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Executive Summary
The report discussed crucial elements for hotel businesses in the contemporary business landscape including Hotel Standards, Guest Reviews Management, and building Customer Loyalty. It explained the growing relevance and importance of these elements along with extensive case studies of prominent hotel companies across the world, including Premier Inn, Marriott International, and others. Further, it evaluated the importance of these business elements for contemporary hotel companies and provided a list of recommendations to improve operations and performance. The report also discussed the recent challenges of health and safety concerns introduced due to the COVID-19 pandemic, which has massively impacted hotels across the world.
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The hotel industry faces massive challenges due to competitiveness in the market, requiring swift adaptation to prevailing trends to avoid loss of market share (Wood, 2015). This necessitates hotel companies to offer popular services and facilities, as contemporary trends influence guest expectations. Such a strategy enables organisations to manage their standards, achieve a positive reputation, and develop customer loyalty. This report will focus on analysing these themes with extensive case studies of industry leaders in the hospitality sector. It will evaluate the importance of hotel standards, reputation management, and customer loyalty, to propose recommendations to improve hotel operations and overcome contemporary hotel issues.
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What is the purpose of brand consistency standards?
Brand consistency standards refer to an organisation's ability to maintain a level of quality in its offerings, which builds its brand image and achieves consumer trust (Tesone, 2014). The main purpose of adopting favourable brand consistency standards is to develop public trust to improve the likelihood of consumers making purchases from a hotel company. This happens due to the maintenance of any company’s Hotel Standards leading to the assurance that any purchases from them will give customers a certain quality of services and facilities (Foroudi, 2019). Further, it also has the purpose of developing a favourable brand image, which influences the consumer purchase decision-making process, by increasing the appeal of a hotel company. For example, one of Premier Inn's main values is to provide consistency in service quality, which is the reason for its being the UK's most successful hotel company (Whitbread plc, 2021). Therefore, contemporary hotel businesses recognise the importance and value of Hotel Standards and ensure their consistency to garner better market performance.
Do all hotels have the same standards?
Not all hotels have the same standards, and companies don't have to offer high quality as the only possible Hotel Standard. This is because, organisations may also focus on offering an average quality hotel standard for value buyers, but even then, it is essential to offer consistency in the quality of services. Consistency is a major influencer of brand image for hospitality organisations (Heppell, 2015). Therefore, different hotels may have divergences in their Hotel Standards, but they must adopt principles of consistency to record organisational success. This is because consistency results in the development of consumer trust in purchasing from a hotel company, while a high Hotel Standard only appeals to different customer segments. For example, premium accommodation seekers would choose luxury hotel standards while value buyers may prefer average but consistent hotel standards.
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How can hotels manage their reputation effectively?
The reputation of hotels has a significant impact on their ability to attract clients and develop loyalty in their clientele (Walker, 2013). Therefore, it is essential to manage the organisational reputation of hotel companies, as they directly impact their survivability and profitability by affecting their competitiveness. Hotels adopt different ways to manage their reputation, ranging from traditional to digital marketing strategies. Among traditional marketing, they utilise TV, magazine, billboard, and other mediums for advertisement. Meanwhile, they may use social media platforms for their marketing processes and advertise online or in digital magazines. In the contemporary world, digital marketing offers higher effectiveness in generating marketing outcomes and requires a lower budget, making it very preferable (Swarbrooke and Horner 2011). Therefore, the best way for hotels to manage their reputation is through the use of digital marketing strategies. For example, Marriott International has a vibrant presence on Facebook, Instagram, and Twitter, for implementing digital marketing strategies (Marriott International, 2023). This enables the firm to ensure reachability to a wide audience, and effective management of its reputation.
What is the importance of effective guest reviews management?
Guest Reviews form an essential part of a hotel’s reputation management and customer satisfaction strategies (O'Fallon and Rutherford, 2010). It comprises activities like replying to guest reviews, resolving issues, and utilising feedback received to improve operations and Hotel Standards. For example, Travelodge extensively engages with customers through its guest reviews on platforms like Trip Advisor as part of its guest reviews management strategy (TripAdvisor, 2023). Guest reviews illustrate the customer experience received by guests, which is a critical influencer of consumer opinions of a hotel, and also influences the consumer purchase decision-making process. Therefore, hotels need to maintain an effective guest reviews management strategy to ensure that they can positively influence consumer purchase decision-making journey towards their advantage. It not only improves the ability of hotels to attract customers but also to develop a favourable brand image, which helps organisations to sustain and improve their competitiveness.
What is the impact of negative reviews?
