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[bookmark: _Toc128488285]Executive Summary
The report aimed to underscore the hotel's brand standards, reputation management and customer loyalty. Such notions are considered to be essential for the growth and development of the hotel, which further benefits them by gaining a competitive advantage and a potent position in the tough market. Additionally, a robust reputation and increased customer loyalty support the hotel's brand image in the domestic and global markets, thus allowing it to increase its audience. The findings of the report identified that hotel standards differ businesses from one another, where customers are likely to prefer hotels with greater uniqueness. The report also highlighted that hotels could effectively manage their reputation by continuously staying in touch with their guests' reviews. The research also estimated that customer loyalty programs are essential for retaining veteran clients while attracting newer audiences. The report backed such findings with industrial examples of Sheraton, IHG, Ritz Carlton and Marriott Hotels. 
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[bookmark: _Toc128488286]Introduction 
The emphasis of this report will be centred on the hotel's standards, reputation management and customer loyalty, which varies from organisation to organisation. It is important to underscore such aspects because it identifies the distinct quality of the hotels, which further determines what makes the hotel preferable to the others. Likewise, the competitiveness of the hospitality industry poses a great threat to any hotel's irrelevancy, which is why constant regulation of such aspects is essential. This report will further provide recommendations to the hotels while also backing the findings with relevant industrial examples. 
[bookmark: _Toc128488287]Main Findings
[bookmark: _Toc128488288]Hotel Standards 
Hotel or brand standards are identified as fore-fronting players in marketing any sort of hotel venture. A specific hotel's set of standards is able to highlight the values, norms and rules of the organisation, which similarly promotes the message and culture of the hotel within the market. Branding of the organisation or its amenities permits the hotel to highlight their identity within a competitive market and likewise maintain its consistency (Lukanova and Ilieva, 2019). Further, a hotel's brand standards allow them to specify their products in the market and gain their own customer preferences. Therefore, the more unique the brand standards of the hotel are, the more likely it is to gain the attention of the audience and generate its own identity while also mitigating any risks (Chan et al., 2021). Given this, each hotel's standards differ from one another, thus aiming to highlight their varying purposes in the market. It is important for the hotels to set completely different standards from the others because they determine the core uniqueness of the organisation. No customer is likely to prefer hotels which have the same product and brand standards as the others. Similarly, diverse standards allow the hotels to gain the upper hand, thus providing them with a competitive advantage over other similar organisations (Liu et al., 2020).
For example, Sheraton Hotels’ standards lie in the security, welfare and hygiene of the individuals linked with it, encompassing its workforce, management teams and, most essentially, its guests. Given the standards, the hotel invests more in safe and sanitised products and, similarly, promotes welfare and hygiene (Hotel Sheraton UK, 2022). On the other hand, IHG Hotels' standards revolve around their word of sustainability. Their Green Engage system allows the company to cater to green products while also engaging guests through a similar message. Since sustainability is a growing notion, it aids the hotel in staying relevant and consistent (IHG Hotels & Resorts, 2023).  
[bookmark: _Toc128488289]Reputation Management 
The reputation of the hotels is essential for building a positive impression on beneficial clients, which helps the business to bloom and expand to newer markets (Potgieter and Doubell, 2018). Given this, there are various strategic approaches through which hotels can effectively maintain their reputation. The first approach entails reputation management through online platforms. Social media nowadays have a significant hand in promoting one's content while also being viable for marinating an entity's reputable image (Perez-Aranda et al., 2019). Since a number of millennials and Gen Z majorly traffic social media platforms, numerous hotels keep their online reputation intact by actively engaging with the crowd and promoting products which match their preferences. The second approach entails active physical participation in welfare programs, especially the ones which promote humanitarian well-being. This influences the hotel's reputable image and likewise increases its reputation among domestic and international guests (Upanun and Sornsaruht, 2020). Further, sustainability is also a norm which makes a robust brand image for the hotel. Presently, climate risk is an endangering notion that the public emphasises attention to it. If the hotel is active in sustainability promotion, then it is likely to attain a handful of attention and consumers (González-Rodríguez et al., 2019).
A hotel can achieve great advantages with the help of guests’ reviews, which is why effective management is required. Keeping tabs on the guests’ reviews increases the hotel's engagement with its customers, both on an online and offline bases. A significant surge in engagement permits the hotel to regulate its product line as per the customer's feedback while also enabling them to optimise their facilities, operations and services (Zhao et al., 2019). The obligation of guests' feedback thus ensures that the hotel is staying up to trend and not losing its market relevancy.
