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Assignment 2: Report entitled – Hotel standards, reputation management, building and retaining customer loyalty



Executive Summary
The UK’s hospitality industry is a thriving one, with plenty of hotels and other lodgings for visitors to choose from. Hoteliers cannot afford to lose sight of brand consistency standards, reputation management, customer loyalty, or market trends if they want to maintain their competitive edge and prosper in today’s market. A solid brand image and devoted consumer base require brand consistency criteria. Hotels may generate trust and loyalty with their patrons by maintaining uniformity across all of their properties and services. Certain hotels, however, may find it difficult to maintain uniformity across their many locations since their requirements differ from those of other hotels. Hotels must manage their reputations effectively if they want to retain their current status and draw in new guests. Negative reviews can have a devastating effect on a hotel’s reputation, therefore it is crucial to monitor and respond to guest comments. Yet, positive feedback can be used to win over new clients and retain existing ones. Loyalty programmes can be useful in the hospitality business because client loyalty is crucial to the sector’s success. Hotels may boost business and customer loyalty by rewarding regulars with special perks and discounts. Finally, tosucceed in the long run, you need to keep up with market trends and recognise challenges in the sector. For hotels to remain competitive and meet the evolving needs of their clientele, they need to foster a culture of innovation and flexibility. Hoteliers in the UK can continue to prosper in the very competitive and exciting hospitality sector by concentrating on five major areas and applying best practises and new solutions.
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The hotel and hospitality business is an important part of the international economy since it generates significant money and offers employment to millions of people all over the world (Alketbi et al. 2020). Due to technological developments, shifting consumer tastes, and the advent of new market trends, this sector has expanded and changed significantly in recent years. Toremain competitive and profitable, hotels must constantly address new issues and possibilities, which necessitate the use of creative strategies and solutions (Imrie, and Fyall, 2000).
In this paper, researcher will analyse four essential subjects linked to the hotel and hospitality sector in the UK. The first portion will explain why brand consistency requirements are necessary, and the second will look at effective reputation management strategies, with special attention paid to the challenges of responding to unfavourable reviews and comments from customers. In the third portion, researcher will study loyalty programmes and their significance in establishing and retaining client loyalty. The fourth section will offer suggestions for hotels on how to adapt to changing market conditions and overcome challenges to success. 
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Brand consistency standards are crucial for hotels to ensure that their brand is easily recognisable and consistent across all touchpoints (Al-Msallam, 2015). The goal of brand consistency standards is to guarantee that all hotels within a brand, regardless of location, provide consumers with a consistent experience. Customers are more likely to return if they have a positive experience at a hotel within a certain brand, which helps to increase customer loyalty (Kandampully et al. 2011).
The hotel’s logo, colour scheme, interior design, website layout, and marketing materials should all be consistent with one another. Hotels with strong brand consistency standards are immediately identified, and customers are more likely to recall and refer them to others (Wood, 2015). For instance, the consistent purple colour scheme of Premier Inn and the consistent blue and white colour scheme of Travelodge stand out in the crowded UK hotel industry. The standards for brand consistency vary between hotels, though. Whilst large hotel chains have the means to assure consistent branding throughout every location, independent hotels may find it difficult to reach the same level of consistency (Walker, 2013). Also, hotels with many owners or franchisees may find it difficult to maintain consistency due to the different levels of authority over branding decisions.
Notwithstanding these obstacles, implementing brand consistency standards can nevertheless benefit smaller independent hotels. For instance, whilst quickly expanding in recent years, the Hoxton hotel chain, which began as an independent hotel in Shoreditch, London, has succeeded in establishing a consistent brand identity throughout all of its hotels globally (Tesone, 2014). Even in new markets, The Hoxton is instantly recognised thanks to their consistent use of typeface, photography style, and colour palette.

