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Executive Summary 
In the overall hospitality sector, only hotel industry is the one which finance most in establishing its reputation and image in the perspective of the customer. Brand consistency, customer loyalty and brand reputation has been discussed in this report. Some of the scholars have revealed that the corporate image mostly impacts satisfaction and perceived value and also impacts loyalty. Several researchers has indicated that the customer satisfaction and customer value has an influence on the reputation of the hotel, resulting to customer retention
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[bookmark: _Toc129024090]Introduction 
The main focus of the hotel industry in the marketplace is the lodging of tourists. The success of the hotel sector lies in serving the needs of the customers, offering a broad range of facilities and services and building a comfortable and desirable environment (Chung and Byrom, 2021). The paper will discuss how the hotel industry maintains and improve its brand consistency standard as well as the hotel star rating that is used as an indicator for measuring standards, cleanliness and quality of a hotel. Further reputation management will be studied. It plays an important part in improving profits by establishing the trust of prospective customers and fostering relations with past customers. Following that, the study will include building and retaining the loyalty of customers. It is the outcome of a consistently positive experience that makes customers choose one brand over the competition. Lastly, a recommendation has been mentioned for hotels concerning market trends. 
[bookmark: _Toc129024091]Discussion 
[bookmark: _Toc129024092]Illustration of the crucial purpose of consistency standards of Brand 
Brand consistency standards guarantee a steady guest experience. Customers are familiar with what to anticipate when they stay at the hotels which results in brand trust and loyalty. Therefore, continuing high levels of standards throughout the service. A brand is a depiction of the hotel’s identity. Branding is how people differentiate between one another and in the hotel industry, branding emphasizes making a hotel different from others (Çınar,2020). The elements that include branding of the hotel is alludes to brand identity. It is a combination of tone, style, images and words, a hotel utilizes in order to communicate its message. Overall, hotel branding is the perspective that a hotel represents to its customers (Sarinastiti, and Uljanatunnisa, 2020).
Brand consistency standard ensures that the company under any circumstances will not settle for the low quality of the service provided to the guests and further works to elevate it (Peng et al., 2021). The hotel industry enhances its standard by offering improved facilities and service, among other things which satisfy the demand of the guests. In addition to this, customer satisfaction plays an important role in enhancing the hotel standard. Moreover, cleaning and proper maintenance are also very important to enhance hotel standards. Respond to guest inquiries, feedback systems and adherence to rules and regulations are all very important to elevate the standard of the hotel. Hilton Athens hotel is one of the instances that has elevated its brand standard (Jiang, et al., 2020). The hotels should boost and builds their stability by improving the level of service quality, that hotels offer to their guests and further enhancing the feedback mechanism and facility system, which is important to offer to the guests. 

Star rating 
The hotel star rating is a global indicator for measuring the standards, cleanliness and quality of a hotel. The more the rating the more facilities and amenities are in a hotel. Hotels with a 5-star rating offer high-end extravagance stay, and hotel with 1 star provides basic accommodation. The hotel star rating is an unbiased evaluation, therefore it is a trustworthy approach that aids customers to understand the service and amenities a hotel is offering. It is also simpler for a customer to compare and choose their accommodation while having knowledge concerning the services and amenities of a hotel (Nunkoo, et al., 2020). For instance, customers may choose if it is worth paying more for a 5-star hotel or to go over for a 3-star hotel. The star rating simplifies these decisions and comparisons. Typically, it ranges from five to one. A high star rating indicates a high level of luxury and is more expensive, and a low star rating means a low level of luxury and cheap. London Hilton on Park Lane, Lucknam Park Hotel and Spa, and Royal Lancaster London are some examples of 5-star rating hotels (Belver-Delgado, et al., 2020).  In addition to this, guest considers a variety of variables before choosing which hotel to reserve. For instance, guests may look at facilities, price, location, amenities or the technology deployed by the hotel (Kornilova and Bernardi 2021). Nonetheless, a significant piece of this decision is built on what they expect with regard to customer experience and service. In light of this, a hotel star rating has the potential to influence the reservation decision of the customers by offering them knowledge of what to anticipate from the hotel.	
