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Executive Summary
Hospitality services is fudged with multiple attributes providing goods and services to all who intend to grab existing and potential customer at a greater range. Multiple stakeholders are involved here to meet the customers demand as with cushioning of mediating factors. Goal of hospitality services is to meet customer satisfaction which leads to increase customer wealth. Business people create brand and keep its sustainability with maintaining long term profitable customer relationship. Customer dissatisfaction renders negative growth of the organization as customer can not take participate with their bad experiences. Customer now does not purchase depending on price but also considering some matters as shared value of the customers, customer proactive engagement with the production and distribution of the services.
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Introduction
Hospitality industry is booming all around the world for making profit at a greater range as with manipulating resources of service together with goods.  Hospitality industry is a broad category of industry where people want goods and services to meet their leisure related goods and services (Xu et al., 2020). Hospitality industry encompasses grater range of goods and services such as accommodation, transportation, food, and catering, lodging, travel and tourism experiences encompassing with hotels, motels, transportation, tour operators, travel agents and many more stakeholders (Schuckert et al., 2019). Prime goal of hospitality industry is to meet customer satisfaction to increase positive word of mouth rendering greater range of services which also create customer loyalty. 


[bookmark: _Toc125419660]What is the purpose of brand consistency standards? Do all hotels have the same standards?
Brand consistency is the combination of attributes and elements among the stakeholders who work for maximizing customer experiences. Brand consistency of a hotel depends of level of customer satisfaction through outstanding services whenever property is recognized by more and more number of people with the aspect and allowing of people to build reputations (Frawley et al., 2019). Brand consistency is purposeful because it distinguishes itself from other property with comparative range of facilities and amenities. Customers prefer well known hotel and resort as they learn from experiences and review from multiple sources of social media and internet (Ouyang et al., 2019). Branding of a hospitality property is recognizable as this is marketed by the property with the certain level of service and goods. Through branding Strategies Company build reputation and positive image in the mind of customers with their standardized services. People even customized by the level of goods and services whatever they expect and get from the hospitality company. In case of brand consistency there need a strong supply chain among the stakeholders because all stakeholders here are aligned on a single rope who serve in order to maximize customer satisfaction (Gil-Soto et al., 2019). Hospitality property such as Marriot International, Hilton worldwide, Intercontinental group expedite themselves to grab potential customers and to increase satisfaction of existing customer to a greater extent because all of the above have strong brand image in the mind of customer’s mind. But their branding strategies, standard are varied to a significant extent every group has secret mode of business operation, secret strategies and implementation tactics to make profit with their resources (Melián-Alzola et al., 2020). Depending on their level of service all are categorized such as two star, three star, four star, five star and seven star which are significant determinants of standard. 



[bookmark: _Toc125419661]How can hotels manage their reputation effectively? What is the importance of effective guest reviews management? What is the impact of negative reviews?
Reputation retaining and its management depends on manipulation of resources and usage of strategies following on time of the operation. Every hotel whether it is in chain hotel or independent hotel need to maintain and implement strategies so that they can manage reputation of individual hotel. As reputation directly effects revenue, profit and ultimate growth of the industry (Rutherford, 2021). Hotels take strategies such as take feedback from the customers, forward and backward linkage with the customers, active participation on social media, instant messaging and respond to the customers, real time engagement with the customers, search engine optimization of the hotels so that customer can get it right back to the search, digital marketing and content creation which can reach out big number of customers within fraction of seconds, having designated people with the task, disseminating positive messages on different media to obliterate negative content, message and negative word of mouth (Chan et al., 2020). Repeat guests are treated as an asset for an organization because no other extra amount is required to attract potential customer. Reaching out of potential customers is costly enough to bring forth of the organization which mean to make organization fruitful (POPȘA, 2021). Negative word of mouth and negative reviews render greater loss to an organization which not only cause financial loss but also loss to some organizational, strategical and many mor. Business growth is hampered through negative reviews of the served customers. 





[bookmark: _Toc125419662]How can hotels build and retain customer loyalty (e.g. loyalty programmes)? What is the purpose of this? 
Long term profitable relationship with customer is a strategic alignment which brings organizational long term benefits to a greater extent. This profitable relationship is necessary because of its business operation and progression. Stakeholders of hotels and motels are more prone to make such relationship with the customers as because of their business expansion and development (Jawabreh et al., 2022). Hotels likely Marriot International, Intercontinental group take initiatives such as reward point of purchase, customer referral, value based loyalty programs, paid loyalty programs which are assigned to specific organization for bringing customer loyalty and to create customer awareness to a greater extent (Elhoushy et al., 2020). Mission given loyalty, subscription loyalty, community engagement loyalty which cater opportunities to align with the customer choice which can be a great effort to get customer positive feedback. These loyalty programs venture some creative initiatives as to motivate customers that you are important to us and also create sense of ownership of the customers.  
Purposes of customer loyalty programs: Customer loyalty programs bring positive word of mouth and trust in the mind of the customers who become then frequent buyers of the goods and services. Hotels and other organizations take such loyalty programs because they want to attract more customers to their brand and also create brand value in the marketplace (Genghua, 2019). Customer now does not purchase depending on price but also considering some matters as shared value of the customers, customer proactive engagement with the production and distribution of the services (Ko et al., 2019). Customer loyalty programs develop and provide user oriented goods and services and also cost effective goods within the purchasing capacity of the individual customer. 


[bookmark: _Toc125419663]What recommendations do you have for hotels regarding market trends? What are the obstacles facing certain businesses?
Hoteliers and stakeholders face some challenges as misbehave of employee, poor service, messy environment, too much charge of ancillary services, poor quality of services, and rivalry from competitors and threat from potential competitors. Sometimes systemic fault occurs which make down of the services such as poor infrastructure, lack of super structure (Schuckert et al., 2019). Tourist often feel lack of security as some perilous destination where law enforcement agencies often set back to tackle miscreants which draw back of the tourist’s decision to make a tour and to enjoy facilities from a hotel. Customer sometime wants graceful and warm environment at the property which is absent in many cases as people having destruction mind make customers fearful about making a journey (Xu et al., 2020). Problems may arise at anywhere else and at any moment but their peaceful resolution and smart minimization of those challenges are tricky and tactical action can minimize those challenges all around. 









[bookmark: _Toc125419664]Conclusion
Hospitality and tourism related business are established to provide services to the customers where customers pay for it. Customer seek sound and soothing environment and interaction from the service providers because they go for only pleasure and entertainment (Frawley et al., 2019). A dissatisfied customer impacts ripple effect on other customer mind with negative word of mouth (Frawley et al., 2019). Although there may be some obstacles from suppliers side but stakeholder must be careful and cautious enough to meet customer demand. 
[bookmark: _Toc125419665]More Recommendations
Hotel and hospitality industry is fully fudged in providing services to the customers as much as possible in order to generate revenue and maximize wealth of the organization. Customer satisfaction depends on level of services they get and level of amenities and facilities they get from respective hotels (Xu et al., 2020). People who work over there are trained and much professional to their way of service and mode of services because dissatisfaction leads to hamper business process and business function which does not ought to the stakeholders (Chung, 2020). Stakeholders can bring positive outcome with image creation process, branding strategies, optimum level of service, changing mode of operation, organized and coordinated customer service system, investing more on designing and presentation of amenities, investing on customer complaint redress system which can bring success of the organization (Schuckert et al., 2019).
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