[bookmark: _Toc128344313]Effective reputation and importance of effective guest reviews management
In the digital age, online reputation management is vital for hotels. Negative reviews and social media posts may quickly ruin a hotel’s reputation, therefore it is important for hotels to implement efficient management strategies(Schulz, and Omweri, 2018). Hotels may effectively manage their reputation by keeping an eye on online reviews and responding to any unfavourable remarks as soon as they arise. Resolving consumer complaints demonstrates the hotel’s willingness to learn from its mistakes and improve. Hotels can also encourage visitors to post evaluations by giving them an easy-to-use platform, such an email survey or online review site.
According to a Cornell University research, bad reviews can have a substantial influence on a hotel’s reputation and financial line. A single poor review can cause a hotel to lose up to 39% of its clients. Also, unfavourable reviews might hurt a hotel’s search engine rating, making it tougher for potential consumers to find the hotel online(O’Gorman, 2010). For this reason, it’s important for hotels to not only respond quickly and effectively to unfavourable reviews, but also to take proactive measures to ensure that guests never have a bad experience in the first place. The Ritz London is one example of a hotel that has effectively managed its reputation. The hotel has a specialised crew that monitors internet reviews and social media mentions, and they respond to all feedback within 24 hours(Mmutle, and Shonhe, 2017). In case visitors have any questions or concerns whilst they are staying at the hotel, they may always reach out to the hotel’s dedicated guest relations team. The Ritz London frequently receives 5-star ratings and glowing reviews online as a consequence of their efforts.
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The importance of customer loyalty has long been recognised by hotels, and many have devised loyalty programmes to attract and keep repeat business. Toreward customers for their loyalty, hotels provide loyalty programmes to entice them back(Heppell, 2015). Members who have stayed a specific number of nights or acquired a certain amount of points are often eligible for perks like free nights, discounts, or upgrades through these programmes. The Hilton Honors loyalty programme is a great example of a programme that rewards repeat customers. Members can collect points during their visits and exchange them for free hotel stays, air miles, and other perks. Members also receive access to special offers and advantages, such free Wi-Fi and accommodation upgrades. The effectiveness of a well-designed loyalty programme is demonstrated by Hilton Honors’ global membership of over 100 million people(Johnson et al. 2018).
Another illustration is Marriott Bonvoy, which has a tiered system that enables members to gain more rewards as they advance in rank. Members can earn points through activities such as meals, automobile rentals, and other activities in addition to hotel stays. The programme also provides a variety of perks, including free hotel stays and VIP access to athletic events and concerts(Liat et al. 2017). The goal of hotel loyalty programmes is to foster a sense of belonging and loyalty amongst guests. Hotels may attract customers and keep them coming back by providing exclusive discounts and perks they won’t find at other establishments. Hotels may customise the visitor experience and focus marketing efforts by using the information that loyalty programmes give them about their guests’ preferences and behaviours.
Yet, there are several difficulties with loyalty programmes(Myo et al. 2019). The complexity of the programme and the difficulty of earning points is a major source of frustration for guests. This might ruin the stay and turn people away from the hotel. Due of the time and effort required to keep track of and distribute rewards, loyalty programmes may be expensive for hotels to set up and run(O’Gorman, 2010). Tocombat these issues, hotels need to make sure that their loyalty programmes are not only user-friendly but also provide visitors with tangible benefits. To keep their loyalty programmes relevant and effective, hotels should also review and update them on a regular basis.
Hotels can increase customer loyalty through additional strategies, such as individualised marketing and top-notch service, in addition to traditional loyalty programmes. Hotels may better engage with their customers by learning about their preferences and requirements through market research(Schulz, and Omweri, 2018). Providing outstanding service can also make a positive impression on visitors, increasing the likelihood that they will return and recommend the hotel to others.
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In conclusion, hotels must prioritise creating and sustaining customer loyalty, effectively managing their reputation, and responding to market movements toflourish. Hotels can draw in and keep customers by putting in place strategies like loyalty programmes, individualised experiences, and sustainable practises. But obstacles like Brexit’s aftereffects, increased prices, and fiercer competition can’t be overlooked. Tomaintain their competitive edge, hotels must constantly improve their knowledge, flexibility, and adaptability. Ultimately, hotels in the UK may succeed in this dynamic and exciting industry with the appropriate strategies and a dedication.

[bookmark: _Toc128344316]Recommendations
The UK hotel and hospitality industry has encountered significant problems in recent years, including rising competition, changing customer preferences, and the influence of worldwide events like the COVID-19 pandemic. Hotels must adjust their strategies to market trends to be competitive and successful. In this area, we explore market trends and challenges for hotels (Tesone, 2014).
The increasing desire for sustainable and eco-friendly operations is one of the most significant market trends in the UK hotel industry. Consumers are growing more concerned of the environment, and they expect businesses to do the same (Liat et al. 2017). To attract customers who prioritise sustainability, hotels can employ sustainable practises such as decreasing waste, conserving electricity and water, and using eco-friendly items. Premier Inn is one of the UK’s major hotel chains, has established a sustainability programme that reduces water and energy use, uses eco-friendly cleaning products, and sources local and organic produce for its restaurants.
Second, technology has been a significant trend in the hotel industry, with the growth of online booking platforms and mobile apps (O’Fallon, and Rutherford, 2010). By offering self-check-in kiosks, mobile room keys, and personalised recommendations based on visitor preferences, hotels may use technology to improve the guest experience. Hilton hotel chain features a mobile app that lets guests book, select, and check-in remotely. This technology enhances efficiency, minimises wait time, and makes guests’ experiences more convenient.
Thirdly, personalisation can help hotels establish customer loyalty. By offering individualised experiences and services, hotels can stand apart. This includes individualised lodging amenities, customised meals, and personalised recommendations based on visitor preferences. The Mandarin Oriental Hyde Park in London provides visitors with a pre-arrival survey to adapt their experience to their requirements and interests (Mmutle, and Shonhe, 2017).
Finally, one of the challenges facing specific organisations in the UK hotel industry is hiring and maintaining workers. The industry has struggled with staff shortages, particularly in the wake of Brexit, which has reduced the number of EU workers available to work. Hotels can invest in training and development programmes to boost staff retention, compensation and benefit levels, and flexibility. The Ritz Carlton in London offers leadership and management training, language classes, and culinary training.
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