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1.Executive summary
Standardization among hotel chains is a crucial tactic for drawing and retaining tourists. For travellers, hotels serve as temporary homes. Thus, they must meet certain standards to draw customers. Yet, upholding hotel standards is difficult, and hotels require plans to foster a positive reputation and retain clients. Standards for brand consistency play a significant role in the marketing plans of hospitality businesses. Moreover, reputation management is crucial. Hotels may easily control their hotel reputation by innovating their reputation through multiple web channels. The reputation is also maintained with the management of customer reviews and loyalty programs.


[bookmark: _Toc128649874]2.Introduction 
Hotel chain standardization is considered an essential strategy for attracting and retaining travelers. It is a temporary home for travelers, and hotels need standardization to attract travelers. It is directly related to branding and influences the hotel's performance. Additionally, it creates a familiarity feeling, directly converting visitors into loyal customers (Fredrick and Authority, 2019). On the other hand, reputation management improves the revenue of a business by creating the trust of potential clients. A positive brand perception impacts sales and maximizes revenues, directly relating the hotel's success with its reputation (Perez-Aranda, Vallespín and Molinillo, 2019). Furthermore, customer loyalty is related to the satisfactory experience of customers toward hotels. In this way, the customer creates an emotional bond with the hotel that offers several benefits. However, maintaining hotel standards is challenging, and hotels need strategies to build a reputation and customer loyalty (Perez-Aranda, Vallespín and Molinillo, 2019). 
[bookmark: _Toc128649875]2.1.1. Brand consistency standards 
Brand consistency standards are an important part of the marketing strategy of hospitality ventures. It is the identification of specific products, service delivery, and consistency. The brand standards differentiate the facilities based on customer preferences. It has been found that customers prefer well-known hotels to minimize the risks. All hotels don't have the same standards, as it depends on the hotel's class and rank. It further depends on the hotel's ways of achieving the value proposition (Su and Reynolds, 2019). For instance, the brand consistency standards of Ritz Carlton hotel company represent it as a global luxury brand, representing the symbol of prestige and distinction. It offers fine dining, 24-hour room service, and housekeeping (Kalra, Ghazal and Afifi, 2020). Similarly, Marriot hotel has the highest standards of hospitality and services. Compared to the Ritz Carlton hotel, the Marriot hotel has over 45 independent full services communities, providing care in different departments. Furthermore, Kimpton hotels have a long history of giving guests protocol beyond expectations (Russell, 2021). It is known as the reward program for the hotel with name, digital touchpoints, sales points, and program levels. These loyalty programs and digital experiences highlight the Kimpton brand personality. Kimpton's database technology helps the hotel communicate with customers through different digital devices for a personalized experience. In this case, phones and tablets allow Kimpton karma to reward customers innovatively (Russell, 2021). 
2.2 [bookmark: _Toc128649876]Management of hotel reputation
The digital era has changed the ways hotels manage hotel reputations. Online platforms have been made to determine people's opinions regarding hotel management. In this case, review websites and booking websites act as an effective approach to manage hotel management as it differs from the internet approach (Kvítková and Petrů, 2023). Hotels can easily manage their hotel reputation by improvising their reputation across different online platforms. In addition, hotel reputation management is an important task where successful business utilizes social media strategy to improve their performance (Perez-Aranda, Vallespín and Molinillo, 2019). TripAdvisor is the common website for reviews and feedback directly related to the company's success. It further allows the company to manage its reputation by removing negative online articles about its hotels, responding to online customers and solving their queries, and utilizing marketing approaches to create a positive brand (Chen and Tabari, 2017). In this case, it was found that Marriot manages its reputation effectively, but a study has shown that Marriot needs to pay attention to negative views effectively. The reason behind this is the lack of empathy of employees, which increases customer complaints. Research showed that these online reviews greatly influence customer decisions, and limited negative reviews positively impact business performance (Chen and Tabari, 2017). 
2.2.1 [bookmark: _Toc128649877]Importance of guest reviews management
Hotel organizations strive to develop products and services in the hotel industry that set businesses ahead of the rest of their rivals when it comes to experience qualities (Roozen and Raedts, 2018). According to studies, how closely a consumer's perception reflects their firsthand experience affects how highly they rate their interactions (Shaw and Ivens, 2002; Wong & Wan, 2013). Customers have a tendency to submit an issue and/or tell others about their unfavorable comments regarding the item, service, or business if it doesn't live according to their expectations. Hotels that consistently perform well rank at the top of the list, which is likely to maximize the likelihood that guests will reserve these accommodations. The reviews submitted by guests, depending on their experiences regarding price, cleanliness and services, play an important role (Roozen and Raedts, 2018). According to Yacouel and Fleischer (2012), prospective customers might base their reservation choices on the reviews left by previous clients and the overall rating. Also, the availability of online reviews is crucial. Customer satisfaction rises if management responds positively to negative reviews. Moreover, targeted response management significantly improves hotel rankings. Research shows that 65% of customers would prefer to reserve a hotel that replies to reviews, and 85% of customers claim that reading a positive manager's reaction to a negative comment enhances their opinion of the hotel. So, hotels may enhance customer experiences, safeguard the image of their organization, and promote business expansion with effective hotel review management (Roozen and Raedts, 2018; Liu, Schuckert and Law, 2015).
