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Executive summary
The report highlights the aspects which brands within the hotel industry need to focus on in order to achieve a strong position in the highly competitive industry. Some of the factors discussed in the report include brand consistency, reputation management and customer loyalty. With the analysis, it has been identified that focusing on these aspects is helpful for the brands in increasing customer trust, which eventually leads to building a positive image in the market. 
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[bookmark: _Toc128450176]Introduction
The hospitality industry is highly competitive; therefore, businesses, in order to maintain a strong position in the market, need to keep up with the latest trends. Along with this, in order to achieve a competitive edge, it is essential that focus should be given to keeping pace with the industry as a whole; this shall also be helpful in providing a high-quality experience to the customers. The following report discussion related to the importance of maintaining hotel standards, reputation management, and customer loyalty will be done. The aspects that need to be focused on by the hotels in order to maintain high performance shall also be highlighted. 
[bookmark: _Toc128450177]Main Findings 
[bookmark: _Toc128450178]Purpose of brand consistency standards
Brand consistency is defined as the ability of the company to maintain communication and positioning aligning with the values and the elements which lead to making its identity. Within branding work, entities focus on developing their image with the help of different actions that lead to exploring the elements which make up the entire brand; in order to achieve this, consistency is considered essential (Wu et al., 2020.). Furthermore, adequate branding depends on brand consistency and can lead to providing incredible results for organisations in the long run. This generally happens in terms of public relations and competitiveness. The hospitality industry is highly competitive, with various brands and companies seeking to attract and maintain customer loyalty. Therefore it is essential that brands operating within the industry should have a solid identity alongside should also focus on maintaining regularity in the way communication should be maintained with the customers. In addition to this, Sattayawaksakul, Cote and Tiangsoongnern (2019) mentioned that customers are more likely to be attracted towards brands which are much easier to identify, which can be only possible through consistency. Within the hotel industry, brand standards make sure that consistency in terms of customer experience should be maintained. As people have a clear understanding of what they need to expect every time they visit the hotel, which eventually leads to ensuring brand loyalty and trust. 
In the view of Šerić, Ozretić-Došen and Škare (2020), the standards of the hotel differ according to the class and type of the hotel, along with this will also be different conditional on what the specific hotel is trying to achieve alongside also depends on the unique value proposition of the hotel. For example, a 3-star hotel has a standard of being more stylish and comfortable than in comparison to one start or two-star hotel. With that, they also offer a diversified range of amenities and services that includes a swimming pool and fitness centre. Along with this, a one-star hotel might not offer 24-hour room services, whereas a three-star hotel will offer 24-hour services to the guests. Similarly, the developed standards of the hotel brand might also differ between two brands operating under the same name, for example, Hilton Garden Inn Hilton Doubletree. Hilton Garden Inn is a mid-priced hotel brand; on the other hand, Double tree is an upscale Hilton hotel brand. In terms of amenities, Garden Inn hotels are usually located in suburban areas; on the other hand, Double tree hotels are found in urban areas. In addition to this, in comparison to Double tree hotels, Garden inn hotels have relatively less robust amenities (Damsgaard, 2023). 
[bookmark: _Toc128450179]Reputation management
According to Perez-Aranda, Vallespín and Molinillo (2019), reputation management is defined as the process of monitoring and influencing the brand perceived online by consumers. In order to do so, different aspects are taken into consideration, some of which include tracking the review on the different sites, optimising search and posting and engaging on the different social media platforms. In the present competitive environment maintaining a strong and positive reputation is considered important for the brands because it has a significant impact on availing various other benefits, such as a direct impact on the sales volume. In addition to this, Alrawadieh and Dincer (2019) mentioned that effective hotel reputation management is helpful for the brand in securing a competitive advantage. Furthermore, in order to build a strong reputation for the brand, the core focus is on online reputation management, no matter if it is a small hotel or a huge hotel chain. It is essential to pay full attention towards these aspects because it is considered significant for daily businesses because it has a significant on customer choices and, with that, have a direct influence on the overall financial results of the brand. Hotels across the globe are implementing such tools, which is helpful in improving their services; for example, Premier inn, a reputable brand, has to implement BART as the customer relationship management tool (Premier Inn 2023). Referring to this, Grljević, Bošnjak and Bošnjak (2019) mentioned that guest review management is an effective tool for managing the reputation of the hotel. Over the years, this tool is gaining popularity as many guests and travellers are relying on the online review present in order to make the booking decision for a specific hotel. Through these tools, customers have the opportunity of availing various benefits, for example, providing feedback related to the services. 
