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Summary


Due to the intense competition in the hospitality sector, companies must stay on top of emerging trends to remain competitive. The hotel standards of brand consistency in every level of star rating are crucial to the hotel environment according to the AA Hotel Quality Standards and The Ritz-Carlton case study discussed below. 
For this purpose, the effectively managed hotel reputation is one of the main objects that need an attention due to the impact of the negative customers reviews discussed in case of the TripAdvisor website.  In order to retain the brand's reputation and create satisfied customers, they must be timely handled by the online reputation manager. 
Employee retention is one of the most pressing issues confronting the hospitality industry, and it may have an impact on customer loyalty in the future. By giving staff empowerment, it is possible to maintain client happiness and loyalty. As a result, loyal consumers not only have less requirements for themselves but also serve as a resource for other customers. The majority of hotel chains in the hospitality industry implement loyalty programs to retain the customers such as Hilton Honors and Marriott Bonvoy. The Moxy Hotels chain began offering AI services such as virtual tours prior to arrival and avatar creation to improve customer engagement.
	 In today's hospitality services, maintaining constant brand recognition and strategic staff involvement in the brand creation process, with an emphasis on integrated and consistent brand management, is a must.
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I. Introduction 
The aim of the hotel standards, which vary among hotels with different star ratings, will be discussed in the report, along with brand consistency. The paper will cover online reputation management and the effects of negative reviews on the hospitality sector. The goal of keeping clients and providing them with loyalty programmes to encourage their return will be taken into consideration in the end. It will also provide recommendations for market trends in the hospitality. 
II. Main Findings 