2.2.2 [bookmark: _Toc128649878]Impacts of negative reviews
The customers seem too reluctant to experience a hotel with negative reviews. Since service inadequacies, as reported in negative reviews, are regarded as losses and have a higher negative impact on customers, negative evaluations appear to have a greater influence than good reviews (Papathanassis and Knolle, 2011). In addition, as opposed to beneficial or neutral content, such negative fact is thought to be more impactful and instructive. Negative reviews about a product are frequently interpreted by clients as being exclusive to low-grade products. Negative reviews consequently result in a widespread poor perception of hotel reservations. Also, they seriously harm the reputation of the hotels and reduce their reliability. The percentage of unfavorable reviews rises along with consumers' negative attitudes (Filieri, 2016; Browning, So and Sparks, 2013). According to research, when a set of evaluations is phrased negatively, customers have a lower probability of blaming controllability for primary service failure. Customers prefer to consider the company highly accountable for poor service than fundamental issues under a negative frame condition, which has a major moderating impact on customer satisfaction impressions overall (Browning, So and Sparks, 2013).
2.3 [bookmark: _Toc128649879]Retention of customers
The hotel loyalty program is an incentive marketing scheme for fresh client acquisition and customer loyalty. These initiatives can improve customer repurchase rates and visitor retention (Park and Kang, 2022). Studies show that compared to new customers, existing consumers are less responsive to price, reserve longer regularly, spend more median each term, and are associated with greater lifetime value for their business (Bowie et al., 2016). Several programs are offered to customers to ensure customer loyalty.
2.3.1 [bookmark: _Toc128649880]Getting customer feedback
Making smart judgments requires feedback. Most hotels seek feedback from the customers to show loyalty to the customers and ensure to meet the suggestions of customers. Moreover, offering a gift upon the feedback for answering a quick survey, and be sure to find out what incentives the consumers would prefer to receive. To maintain a contemporary and intriguing hotel loyalty program, hotels get customer feedback and earn loyalty (Bowie et al., 2016).
2.3.2 [bookmark: _Toc128649881]Reward program
Hotels set their rewards programs apart by picking the appropriate prizes in terms of kind and arrangement. They provide something special that can captivate customers and maintain their loyalty. Hotel loyalty programs fall into limited accessibility, exclusivity, and uniqueness. Its standout feature is Scha as the Marriott Bonvoy program's extensive hotel chain in well-liked holiday spots throughout the United States, Asia, and Europe. When guests stay at affiliated hotels, they can also receive bonus points. Members can access unique advantages like free in-room internet, membership discounts, immediate reclamation on food and beverages, and more by earning and redeeming rewards at various hotels (Elphick, 2022; Bowie et al., 2016). 
[bookmark: _Toc128649882]3.Recommendations
Due to the high volume of frequent employee-client interactions and the inherent interdependence, variety, and quality of services, the hospitality sector is particularly vulnerable to service failures. Businesses in the hotel sector are frequently referred to as "people businesses" because of the extensive social engagement. The opinions and comments of the public or clients have an impact on these businesses. There are numerous methods to mitigate the problems.
Hotel organizations work hard to create goods and services that give establishments an advantage over the rest of their competitors in terms of experience standards. Therefore, the management of guest reviews plays a crucial role. Negative comments damage a hotel's reputation, resulting in potential guests and/or revenue loss. So, a proper remark from the management can minimize this risk. Take notice of remark cards and visitor input. A satisfied customer will remain devoted to the hotel.
Although the hospitality sector is a people business, effective interactions are crucial. To facilitate communication and maintain visitor information as current and as readily available, the staff must have a reliable, user-friendly administration system.
Additionally, providing incentives through customer retention initiatives can result in devoted customers.
3.1 [bookmark: _Toc128649883]Conclusion
The marketing strategies of hospitality companies include a substantial amount of standards for brand consistency. Reputation management is also essential. Hotels may simply manage their online reputation by enhancing it through various web channels. Also, the administration of consumer feedback and loyalty programs helps to preserve the reputation.
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