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EXECUTIVE SUMMARY


The summarization of this report is that hospitality industry plays a vital role in enhancing the economy of the country.  The below report covers the study of few important topics in context of hotel business such as hotel standards, reputation management, customer loyalty and some recommendations. 
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INTRODUCTION


Hospitality and guest service refers to the responsibilities for handling and managing customers and other operations of hotel. The term hospitality refers to the welcoming and entertainment of guests, whereas, guest services is more concentrated on providing assistance and identifying the needs of the customers (Stylos and et.al., 2021). Both guest service and hospitality play a vital role in running business operations successfully. The hospitality industry is a huge field within the service industry which includes food and beverages services, travel and tourism services, event planning, lodging services and many more services that is offered by tourism industry, hotels, bars and restaurants (Bavik and Kuo, 2022).  The report highlights some important topics such as hotel standard, reputation management and customer loyalty in context of hospitality sector. The report includes the aim of brand consistency standards and strategies which have been used in order to manage reputation effectively. Further, the report covers how hotel creates and retain loyalty of customers and its purpose. Lastly it includes some recommendation in context of hotel regarding market trends and the challenges which are faced by some businesses. 

MAIN BODY

The main aim of brand consistency standards


Brand consistency is essential as it leads to brand recognition. Brand consistency shows the ability of the business to maintain effective communication and position the organisation in the competitive line with the required elements and its value which makes up the business identity best in the market (Iyer and et.al., 2021). Brand standards refers to those factors which enables hospitality business to compatible and delivers high quality standards of services to its customers continuously. Maintaining high and great standards across business functions is essential, especially for all the hospitality businesses whether it is an independent restaurant or the chains with hundreds of sites because it leads to brand trust and loyalty as customers know what to expect while every visit (Pallant, Karpen and Sands, 2022). Hotel branding must deliver great experience to its customers in every service whatever they are proving from the stage of pre-booking to post activities till the time they leave. Hotel builds expectations of guests through effective brand marketing. Hotel can strengthen its loyalty and trust among the customers through meeting the stated expectations (Melović and et.al., 2020). 


No, all the hotels do not have same standards. It generally depends on the class and type of the hotel. The standards of different hotels are change according to what the hotel is trying to achieve as well as the unique value proportion of hotel. Well, in the case of chain hotels, standardization plays an important role. 
Importance of guest reviews management and strategies for managing reputation and the impact of negative reviews


Hotel reputation management refers to the online activity of influencing and monitoring the hotel business operation. It includes engaging and posting on social media sites, keep the track of reviews, optimizing business site for search and many more (Neirotti and Raguseo, 2021). The online reputation of hotel plays a vital role to oversee business functions and to stay on top while competing the other competitors effectively. Here are the six key tips for managing the hotel reputation effectively such as: -
· Stay up to date on social media sites.

· Interact more with customers in real time. 

· Best use of website for search

· Gather good reviews

· Focus more on digital marketing

· keep away from negative reviews
The reviews of guest play a vital role in each and every organization but it is most important for the hotel industry. From gathering reviews from the customers, the owner of the hotel can identify its positive and negative aspects or confirm in what part they are doing great and what loopholes they need to resolve (Ventre and Kolbe, 2020). But there are several reasons why the owner of the hotel should pay more attention to the customer reviews (Gilovich and Gallo, 2020). Some of the reasons have been mentioned below: -
· It enhances the online visibility of the hotel. '

· It identifies the loopholes which needs to be done better. 

· It helps in increasing the communication with the customers.

· It provides free marketing for the hotel business.  
Negative reviews can impact the business seriously. Negative reviews are considered as a damaging factor to the creditability, prestige and trustworthiness of an organization (Ahani and et.al., 2019). An organization can have potential to lose its customer because many people feel hesitate to buy from the business who have negative reviews or no reviews. So, any negative review can adversely impact business and can cause negative impact on its revenue (Ye and et.al., 2019). 
Customer loyalty and its purpose


Customer loyalty in the hospitality industry is when people choose same or specific hotel location or chain on the repeat basis. In other words, a satisfied and loyal customer will visit a single location over alternative options (Ji and Prentice, 2021) Hotel who are looking forward to create customers loyalty and who wants to increase guest retention needs to focus on improving the product and services, guest experience and guest perception (Akhmedova, Marimon and Mas-Machuca, 2020). Hospitality industry can create customer loyalty and trust in several different ways such as: -
· Exceeding the expectation of guest.

· Understand the needs and demands of the customers in more details. 

· Adopting changes on the regular basis for future improvement.

· Responding to feedbacks and reviews of guest in a constructive manner.

· Offering great customers services. 

· Build good and healthy relationship s with frequent travellers. 

· Providing personalized experience to the guest. 

The loyalty program of hotel rewards their guest for spending the amount at their property. Generally, in the form of points, the reward is based on the money spend or night booked. Further these rewards can be used by the customers for future booking, staying, dining discounts, room upgrades and many more (Dale and et.al., 2019). Some hotels reward their customers for shopping as well, by using credit cards they partner with or with affiliate brands.  Loyalty programs helps in increasing customer retention, through which an organization can generate higher revenue and achieve overall growth. An individual who have opted for the scheme of hotel loyalty tends to get more benefits as per the membership policies (Machado, Karray and de Sousa, 2019). 
Recommendation in context of hotel regarding market trends and challenges faced by certain businesses

As the hospitality industry is a service industry which faces several challenges in context of market trends such as continuously changing consumers demand, protecting online reputation, providing healthy food options, responding to consumers feedbacks and many more (Baig, Shuib and Yadegaridehkordi, 2019). Following are the recommendation to cater with such challenges: -
· In today's business world, where customers leave feedbacks or reviews, opinion and their complaints on social platforms such as Facebook, Google, Instagram, official website of the business and on other social media channels the effective reputation management must be on utmost priority.

· Of Course, it is not easy to adopt changes on a continuous basis for the hospitality industry. So, it has been recommended to hotel business to plan carefully by taking all the relevant information into consideration. 

· Protecting effective online reputation is mandatory for the hotel business, as it helps in grabbing the attention of more audience. So, it has been suggested to the organization to maintain a good online reputation. 

· As now a day, most of the people become health conscious and prefer healthy food options. So, the hotel need to maintain good food quality which influence customers to visit again. 

CONCLUSION 


From the above report it can be concluded that hospitality industry is the wide sector. As people rely on the hospitality industry in order to fulfil their basic demands and needs of transportation, food, accommodation as well as entertainment for recreational purpose and work. The above report includes the brief discussion on the brand consistency standards in context of hotel business. It also covers how effective reputation can be managed and the importance of guest review management. The report focuses on the impact of negative reviews on an organization. Further the report consists of maintaining and retaining customer loyalty, its purpose and impact of customer loyalty programmes. At the end the report includes some obstacles which have been facing by the hotel business in context of market trend and few recommendations have been provided for overcoming these challenges. 
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