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Hotel standards, reputation management, building and retaining customer loyalty


Executive Summary
Hotels may use many efficacious techniques to enhance client retention, including delivering high-quality service, using technologies to mitigate booking abandonment, and actively seeking feedback to consistently enhance the entire guest experience. The findings of this research indicate that the hotel's corporate image and service quality play significant roles in shaping visitor loyalty. Hence, in order to maintain a competitive edge in the tourist sector, it is essential for hotels to continually provide service of exceptional quality. In the final analysis, the hotel's reputation and client loyalty will be primarily shaped and maintained by the steadfastness of its service. The use of price equity has the potential to enhance customer happiness, brand loyalty, and brand image, therefore adding value to consumers. Therefore, the capacity of hotels to continuously provide high-quality service is a determining factor in fostering client loyalty.
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[bookmark: _Toc148029971][bookmark: _Toc148034877]1. Introduction
Customer happiness and loyalty are strongly correlated. The presence of both a fair pricing and a positive brand image has equal significance for a brand. Managers should prioritise pricing equity as a crucial factor in improving consumer happiness and bolstering brand loyalty and image(Watson, 2022). There exists empirical data indicating a correlation between the corporate image of a hotel and the quality of its services, and the subsequent impact on visitor loyalty. The establishment's reputation and customer loyalty are contingent upon the hotel's ability to consistently provide high-quality service. The establishment of customer loyalty within the tourist sector is contingent upon the hotel's unwavering capacity to consistently provide service of exceptional quality.
[bookmark: _Toc148029972][bookmark: _Toc148034878]2. Hotel standards
[bookmark: _Toc148029973][bookmark: _Toc148034879]Brand Consistency Specifications
The concept of brand consistency comprises the fundamental elements of recognition, trust establishment, and effective transmission of brand personality (ABBOTT, 2022). The maintenance of brand consistency plays a crucial function in augmenting customer trust and cultivating loyalty. The implementation of a successful branding strategy bestows unique attributes onto an organisation, therefore cultivating a sense of attraction and interest among customers, ultimately leading to their active involvement with the firm. The use of brand standards will lead to the standardisation of consumer experiences. Therefore, it is essential for companies of varying sizes to maintain a steadfast commitment to upholding exemplary standards in their hospitality operations (McKey, 2016).
[bookmark: _Toc148029974][bookmark: _Toc148034880]Hotel standards in the United Kingdom
Not all hotels possess the same grade of quality. Ensuring exceptional service and optimising value are essential for hospitality organisations. The use of ISO certifications within the hotel sector is expected to provide enhancements in both legal compliance and commercial performance (Inglis, 2017).

[bookmark: _Toc148029975][bookmark: _Toc148034881]ISO Standards
ISO 9001: Quality management systems are ISO 9001. Management concepts are excellent in hospitality(Martiana, 2018).
ISO 27001: ISO 27001 is a worldwide standard for information security management. Its structure is ISO 9001 compliant and protects sensitive data. The standard may be used by hospitality businesses.
FSSC 22000: FSSC 22000 audits and certifies food safety management systems. Prerequisites include FSSC and ISO 22000. A quality product is made and assembled.
[bookmark: _Toc148029976][bookmark: _Toc148034882]Tourism Requirements
The 1968 Exchange Depictions Act: To effectively inform prospective clients about the costing, it is essential to publicise a singular price subsequent to its quotation.
The 1998 Data Protection Act: Hotel bookings must comply with the Credit Card Order of 1990 and the Data Protection Act of 1998. Hoteliers must protect guests' privacy while processing and storing credit card information. Personal data saved on a computer must be reported to the Data Protection Commissioner(Tesone, 2014).
[bookmark: _Toc148029977][bookmark: _Toc148034883]3. Reputation Management
Tourism faces many daily obstacles that affect reputational risk. Reputational risk is measured and monitored by governments, local agencies, and senior managers. To protect reputations, they must maintain vigilance.
A reputational risk management approach should include:
· Optimal and professional communication with travel sector customers and agents.
· Setting governing norms for the board, leadership team, and employees to promote morality in the organisation.
· Adhering to current norms and recommendations while upholding present practises and processes.
· When activity is high, an emergency monitoring crew may hurt the association and its tourism goals(Martiana, 2018).
[bookmark: _Toc148029978][bookmark: _Toc148034884]How can hotels properly control their reputation?
Reputation management requires tracking review sites (Google reviews, Tripadvisor, OTAs, and social media) and responding quickly to reviews. The following discussion outlines these strategies.
Automation feedback surveys: Being directly asked for comments will lead to more reviews since visitors are more willing to share their experiences. 
Keep your tone constant: Maintaining a consistent tone is crucial. Individual reactions can lead to inconsistent reviews(Duncan, 2019).
Make time to react consistently: Responding to reviews often and quickly lets you spot issues like maintenance issues or unfriendly workers before they escalate (Chowdhury, 2021).
Pre-stay contact with visitors: Avoiding unpleasant visitor experiences is sometimes as simple as booking the correct accommodations. 
Creating review page: Display these evaluations in various website pages to showcase services, activities, and property features.
Alert for new reviews: Know about new reviews and address them immediately, particularly unfavourable ones that might damage a hotel's online brand(Duncan, 2019).
[bookmark: _Toc148029979][bookmark: _Toc148034885]Why is guest review management crucial?
The absence or negative nature of hotel evaluations may result in a reduced inclination among individuals to choose your establishment as their accommodation option. The followings are also considered(Watson, 2022).
· Find ways to improve
· Improve visitor satisfaction
· Competitive advantage
· Staff performance monitoring
· Managing internet reputation(Abacharaeva, 2021).