1. Hotel Standards
The value for the money, hotel upkeep, attention to detail, and the outcome of the guest experience are all considered as part of hotel quality, per AA Hotel Quality Standards. Hotels can be graded from 1 to 5 stars depending on the quality of their services (AA, 2018). According to their star rating and customer expectations, hotel standards vary across every brand. The international hotel chains provide accommodations that adhere to chain-wide standards that respect local culture, law, and geography. Regardless of their star rating, internal branding enables staff members to integrate their attitudes, demeanours, exterior appearance, and language with the business they are working for. As a result, consistent brand management is encouraged according to Chunk (2021, p. 74). The stronger and more consistent the brand identity grows as a result of employee identification, and the more employees there are, the more probable it is that they will exhibit brand citizenship behaviours that support the growth of the brand and its values. In order to give stakeholders uniform communication of a distinct brand identity and enable brand image and reputation to be in line, a consistent approach is essential. The chain of five-star hotels operated by The Ritz Carlton, where customer service comes first, is an illustration of a strong, consistent brand standard. A handbook that covers both the pre-opening and opening phases was created by the company. For its visitors, it's crucial that they receive the same level of service at all of their locations (Yeung, 2018). In comparison, the two-star Travelodge hotel brand emphasises customer service but has lower hotel standards than The Ritz-Carlton. This is driven by the target customer's demand for a less expensive stay. 
2. Reputation Management
Building and maintaining the proper reputation is an essential component of leadership since it promotes business value. Helm (2011, p. 20) asserts that the reputation of a company is its main source of value. Because of this, corporate communications must be distinct from traditional media. The goal of corporate reputation management is to ensure the commitment of internal and external stakeholder groups, including customers, retail partners, suppliers, employees, and local communities. Due to the competitive environment, this clearly shows how important corporate culture and concurrent strategic orientation are in the hotel business (Simpson, 2012). In order to maintain or improve the corporate reputation, a number of segments, including social image, financial image, product image, and recruiting image, must be tracked and measured. 
One of the definitions collected by Riel (2007, p.20) states that “Corporate reputation refers to the expectations, attitudes and feelings that consumers have about the nature and underlying reality of the company as represented by its corporate identity”. One of the main drivers for growing the reputation and keeping it above the competition is the client reviews. Now that everyone possesses a smartphone and has access to the internet, it is important to have an excellent online reputation. The online reputation manager must take careful care to maintain the favourable hotel reputation on social media. Negative reviews are the most significant because they can harm a hotel's reputation. Along with raising the budget in the proper places for hotel renovation, the causes of negative feedback must be promptly investigated in order to identify the areas that need repair. Negative reviews can be about something concrete, like a location, a room's cleanliness or amenities, or they can be about something intangible, like an employee's attitude or poor visitor service (Kim et. al, 2015). 
One of the most reliable travel websites, TripAdvisor offers reviews and recommendations that help users get the information they need regarding their travel plans and lodging options. With over 200 million reviews and 65 million active users, TripAdvisor claims to be the largest travel website. It functions as a website for real-time market research (NUS business School, 2016, 1:20). The TripAdvisor website has a significant impact on travel plans and hotel accommodations because users trust their fellow users. The Hoisington report (2018) indicates that the influence of websites has increased and advises online reputation managers to exercise greater caution and respond to unfavourable reviews in order to enhance the customer experience. 
3. Customer Loyalty
According to Bowen et. al (2001, p. 213) “Customer loyalty is difficult to define. In general, there are three distinctive approaches to measure loyalty: 1 behavioural measurement; 2 attitudinal measurement; and 3 composite measurements.”.  Compared to identical non-loyal consumers, customers who are loyal are more likely to make further purchases and are less likely to switch brands because of price. The objective of the customer loyalty is to maintain and grow high value consumers, protect market share from competitors, improve guest service, and build an emotional link to the company (Shoemaker, 1999). Only candidates who exhibit alignment with the Rirz-Carlton chain's values during the scientifically graded interview process are hired. Ensures great customer service by selecting and training employees who follow a set of guiding principles. The Ritz-Carlton strongly relies on its employees to deliver first-rate services and establish the Gold Standards that are upheld by every employee of the business. As a result of increased globalisation, the hotel industry has become extremely competitive, making it critical for businesses to provide a competitive advantage as well as client satisfaction. According to Turkmenoglu (2019, p.3), employee empowerment is critical to the development of performance and job satisfaction. Every employee at The Ritz-Carlton has the authority to spend up to $2,000 to resolve a guest issue. (Michelli, 2008). 
The majority of large hotel chains have created frequent-guest programmes that offer rewards for returning customers. The loyalty programs such as "Marriott Bonvoy" offers membership where users may accrue points, use them for additional activities like more accommodations, eating, golf, or even gift cards, or use them to lower the cost of their subsequent stays. The membership is available at couple of levels, with prices varying depending on the price, luxury, and travel destinations (Marriot, 2023).  Similar benefits have the customers of Hilton with their Hilton Honors loyalty program. When Hilton polled 10,000 of its HHonors members, it discovered that 19% of them said they wouldn't visit a Hilton without such a membership programme (Tepeci, 1999). 
Customers are more interested in new experiences such as virtual tours, AI, and sustainability. In 2022, the Moxy hotels brand launched a reality experience in their Asia Pacific hotels, where each customer can create an avatar prior to arrival and access the "Moxy Universe, play Beyond" before arriving. The virtual and physical experience begins with a "Complimentary drink" at the bar, where guests are doing their check-in and they can take a photo with their avatar and hashtag #moxyuniverse. The unique environments and cultures that guests encounter is not intended to be experienced only once, as sustainability will ensure that future generations can enjoy (Marriott, 2023). 

III. Conclusion
The report provided information on brand consistency standards. Furthermore, the research identifies the need for good review management as well as the impact of negative reviews, which must be properly monitored. Making customers loyal has the goal of generating business recommendations and spreading positive word of mouth, which aids in hotel marketing. The employee retention is one of the main issues faced by the hospitality business which may affect the customer loyalty in a future. Finally, the report discusses employee empowerment and the methods used for loyalty programmes with the scope of delivering more satisfied customers. 
IV. Recommendations
To maintain consistency in the service delivery, Travelodge must maintain constant brand recognition and strategic staff involvement in the brand creation process, with an emphasis on integrated and consistent brand management. TripAdvisor needs to focus more on the ongoing issue of fake paid reviews. Communication channels are an important part of this business environment because they allow for better feedback. Companies in the hospitality industry must be more proactive and maintain contact with customers from the booking until the end of the stay. Because of the increasing AI development and customer demand for more playful experiences, the Moxy hotels chain must continue to develop the virtual experience outside of Asia Pacific. Hospitality must be prepared to act in any critical situation that may arise, such as Brexit, Covid, military conflicts, and others. 
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