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The study has been developed based on the brand standards of hotel organisations. It discussed reputation management and its effectiveness in branding the organisation and their products and services. And here is also the discussion of the impacts of loyal customers on the hotel business.
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[bookmark: _Toc126532539]Introduction
The hospitality industry is very competitive and so the hospitality services providing companies must be aware of ensuring high-quality hospitality service. In this context, the Hotel service providing organisations must ensure higher standards of Hotels, maintain standards management of quality services and possess customer loyalty. The report has been developed based on the factors in the context of Hotel Intercontinental Group (HIG)


[bookmark: _Toc126532540]What is the purpose of brand consistency standards?
The brand is the face of the company that the business show to the potential customers. It not only shapes the first impression of the customers but also entices them to come back for more business (Solomon, 2016). Brand consistency standards play a huge role to highlight the brand standard to the customers and present the company and remaining the same across all the marketing channels. It also unifies the images and messages the customers and potential customers see.
The purposes of brand consistency standards are,
Increase customer trust and loyalty: Good branding plays a vital role to give the organisation personality and so the customers want to interact with the organisation more and more. In the context of the hospitality business, brand consistency standards work to create customer trust and loyalty. HIG works to ensure brand consistency to achieve strong faith and loyalty from customers in the local and international markets (InterContinental Hotels Group - statistics & facts, 2019). 
Stand out from the competition: Brand consistency standards has a lot of significance to distinguish companies or brand from others in the competitive business industry. In the context of the hotel business industry, HIG has strong brand consistency standards that make the organisation different from other and helps to achieve a lot of competitive advantages. So the organisation executes the standards to stand out from the competition. 
Build brand authority: Brand consistency standards have a lot of contribution to creating authority in the market. So the brands of the organisations can help to become a leader in the industry by creating and increasing authority. This is another purpose for HIG to execute Brand consistency standards. 
[bookmark: _Toc126532541]Do all hotels have the same standards?
In the UK Hotel and hospitality service-providing industry all the organisations do have not similar brand standards that can make them different and leaders in the competitive market. The standards of the brands depend on the marketing approaches and service qualities and standards (Solomon, 2016). For example, HIG executes effective marketing channels and approaches to reach a wide range of customers. The company also arranges different social programs that make people aware of the services. On the other hand, there are Hotel companies that are not strategic to market the services and make people interested to take services. The service qualities of the organisations are also not very standard to the customers. 
[bookmark: _Toc126532542]How can hotels manage their reputation effectively?
Reputation management is very essential for the hospitality business industry. Since reputation management plays a crucial role to ensure brand standards, the holes including HIG execute different ways to manage their reputation effectively.
Stay active on social media: Social media is the largest platform to showcase the brand visually and it also gives the brand voice when the brands connect directly with the customers (Aniroh, 2014). Since there are different social sites, the hotels can manage their reputation by targeting the customers and interconnecting the customers to manage brand reputation. 
Optimize personal website for the search: Optimizing personal websites for search engines is an effective way to manage the hotel's reputation. Ranking high means that the website is more likely to be found by the users (Kim, 2017). According to statistics 93% of online experiences start with a search engine. So using and optimizing company websites HIG also can manage its brand reputation.
Garner good reviews: In the hotel business industry, 95% of people book hotels based on the reviews of online platforms and social sites (Riccardo et al., 2023). Again 53% of people say they won't book hotels that don't have online reviews. So it is important to gain reviews and manage the brand reputation in the competitive hotel business industry
Focus on digital marketing: Digital platforms are constantly shifting and so hotel brands should ensure to stay current and make sure that they don't fall behind. Since digital marketing has the power to reach a wide range of people, it can help to manage brand reputation among a wide range of people.
[bookmark: _Toc126532543]What is the importance of effective guest reviews management?
Effective guest reviews have much importance for hotel business organisations. Some of the importance has been given in the following part.
- Guest review management plays a vital role to boost the online visibility of hotel business organisations (Szwajca, 2018). The more people talk about the hotel on online platforms, the better the visibility of the organisations in search engines.
- Guest review management is also important as it works as the deciding factor for the guests to book the hotels (Leninkumar, 2017). The reviews also help to improve various aspects of the hotel and thus the organisation can increase the sales volumes and make more profits.
-  Guest reviews are also important as they increase the interaction with the customers or the guests in the hotel business industry (Kim, 2017). When a guest of the hotel leaves the reviews, it creates opportunities to get back in touch with them.
[bookmark: _Toc126532544]What is the impact of negative reviews?
Negative reviews from customers or guests have a lot of bad impacts on the business's growth and development. Negative reviews impact the opinion of the guests and the customers it impacts the purchasing -decision-making process. Negative has direct impacts on damaging the brand reputation in the business context. Negative reviews drive customers to the competition in the hospitality business industry.
[bookmark: _Toc126532545]How can hotels build and retain customer loyalty and what are their purposes?
In the hotel business context, there are different ways to retain loyal customers with specific purposes and goals.
- The hotel can assess past bookings to identify loyal and priority guests. This can help to distinguish the regular and loyal customers from the seasonal and irregular customers (Bell and Patterson, 2007).  After identifying the regular and retaining customers, the organisations including HIG should serve high-quality services to them.
- It is an effective strategy to build and retain loyal guests by marketing the guest's past interests. The hotels can note the specific interests, hobbies, activities or behaviours the guest displayed during their stay (Timm, 2001). Bringing changes according to the demand can help to retain loyal customers.
- It can be another way to build and retain loyal customers by offering the right repeat booking incentives (Harvard business review on increasing customer loyalty, 2011). The loyalty programs of the hotels including HIG should provide value to the past or repeat guests and influence them to come back to the hotels again.  
- The hotel should apply guest feed to future stays. For example, if the hotels are unable to provide transportation from the airports to the hotels and the guests write negative feedback on the review books (Riccardo et al., 2023). The hostels should work with it to ensure that after 6 months the hotels will provide transportation services. This will build and retain loyal customers or guests.
- By keeping continuous communication in both the occasion and no-occasion period, the hotels can build and retain loyal guests of the hotels (Sachs, 2013). In this context, the hotels can automate the follow-up and keep the conversation going. The organisation can reach out to the guests after certain intervals like 1 week, 1 month or 2 months.
The purpose of building and retaining loyal customers is to ensure higher sales values as the loyal customer spends more than the new (Leninkumar, 2017). Retaining customers are cheaper than new customers or guests for the organisations. Loyal customers are less volatilise and it is important to build or retain loyal customers. It is another purpose to retain loyal customers as they work as the brand ambassador of the particular hotels.
[bookmark: _Toc126532546]Recommendations for hotels regarding market trends
Regarding the current market trends, here is the recommendation that can help to improve business operations and achieve success.
- The hotels should treat their every guest as VIP as it can help to improve the performance and service quality of the hotels.
- The hotels should make training an everyday priority and it should not be just a one-time event.
- It is important to provide personalized customer service as it can make the guests happy and satisfied.
- The hotels should create a positive start for the new employees as it can help to get efficient and innovative performances from the employees.
- based on the requirement of the market trends, the hotels including HIG should increase the use of technology in their operation and communication.


[bookmark: _Toc126532547]Conclusion
Based on the above discussion it can be said that brand standards and the consistency management system of the hotels have a lot of positive impacts on their business growth. Reputation management has a lot of positive and direct impacts on achieving competitive advantages and drawing the attraction of a wide range of people. Finally, the study has dealt with customer loyalty in the context of the hotel business which has a lot of contribution to developing business operations. 
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