Moreover, Lai (2019) mentioned that positive customer review is helpful in increasing brand value of the brand as it leads to reflecting the high quality of service provided to the guests. On the other hand, Proserpio and Zervas (2017) mentioned that a negative review can reflect poorly on the hotel's reputation as it indicates that the customers are not satisfied with the services provided to them. At the same time, it is also necessary that negative comments from the customer should be considered as the source of motivation to improve the quality of services provided. Moreover, negative reviews can be a serious concern for the management of the hotel because every time a negative comment is posted, it is most likely that the brand will lose a potential customer. 
[bookmark: _Toc128450180]Customer loyalty
In the view of Larsson and Broström (2020), customer loyalty is helpful in describing the ongoing emotional relationship found between the brand and the customers, with that manifesting the brand by the way the customer is willing to engage and repeat purchases in comparison to the competitors. Loyalty is considered the by-product of the positive experience of the customer, which eventually leads to building trust. In the case of the hospitality industry, customer loyalty is directly linked to the experience customer gain. Related to this, Myo, Khalifa and Aye (2019) mentioned that a competitive edge largely depends on the excellent services provided to the customers. With that, a well-developed hotel experience management plan is considered important for ensuring growth and success in the intensely competitive environment. In order to ensure customer loyalty, one of the effective tools is referred to as the Hotel loyalty program. Related to this, Kimura (2022) mentioned that the hotel loyalty program is also referred to as the hotel reward program, which is run by the hotel chain. It is considered the marketing strategy which is helpful in attracting and retaining the business. For example, loyalty programs by Hilton Hotels and American Airlines offer free signups, which is helpful in encouraging customer retention with the brand. As the guests are involved in more purchases, it would lead to moving to higher tiers and, with that gaining more rewards. Furthermore, one example is Marriott Bonvoy, one of the key features is the large network of hotels present, especially in popular destinations across Asia, Europe and the United States.  
Hotel loyalty programs are helpful in increasing guest retention and, with that, lead to getting better returns from repeat customers. It has been identified that loyal customers are more likely to book frequently and, with that, found to have a much higher average spend per stay (Sota, Chaudhry and Srivastava 2020). With that, hotel loyalty programs are helpful for businesses in going beyond guest expectations which can lead to integrating customer recognition among the strategies. Besides adding value to the brand, it is also helpful in enhancing the sense of trust between the customers and the brand (Koo, Yu and Han, 2020). 
[bookmark: _Toc128450181]Conclusion
In a nutshell, it is concluded that the hospitality industry is intensely competitive, and in order to maintain a strong position in the market, it is essential that the brand should focus on incorporating different strategies. With this, it is identified that developing standards is helpful for the brands in the hospitality industry to maintain consistency which eventually leads to building trust among the customer base. In addition, building a positive reputation is also considered important for the success of the brand; in order to do guest reviews, management is considered an effective tool to do so. Furthermore, the report concluded that customer loyalty plays an important role in building a strong and positive position in the market, which is helpful in gaining an edge over the other players in the market. 
[bookmark: _Toc128450182]Recommendations
Following are some of the recommendations that can be adopted by hotel brands in order to increase their value and avail of other benefits.
· Adoption of advanced technology is considered effective in providing high-quality services to guests. Therefore it is considered important that the brand should focus on implementing an advanced tool such as artificial intelligence.
· Along with this, it is also recommended that brands within the hospitality industry should emphasis adopting effective customer review management tools as it can lead to gathering effective information related to customer needs.
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