On another note, De Pelsmacker et al. (2018) cited that effective maintenance of guest reviews can help the hotel eliminate negative feedback because they significantly influence the reputation of the hotel. The study identified that a large number of negative reviews decreased about 22% of international bookings, making the hotel's global image vulnerable and reprehensible. Therefore, hotels keep their reputation management as their headlining priority.
For instance, Ritz Carlton has a potent international image which demands consistent regulation of guests' reviews and reputation maintenance. The hotel stabilises its global image by simply staying engaged and paying heed to the guests' reviews on online platforms. The organisation utilises its social media accounts and official website to keep tabs on the experiences and preferences, which leads them to include the guests' ideas in their facilities (Lee and Kwag, 2017). 
[bookmark: _Toc128488290]Customer Loyalty 
Customer loyalty within the hospitality industry is deemed as the customer's repeated visits and engagement with the hotel due to their past satisfied experiences. Therefore, a hotel increases its degree of customer satisfaction by catering to the guests' amenities according to their preferences and ensuring that their visit is unique, safe, memorable and enjoyable in all aspects. The loyalty of the guests also strengthens the reputation of the hotel while also supporting the organisation in word-of-mouth promotion through faithful customers (Latif et al., 2020).
Given this, hotels can invest in numerous ways to keep their customers' loyalty and satisfied experience intact. Within the hotel sector, tier-based loyalty programs are particularly effective since they emphasise the benefits of the customers' achievement of certain benchmarks. Such forms of achievements are frequently assessed in terms of money. In these programs, the greater expenditure the client is on the hotel, the higher tier they achieve. Tiered loyalty programs are great for boosting client engagement because they give customers the impression that they have joined a highly elite group, thus leading the matter to status-wise grouping (Lentz et al., 2022).
On the other hand, prior to the development of the digital economy, point schemes existed for decades within the hospitality industry. While using point programs, a consumer must pay upfront in order to receive benefits afterwards (Pascual and Cain, 2022).
Likewise, numerous hotels employ premium loyalty schemes to ensure customer loyalty and provide superior services. For more upscale hotels trying to enhance guest retention, premium reward programs are phenomenal. Such types of programs are service charged, indicating that participants must pay upfront to receive immediate rewards as well as discounted offers (Walsman and Dixon, 2020). Given this, the scope of loyalty programs is substantial, which additionally ensures the guests that their desirable services will be catered to, thus resulting in them repeatedly visiting the organisation.
The Marriott Bonvoy programme ranks among the best hotel loyalty programmes in the present era. Customers throughout this programme can earn credits for visiting hotels that are part of the Marriott chain. Given that the corporation has more than 30 associated hotels, they are all connected to this loyalty programme. St. Regis Hotels, Westin Hotels, as well as The Ritz-Carlton Hotels are a few such examples. Guests who partake in this program obtain exclusive and special privileges, such as smart keys, membership prices, special meal deals, and cost-free Wi-Fi access in hotel rooms (Marriott, 2023). 
[bookmark: _Toc128488291]Conclusion 
In conclusion of this report, it was identified that hotel standards, reputation management and customer loyalty are essential aspects for hotels to emphasise in order to expand their business and build a presentable image. The report recognised that hotel standards differ from one brand to another and likewise demand relevancy and uniqueness for growth. Reputation management was stated to be crucial for gaining guests' feedback and formulating a reputable international image which resultantly gains the attention of beneficial clients. Lastly, customer loyalty programs tend to increase guests' loyalty and experience by promoting premium services and benefits for repeated visits. 
[bookmark: _Toc128488292]Recommendations 
Nowadays, the hospitality sector is surrounded by a number of crises, entailing staff shortages, implementation of technology and running the business successfully amidst the cost of living crisis.
Given this, it is recommended that the hotels invest more in online customer experience marketing because it permits the business to implement digital technology, which eases the marketing and customer retaining process, while also supporting the relevancy of the hotel. Upon such an approach, the hotel can take guests' feedback into account actively.
Further, the promotion of jobs in an attentive manner while employing rewarding strategic systems can help the hotels reduce their staff turnover, alongside increasing employee retention. The hotels can also adhere to such a system by providing more career development benefits to the employees, especially the veteran workers who have bountiful experience in their field. Likewise, hotels can assess the new recruits on the same standards and level of eligibility, thus creating no class and expertise difference among the prospective workers.
Moreover, hotels can greatly adjust to the cost of living crisis by giving rise to solar power energy resources. Such resources have the tendency to lessen the annual expenditure on energy bills while surging the quality of the services and the notion of sustainability within the brand. 
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