). People are drawn to take use of the hospitality services because of the hotels' reputation. The maintenance of the hotel's reputation is crucial. To sustain that, various hospitality organisations employ a variety of strategies. Such as, Marriott International is giving high importance to the customers, so that they are offering the services according to their choices (Foroudi, et. al. 2019). Also, the services are premium and their targeted customers are the high income people. Marriott International has lots of employees who are working to promote the business and develop the organisation. The marketing team is continuously updating their facilities and offers on the social media platform. As a result, the guests are knowing about the services and getting inspired to get that. 
Marriott International is using the influencer marketing strategy, so that the influencers are living in the Marriott International hotels and giving reviews about their experiences (Chadha, et. al. 2015). As a result, the customers are gained by Marriott International. The company is running a website, where the guests can get various internal views of the hotels and facilities. Also, some contents are written to clarify the information. These play a significant role to enhance the reputation of the business. Additionally, the maintenance of the service quality is the main weapon to retain the customers of Marriott International.
Conclusion
Servicing the visitors is a responsibility of hospitality organisations. The attention of the cautioners is being drawn by a variety of services and amenities. People travel from one place to another for relaxation and mental calm, and while they do, their lodging requirements are taken into consideration. The hotel industry places a high value on the preferences of its guests, which has led to a greater development of its services than in the past. The major goal of hospitality organisations is to provide their clients with a variety of lodging options and essential supplies.
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· Marriott International should use the Search Engine Optimisation in their websites.
· The company should increase the promotional activities.
· Some employees should be hired in the company to speed up the tasks.
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