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Executive Summary 
The report discussed the various approaches which are being undertaken by the hotels within the hospitality sector in order to overcome issues associated with customer loyalty. They main brand perseverance, reputation and programmes associated with customer loyalty. The assignment further discussed the issues which generally result in customer dissatisfaction and recommendations linked to it. 
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[bookmark: _2qd57zvbfd6w][bookmark: _Toc128583145]Introduction 
In order to attain success for a business organisation various types of customer loyalty programmes are absolutely key. Considering this report which is based on hotels, customers are considered to be the main factors associated with any hotels existing globally. The hoteliers always try to convince the audience largely and try to make them feel as much comfortable as possible (El-Adly, 2019). This report would try to analyse and evaluate on the importance of brand consistency and how the hotels follow in order to attain customer loyalty. Maintaining the reputation of the hotel with the importance of reviews which the guests provide. Lastly, how these hotels attain customer loyalty and the purposes which are associated with these hotels. Further, recommendations would be provided based on obstacles faced by the hotels. 
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[bookmark: _km8dt8a5dgwj][bookmark: _Toc128583147]Purpose of brand consistency standard and does it be followed by every hotel 
Hotels always try to maintain proper consistency with their brand. They believe that the reputation of the brand provides them with a competitive advantage which in return has been helping them to be successful within the hospitality industry (Chung and Byrom, 2021). Following are the benefits associated with brand consistency in order to prove the purpose. 
Strong Brand Image: Considering customer loyalty, if the hotel has a strong brand image by attaining proper promotion and innovative activities, it has been noticed that customers tend to visit the hotel more compared to that of their competitors (Liu et al., 2020). For example, Marriott chain of hotels have been quite successful in attaining their brand image which is helping them to attain large numbers of customers in their global hotels and attain a good amount of revenue from the hospitality industry. 
Increase in trust: increasing with brand image within the society helps the customers to communicate among each other about the chain of hotels. This just revolves on the basis of the brand value of the hotel and the customer service programmes which have been carried out by the hotel over the period of time (Šerić and Mikulić, 2020). This helps hotels like Marriott to attain customer satisfaction and along with that loyalty. Thus helping to grow as a bog brand like Marriott globally. 
Increased web traffic: String brand image which is maintained by hotels helps to attain a large number of customers (Agag et al., 2020). For example, Marriott has been attaining around 60,000 customers monthly on a global scale for creating a good brand consistency thus helping them to attain proper customer loyalty. 
This is key to understand that a large number of hotels have been following such approaches over the period of time in their hotel. The brand consistency which has been maintained by these hotels has helped them to garner more customers along with the loyal set of ones who are already existing by the side of the company (Oh et al., 2021). It is key to understand that this helps the hotel companies to attain large amounts of revenue from the market and along with that help them to grow as a bigger brand within the hospitality industry. Certain hotels who don't follow brand consistency programmes and constantly change it may face bigger difficulty among their competitors within the hospitality industry in the long-run. 
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Hotels along with their brand consistency tries to maintain their reputation across the society in a much profound manner. It is the only way they can easily attain customer loyalty and along with that receive the aimed profit from the market largely. They are creating points associated with hotels which have been helping them to maintain brand reputation in a much effective manner. 
Staying Active on social media: Hotels in order to maintain their reputation properly within the society and maintain customer loyalty they try to stay active on social media platforms which includes Facebook, Instagram and Twitter (Touni et al., 2022). All these social media handles have a large number of people associated with it. The posts from the social media team about the hotels help these large sets of people to understand about the reputation of the hotel thus creating an option of visiting later. The loyal customers who are aware of the hotel's reputation often comment on positive things which helps them to create a positive reputation across the hospitality sector (El-Said, 2020). 
Engage with customers: in order to create customer loyalty and along with-it maintaining reputation, it is key that the management should communicate with their customers in real time. The interaction through video conferencing helps in order to create an authentic reaction among the customers which in return helps to create a suitable brand image for the hotel within the society (Salem, 2021). The comments from the customers can be positive or at times negative yet the management of the hotel need to accept them gracefully and reply on the basis of the come bit which might not hurt the sentiment of the masses. This would in-return result in a crisis to their reputation. 
The guests' reviews are to be analysed pretty well by the management of the hotel. The reason behind it has been that this would help the management to understand the demands of the customers associated with the hotel. On analysing the requirements and demands which are being stated by the customers are to be analysed and to be provided for them in the future. These are to be promoted through social media channels which would help the hotel to reach their loyal set of customers. Thus, helping to create a larger loyal set of customers for the future. For example, ITC chain of hotels have always understood the importance of customer reviews and try to provide their customers with important elements based on the stated demands. 
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Building popper customer loyalty is considered to be key for the development of a hotel within the hospitality industry. It is important to understand that the hospitality industry is based on customer inclusion and other factors as well. Guest’s perception and along with-it guest reception has been considered to be two main areas which needs to be maintained by the hotel in order to attain customer loyalty irrespective of their position or their competitors within the hospitality sector (Latif, 2021). Improvement with the services within the hotel has been considered to be key as well. This helps the customers to choose the hotel time and time again over any other new ones with better reputation and branding. Following the factors and purpose associated with customer loyalty for the hotels within the hospitality sector. 
Exceeding expectations: Guests on visiting hotels have a definite expectation associated with the rooms, services, food, wash room and environment (Mokhtar and Sjahruddin, 2019). It is key that the hotels should understand the trends associated within the hospitality sector and based on these trends should include new factors which would help them to successfully manage customer loyalty. 
Feedback on guest reviews: Retrieved feedback on the basis of the guest reviews is considered to be key for attaining customer loyalty within a hotel. In the review forms it has been generally found that the customer provides their insights as per the service they received (Padma and Ahn, 2020). There are certain underwhelming reviews as well associated with the guests which should be properly watched. Through watching the underwhelming aspects, it is key that they should provide the best quality service and present them through their website or social media in order to retain the customer and create a loyal customer base. 
Building relationship: The management of the hotel needs to build good relationships with the regular travellers. It is key that the management should provide them with premium service and discounts (Lo, 2020). Along with it in case of food and rooms it is important that the guest receives the best quality treatment. This would help the hotel to create a loyal set of customers across the society (Anabila et al., 2022). 
[bookmark: _4kfn1iwhbwpx][bookmark: _Toc128583150]Recommendations and Obstacles faced 
The general obstacles which have been faced by the customers associated with hotels have been that lack of proper room service, food and not up to the mark feedback as per the previous reviews. The following recommendations are key in order to improve the situation. 
Understanding the customer needs: It is the most important factor associated with the customers visiting the hotel. The customer needs are very static and they mention it very often. Understanding these norms and evaluating them if it is possible to provide them, the management needs to be up to the mark with their approach in providing the customers with their demand.  
Clean room with proper food: The most important aspect associated with the customer loyalty has been providing clean rooms and serving quality food. These two factors are considered to be basic in order to attain customer loyalty. A customer would definitely visit back to the hotel to stay if they receive warmth and cleanliness from the management. 
[bookmark: _ayzayq3zbjm4][bookmark: _Toc128583151]Conclusion 
The assignment has been associated with customer loyalty within the hotel. The whole report has been based on the basic factors associated with hotel management which they need to follow in order maintain customer loyalty and be successfully achieved with the required perspectives from time to time. The report discussed the factors associated with brand consistency, reputation, and customer loyalty programs are being discussed in detail. Along with that recommendations associated with the issues are being further discussed through the report. 
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