Evaluation of the hotel reputation management and the significance of guest reviews 
In the hotel industry, reputation management revolves around maintaining and controlling the reputation customer’s perspective for the success and growth of the business. It is about influencing and monitoring how a hotel is appraised on the web (Perez-Aranda, et al., 2019). It includes improving the searchability of the website, posting to and participating in social media, and monitoring review websites, among other things. In layman's terms, an online reputation of a hotel is very significant to the whole, and maintaining its position can have a big impact on how well it competes.
Successful reputation management aids hotels to maintain a competitive edge. On the other hand, a bad online reputation may result in a loss (Alrawadieh and Dincer 2019). The hotel's reputation is based on the quality of facilities and services and the atmosphere of the hotel. Social media have a significant role in managing and maintaining the hotel's reputation. This is the reason that social media is a large stage where hotels can promote their business and there are large numbers of customers active (Abadi et al., 2021). Very frequently, hotels promote their facilities and services on this platform, so that potential customers draw toward them.  If the hotel gets positive feedback on the online platforms, it improves the hotel's reputation. 
Further, the negative feedback on the online platforms minimizes the hotel's reputation. This is the reason people prefer booking a hotel that has positive feedback. In the contemporary world, the internet has a significant part in comparing hotel details (Kim and Velthuis 2021). Hotels could establish relationships with prospective customers with the help of social media platforms. Hotels can use their profile to guarantee customers that the hotel is secure and that all safety and health guidelines are been followed (Lai 2019). A positive reputation is very important for the growth of the hotel. Resident Covent Garden is among one the hotel that manages its reputation very efficiently.
[bookmark: _Toc129024094]The procedure of building and retaining customer loyalty
Customer loyalty could be accomplished in some situations by providing a high level of service with the hotel ensuring or by providing offers or coupons. The main purpose of this is to establish a bond with guests who will return to stay again and will influence others to book their stay at the same hotel (Latif, et al., 2020).  This identifies a high level of profitability and cost savings to the hotel by repeating the guests and drawing new guests. Loyal guests are not easily influenced by the change in price from rival hotels and they generally book more than normal guests. Nonetheless, there are several aspects for such behaviour of guests to stay loyal. The aspects that could chase away customers, in the hotel industry are value for money, customers’ desire to experience new accommodations, lack of sanitation in the hotel, and rude and untrained employees (El-Adly 2019). The food and beverages standard of a hotel seems to be the most significant in building a loyal foundation of satisfied guests and chasing dissatisfied guests away. Other aspects that are involved are the noise or sounds in the hotel environment, the attitude of the manager regarding problems and special needs, problems regarding the reliability of the hotel, bad service and the state of the hotel room including heating facilities, air conditioner, comfort and many more.
[bookmark: _Toc129024095]Conclusion 
To summarize the above points, the success of the hotel industry lies in serving the needs of the customers, offering a broad range of facilities and services and building a comfortable and desirable environment. Further, it also depends on brand standards, customer loyalty and brand reputation. Brand consistency standards guarantee a steady guest experience. A brand is a depiction of the hotel’s identity. Brand consistency standard ensures that the company under any circumstances will not settle for the low quality of the service provided to the guests and further works to elevate it. The hotel industry enhances its standard by offering improved facilities and service, among other things which satisfy the demand of the guests.
[bookmark: _Toc129024096]Recommendations
In regard to market trends, it is suggested that the hotel industry should adopt new marketing techniques and new technologies with the end goal of hotel growth. Further, the hotels should promote their business, internationally; it could be done with the help of social media. This is because social media is a large stage where hotels can promote their business and there are large numbers of customers active. Very frequently, hotels promote their facilities and services on this platform, so that potential customers draw toward them. Further, the hotel industry has become very completive, therefore hotels must offer a high level of service and amenities and further respond to inquiries from guests in a timely manner
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