Negative reviews degrade the brand image of hotels and serve as an inhibiting factor for prospective customers because guest reviews are an important consideration for modern consumers. This may lead to a reduced ability of consumers to attract clients and sustain their competitiveness in the market, resulting in probable losses over the long term. Therefore, organisations must consider the possible impact of negative reviews and partake in a comprehensive guest reviews management strategy. The following negative review shows about poor amenities and food about Marriot that can create perception among customers not to prefer it for their stay. 
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Figure 1: Negative review
(Source: TripAdvisor, 2023)
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How can hotels build and retain customer loyalty?
Customer loyalty refers to the characteristic of a clientele partaking in repeat purchases and purchasing from a single brand despite changes in market dynamics due to preferences (Leninkumar, 2017). It is an important aspect of hotel performance, as a loyal clientele enables companies to overcome any short-term challenge that they may face by gaining stable revenue generation through them. An important way to retain customer loyalty is by implementing loyalty programmes for loyal customers (El-Adly, 2019). These involve provisions which reward customers for having consistent purchases from a single brand, including points or cashback or free quality upgrades. Benefits like these seek to reward loyal customers by offering them better prices and/or quality for their loyalty. For example, The Ritz-Carlton offers 10 points for every USD spent by customers, which customers may redeem for exciting offers for their various needs (The Ritz-Carlton, 2023). This allows the company to develop loyal customers and retain customer loyalty.
What is the purpose of this?
The purpose of building and sustaining a loyal clientele lies in its offered benefits in terms of re-purchase rates and stable revenue generation. A loyal clientele allows organisations to build a stable market share due to the preference of these customers towards them, leading to the sustenance of competitiveness in the market (Juanamasta et al., 2019). Therefore, hotels across the world partake in such activities to ensure the development of a stable market share and competitiveness, allowing them to record better market performances. Further, it also serves the purpose of improving the brand image of a company as such measures lead to the creation of a personal relationship between an organisation and its customers. This is because the loyalty programmes are based on the philosophy of care and consideration by the organisation for its customers, which appeals to consumers.
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What recommendations do you have for hotels regarding market trends?
Market trends refer to the dynamic drifts in a market, which influence consumer behaviour through popularisation and social influences (Bala and Verma, 2018). Organisations need to adapt to these prevailing market trends to ensure that hotels do not lose their competitiveness, and can continue to sustain their profitability. Based on the increasing prioritisation of the market trends covered in the earlier sections, the report proposes the following recommendations:
· Adopt an explicit and consistent Hotel Standards policy
Hotel Standards policy allows organisations to develop consumer trust and develop customer loyalty (Rahimi, 2017). Therefore, the first recommendation is for hotel companies to adopt a consistent and explicit Hotel Standards policy to ensure the achievement of these objectives.
· Developing an independent guest review management team
As explained earlier, it is important to partake in guest review management activities by contemporary hotel organisations. Therefore, the report proposes the development of an independent team to conduct guest review management activities.
· Offer innovative loyalty programmes
Finally, the report proposes the offering of innovative loyalty programmes like the free-upgraded quality of services to attract and retain customers. 
What are the obstacles facing certain businesses?
The main obstacle facing contemporary hotel organisations is the health and safety concerns arising due to the aftermath of the COVID-19 pandemic (Jiang and Wen, 2020). This has resulted in consumer hesitancy in purchasing hotel services, which negatively impacts their survivability. Therefore, they must rectify the situation for which they must conduct digital marketing measures to impart their measures to ensure the health and safety of customers using their hotel services.
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Based on the above discussion, the report proposes the following recommendations:
· Adopting an explicit and consistent Hotel Standards policy that can maintain customer base
· Developing an independent guest review management team will help to monitor negative reviews and come up with better strategies to deal with challenges
· Offering innovative loyalty programmes will retain customer base with time


[bookmark: _Toc124600506]Conclusion
The report discussed the three main contemporary trends relating to Hotel Standards, Guest Reviews Management, and Customer Loyalty. It explained their importance and relevance for hotels in the contemporary business landscape along with the strategies that hotels may adopt to capitalise on these elements. Further, it explained examples of their usage by leading hotels including Premier Inn, Marriott International, The Ritz-Carlton Hotel, and others. Lastly, it generated recommendations for hotel companies to adapt to recent trends along with the prevailing business issue due to the COVID-19 pandemic.
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Very bad experience

The hotel defenitely need a refresh.

There s a fitness room close to the hotel and you will hear techno music loudly at 6.30am
with @ coach who shouts loudly. Awfull

The breakfast s average.

1go there for @ business tri

The receptionist just told me that next time | would have  better room less noisy and
more confortable.

Sorry but there won't be another time in this hotel.

and would not recommend this hotel.

Room tip: Room third floor are terrible.

Date of stay: September 2022

Trip type: Travelled on business
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