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[bookmark: _Toc129126265]Executive Summary 
The standard of hotels determines the success of its hospitality industry; hotels must put forth great effort to maintain their excellent names in order to entice travellers to stay at their establishments. For the hotel industry, maintaining loyal customers as visitors is also important. Concerning this, the aim of the report is to focus on hotel standards, reputation management, and customer loyalty. The success of a hotel company in drawing and keeping consumers both offline and online is closely linked to its capacity to maintain a high rate of brand consistency. There are a variety of strategies to enhance the reputation of the business in a current competitive environment. For instance, hotels can strive to gain the trust of their customers by constantly reaching or surpassing their service standards. The hotel can show that it is accessible to its visitors by not keeping any of its features a secret from the public. In addition, to achieve customer loyalty, the hotel industry enthusiastically adopts all technical and commercial developments. As a result, the hotel industry regularly ranks as one of the most innovative and responsive to market changes.
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[bookmark: _Toc129126266]Introduction 
In today's world, hotels are expected to follow the latest trends to keep operations competitive. The standard of hotels determines the success of its hospitality industry; hotels must put forth great effort to maintain their excellent names in order to entice travellers to stay at their establishments. For the hotel industry, maintaining loyal customers as visitors is also important. Concerning this, the aim of the report is to focus on hotel standards, reputation management, and customer loyalty. For this purpose, the report will shed light on the importance of brand consistency standards and effective guest reviews management. Also, the ways by which hotels build and retain customer loyalty will be discussed in the report. 
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[bookmark: _Toc129126268]Brand Consistency Standards
Brand consistency refers to the tactic by which a product or service is offered to customers. Brand standards serve as the benchmark by which customers judge the calibre of the products and services they receive from a brand (Sarker et al., 2021). The hotels are able to collaborate successfully and support the efforts of the hotel to enhance its image and client devotion by abiding by the standards of the brand. The success of a hotel company in drawing and keeping consumers both offline and online is closely linked to its capacity to maintain a high rate of brand consistency. Delivering the experience that visitors expect when making reservations requires consistency with the brand (Torres et al., 2021). In general, the hotel follows ISO standard, which depends on the size and nature of the hotel. According to Alcaide et al. (2021), hotels frequently employ cutting-edge technology and offer world-class service in an effort to uphold and enhance their reputations in the hospitality industry. Additionally, the hotel constantly offers its employees new training chances that either broaden their skill sets or prepare them to use cutting-edge technology throughout the property. The industry as a whole has its own standards, though they differ from hotel to hotel and from the most modest lodging to the most luxurious retreat. The different facilities at the motel are all of varying grades. 
The ISO standard followed by Marriott is ISO 50001 (Liu et al., 2019). After DEKRA Accreditation evaluated the JW Marriott energy management system, it was given an ISO 50001 certification. Accordingly, Marriott has implemented an energy management system and improved its regulated energy performance in contrast to its baseline. While adopting ISO 50001, the management of Marriott increased staff awareness of energy issues, led to behavioural shifts in favour of energy management (Vlasceanu et al., 2020), and helped the hotel establish practical objectives for enhancing energy performance. On the other hand, Ritz Carlton adopted the ISO 9000 collection of five international quality standards and revised them in 1994 and again in 2000. As a sign of their dedication to the standards, more than 500,000 organisations across more than 160 nations have earned ISO 9000 accreditation (Gouthier, 2023). Any business company can use these rules. Following this, environmental standards were increased, and ISO 9000 was quickly implemented. In 1991, they assembled an environmental consulting committee that would ultimately pave the way for the approval of the ISO 14000 series of worldwide standards for environmental management (Gardiner and Reefke, 2019). Over 300,000 companies have received ISO 14000 accreditation as of late. 
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Reputation management is defined by Alrawadieh and Dincer (2019) as a process which helps in shaping and influencing the perception of customers referring to the brand and its services. There are a variety of strategies to enhance the reputation of the business in a current competitive environment. For instance, hotels can strive to gain the trust of their customers by constantly reaching or surpassing their service standards. The hotel can show that it is accessible to its visitors by not keeping any of its features a secret from the public. By giving each visitor extra value, hotel management can improve the image of the hotel among guests and the general public. Social media usage has significantly increased recently as a result of how strongly people are embracing these platforms (Perez-Aranda et al., 2019). Because of this, businesses across all industries have been forced to adopt social media; as they grow their following, clients can leave reviews that accurately represent their experiences with the brand. The difficult subject of managing the image of accommodation is made much more understandable with the help of the example of the leading hotel chain. For instance, Ritz-Carlton effectively utilises its social media platforms by regularly monitoring customer input and promptly reacting to it. As a result, a small but grateful group of millennials who are more likely to be travellers or who are simply interested in what it is like to stay in a high-end hotel have drawn the attention of Ritz Carlton.