[bookmark: _Toc148029980][bookmark: _Toc148034886]The impact of negative online review
Poor evaluations may cover many areas and give hotel management difficulties. No complaint is good, but cleaning complaints are particularly bad. The pandemic brought attention to the link between sanitation and public health. Tourist product quality influences visitor satisfaction(Mei, 2022). Visitor input is usually collected through surveys. Online reviews and comments may also help hotels improve customer satisfaction. Hoteliers may use these evaluations and comments to enhance customer satisfaction and other hotel information. Social media reviews and comments have enabled a new market performance measurement method(Liehr-Gobben & Storck, 208).
[bookmark: _Toc148029981][bookmark: _Toc148034887]4. Service culture
Service culture refers to a certain organisational culture that prioritises the provision of exceptional customer service(Wu, 2022). The primary focus of an organisation or corporation is to provide specialised training to its staff, emphasising the prioritisation of customer demands in all aspects of their work. Corporate culture refers to the collective mindset, behaviour, and perception of the external environment shown by members inside an organisation. In the context of service culture, it pertains to the organisational culture characterised by a shared approach among workers in their thinking and actions towards delivering exceptional service. The action is undertaken to deliver the information(Duncan, 2019).
[bookmark: _Toc148029982][bookmark: _Toc148034888]Importance of customer service techniques
Once an organisation has formulated a compelling vision statement, it becomes imperative for them to devise a complete plan in order to effectively realise their vision and provide service of exceptional quality. When considering tourist marketing tactics, there exists a wide array of alternatives, including:
· Setting up an official blog 
· The use of direct response advertising to invest in employee development 
· Analyzing customer value by surveying them 
· Using social media for marketing (Martiana, 2018).
[bookmark: _Toc148029983][bookmark: _Toc148034889]Building and maintaining customer Service culture
The significance of brand loyalty as a metric for measuring marketing performance in the tourist and hospitality sectors has been widely acknowledged for a considerable period of time (Hartmann et al., 2022). Previous research has mostly focused on the examination of brand loyalty through the lens of consumer happiness, perceived value, and service quality. The characteristics in question, often known as service assessment criteria, are attributed to the level of customer satisfaction. The perception of a brand's consumption experiences has a substantial impact on brand loyalty(Wu, 2022).
Improving hospitality standards: Overdelivering and making consumers feel like they received their money's worth is great service. Other places have cheaper prices, hostile personnel, and booking or staying mistakes are the main causes.
Observing market patterns: Consumer behaviour changes, particularly the desire for digitalisation, affect tourism trends, which they might employ to manage their connections with customers.
Influence of adverse evaluations: About 35% of Internet users said they wouldn't book a hotel based on more bad reviews than favourable ones. ITB performed this research. Negative reviews might cost a firm 22% of bookings. A research found that a poor review on numerous sites might lower hotel customers by 70%.
Recovery from an error in customer service: client service management faults may be fixed to boost client loyalty and happiness. A few simple measures may fix the problem(Dcruz, 2017).
[bookmark: _Toc148029984][bookmark: _Toc148034890]5. Conclusion
This paper seeks to illustrate that tourism mostly encompasses service-oriented sectors and that travellers get advantages from the whole of their trip encounters. The current era, known as the twenty-first century, is seeing the emergence of novel concerns and patterns that provide valuable insights into the prospective trajectory of the tourist industry. A balance must be struck between utilisation and constraints via ongoing adjustment, monitoring, and planning. Consequently, the present research provides evidence that tourism mostly operates within the service sector, emphasising that the whole trip experience is the key determinant of its value. In order to effectively manage tourism, it is necessary to engage in monitoring, implement ongoing adjustments, and engage in strategic planning.
[bookmark: _Toc148029985][bookmark: _Toc148034891]6. Recommendations
Policies, economic conditions, government attitudes, and personnel are all critical for the expansion of entertainment tourism. Following the following recommendations will help the hotel keep up with current trends:
· Smart hotel tech.
· Adding IoT to a property delights visitors.
· Hotel sustainability
· Robot workforce hiring for VR/AR.
· [bookmark: _Toc148029986]Unique brand encounters(Brotherton & Wood, 2015).
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