In addition to this, the management of customer reviews is regarded as a crucial tool for influencing how many hotel chains are perceived by the public (Chondrogiannis et al., 2019). In the highly linked world of today, many clients in the industry read online reviews left by previous visitors to learn more about the amenities and services. A positive review on one of these websites can serve as a free promotion by letting prospective new customers know about the company. However, negative reviews can be extremely helpful when it comes to the overall reputation of the brand. An impression of the hotel on the guest will probably be impacted if they have a negative encounter with the service of the brand. Management should take negative reviews seriously because of the negative effects they can have on the long-term growth and success of the business and the strong connection between them, and the loss of potential consumers (Gao et al., 2020). While referring to this, Premier Hotel has adopted a visitor review management strategy that prioritises asking for feedback from visitors via email and in-room remark cards, among other channels. The motel places a high emphasis on promptly responding to both positive and unfavourable guest evaluations. This shows how the Premier Hotel values its clients and uses their feedback to improve their stay.
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Customer loyalty is the concept of offering a satisfactory experience to customers. By showing commitment to customers, hotels try to develop good connections with their guests. In order to achieve customer loyalty, the hotel industry enthusiastically adopts all technical and commercial developments (Afaq et al., 2023). As a result, the hotel industry regularly ranks as one of the most innovative and responsive to market changes. Additionally, since hotels in the sector are always competing with one another, it makes sense for them to speed up and enhance their offerings in order to keep customers and transform them into repeat visitors. The use of hotel incentive programmes by lodging businesses to attract new customers, retain current ones, and gain a competitive edge is generally recognised as an effective advertising strategy. An excellent example is the World of Hyatt rewards programme. The best accommodations can be found in a reliable hotel with prompt services, and the finest food in the world is useless if its patrons are dissatisfied (El-Adly, 2019). The regularity with which a visitor comes to a particular hotel chain for additional lodging and business is how loyal they are to that chain. Because of this, retaining customers relies on offering them the features and services they expect from a hotel. Gaining and maintaining the loyalty of consumers can be challenging in the lodging business due to the intense competition (Leal and Ferreira, 2020). Restaurants participate in a broad range of customer care strategies in an effort to increase and keep their clientele.
Similar to this, consider an example of a Hilton hotel where guests are welcome to sign up for Hilton Rewards, the customer rewards programme. The membership programme rewards members with points equivalent to the cost of their hotel visits, which can be exchanged for free stays, special access, and other benefits. Apart from this, the largest hotel businesses, like Marriott, invest a lot of money in intelligence technology and client incentive programmes. The hotel employs AI to manage and run its activities in a modern, efficient manner (Han and Hyun, 2019). A commercial application called Light Stay reduces car pollution. All other hotels in the UK employ a variety of strategies to adjust to the constantly changing needs of the sector.
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It is concluded that hotel standards are directly associated with reputation management and customer loyalty. All these concepts are interlinked with each other and help the management of hotels in attaining success and value in the market. The report evaluated that the consistency and standard of a hotel brand depend on the way guests are treated by the management. Moreover, it is concluded that hotel needs to maintain their positive reputation as well as ensure that customers' demands are fulfilled by the services. 
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While evaluating the concept of brand standards, brand reputation, and customer loyalty, the following are the recommendations for the betterment of the hotels. It is recommended that the hotel brand need to keep staff trained and focus on their development, as this will help in retaining customers for the long-term. It is a true fact that customers intend to use those services repeatedly, which is beyond the exceptional level. Moreover, it is recommended that the hotel management needs to invest in customer feedback strategies, as both positive and negative reviews are important for the improvement of the brand. In order to enhance services, it is important for hotel management to focus on taking feedback from each customer during their stay in the hotel and try to adopt an instant approach to fill the gap. 
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