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[bookmark: _Toc128630329]Executive summary
The reputation of hotels is directly associated with the entire hospitality industry; hence it is important to follow appropriate standards and practices. For hotel management, it is important to maintain their reputation and adopt such practices that enhance customer satisfaction and experience. There are different ISO standards adopted in the hotel industry. The standards help hotel management to retain customers and increase their loyalty. In addition to this, through the report, it has been identified that maintaining brand reputation is crucial for the success of the companies within the hotel industry. With that, through effective guest loyalty programs, brands can be able to gain an edge over the competitors in the market. 
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[bookmark: _Toc128630346]Introduction
In the 21st century, the hospitality industry is quite competitive, as businesses need to maintain their positions in the market by adopting different trends. In order to gain a competitive advantage, it is essential for hotel brands to offer high-quality services to customers. To ensure better customer experience, hotel standards are an important source as it contributes towards professionalism and ensure high standards all across the operations. Hotel standards, reputation management, and customer loyalty are critical components in the hospitality industry. The current report will focus on highlighting brand consistency standards. Also, the report will discuss the importance of effective guest review management and customer loyalty.  
[bookmark: _Toc128630347]Main findings
[bookmark: _Toc128630348]Brand Consistency Standards
The concept of brand consistency means to ensure the way product or service is presented to the customers (Singh, 2022). Hotel standards are basically the combination of policies that are created with the use of operational and physical policies. These standards help hotel management to perform in a consistent and proper manner as well as ensure business relevancy. It is evident that brand consistency is critical for hotels as it assures that customers are facilitated with well-presented services and activities. Brand consistency allows hotels to improve brand recognition and lead towards long-term success (Morando and Platania, 2022). With the use of consistency standards, it becomes easy for hotels to gain a better reputation and retain customer loyalty. The key standards used in the hotel industry are ISO standards, which are applicable to restaurants, leisure, guest services, and hotels. The standards for hotels are not necessarily the same, as it depends on the class, type, size, and value proposition of the particular hotel. In the UK, hotels follow different standards and regulations. For example, Marriott is considered the largest British hotel chain in the entire industry; the hotel follows ISO 14001 standard (Forbes, 2023). With the proper adoption of ISO 14001 standards, the hotel efficiently ensures excellent environmental practices. Like, it becomes possible for the management to get certification for environmental responsibility and sustainability. Also, the standards help Marriott to implement EMS practices and invest in the development of better environmental policies (Elliottm 2021). Despite this, Ritz Carlton follows ISO 9000 series, which comprises five international quality standards. The standards are applicable to all sorts of businesses. With continuous efforts, Ritz received ISO 22000 along with Hazard Analysis and Critical Control Points (HACCP), which is basically a global certification. The standards assist Ritz in improving its reputation, strengthening credibility, reducing operating costs, increasing operational efficiency, and improving customer satisfaction (Ritz, 2023). With the implementation of ISO 9000, Ritz has been able to improve environmental practices and introduce a well-efficient management system as well (Divecha, 2016). Not limited, Sheraton hotel also adopted ISO 9001 standards and won the title of HACCP like Ritz. The hotel excellently implements the standard and ensures food and quality safety. Also, the hotel maintains a health and hygiene system and introduced certified international standards to measure progress and improve consistency accordingly.               	
[bookmark: _Toc128630349]Reputation Management 
In the view of Proserpio and Zervas (2017), reputation management is a defined process through which the brand shapes and influences the perception of the customers related to the brand or its services. In terms of the hospitality industry, it is related to monitoring and influencing the way the hotel brand is perceived by the target audience. For the hotel industry, reputation management is considered significant because it is considered an effective tool for improving overall revenue by gaining the trust of potential customers alongside nurturing relationships with existing clients. It is necessary that positive perception needs to be developed in the target market as it is considered paramount for increasing sales and, with that, maximizing revenue. In addition to this Perez-Aranda, Vallespín and Molinillo (2019) cited that developing a positive reputation is considered essential for the brands within the hotel industry because it is helpful in providing an edge over the other players in the market. Major brands across the globe are involved in adopting different tools and techniques, which is helpful in accomplishing the set objectives. One of the examples is Marriot, the hotel chain that had leveraged Revinate as the online reputation management system. A similar to this, one of the other examples is Premier Inn, which has adopted BART as the customer relationship management tool, which is helpful for the brand in building a strong relationship with the target market, which eventually leads to creating a positive reputation (Insights 2017). Related to this, Çizel (2015) mentioned that one of the major factors that need to be focused on for creating a strong and positive reputation in the market is increasing customer satisfaction. This, in the hotel industry, is generally achieved through guest review management systems.
According to Magno, Cassia and Bruni (2018), several of the brands within the hotel industry rely on guest review management as it is considered a significant tool for managing the overall reputation of the brand. In the present digitalized environment, many of the consumers within the industry rely on the online reviews shared by other travellers in order to gain an understanding related to the services of the hotel. A positive review on such platforms is helpful for the brand in attracting customers as it works as word-of-mouth publicity. On the other hand, negative reviews can be crucial for the overall reputation of the brand. A negative review related to the services of the brand is most likely to reflect poorly on the overall reputation of the hotel. Referring to this, Aureli and Supino (2017) mentioned that the management should take these reviews seriously as it is most likely that with every negative review, the brand might lose a potential customer; this, in the long run, can be crucial for the performance and growth of the company. 
[bookmark: _Toc128630350]Customer Loyalty
Dam and Dam (2021) cited that customer loyalty is referred to as the result of a consistently satisfying experience which eventually leads to customers would favour one brand over the other companies. Loyal customers are found to stay loyal to the brand due to the emotional bond created with the brand. These customers are generally the ones that are most likely to buy high-margin products and services offered by the company. Achieving customer loyalty is considered one of the major goals of hoteliers because a loyal customer base has a much greater lifetime value. This is helpful for the brands in availing recurring revenue for a much longer time. In addition to this, Kimura (2022) mentioned that guest loyalty within the hotel industry refers to the continual emotional relationship found between the guests and the brands. Travellers are considered to be loyal to the brand when they prefer staying in the same hotel every time they travel in comparison to the other brands. In order to attain customer loyalty, brands within the hotel industry focus on adopting different strategies; one of the most common ones is implementing a loyalty program. Related to this, Hendler, LaTour and Cotte (2022). mentioned that the hotel loyalty program is considered an effective marketing strategy used by hotel chains in order to attract customers and retain the business and, with that, create an edge over the other players in the market. One example is of World of Hyatt loyalty program. With this, the brand is also a transfer partner of Chase Ultimate Rewards; through this, Bilt rewards points can be transferred to Hyatt. Moreover, one of the other major examples is of IHG one reward; through this, the brand currently revamped cobranded credit cards. 
Related to this Sánchez-Casado et al. (2019) mentioned that loyalty programs and rewards by the hotel are helpful for the brands in retaining their customers, which is eventually helpful in increasing sales and revenues. With this hoteliers are able to provide a great customer experience to the guests, which is helpful in increasing customer satisfaction which eventually leads to gaining customer loyalty which resulted in gaining a competitive edge. 
[bookmark: _Toc128630351]Conclusion 	
With the aforementioned discussion, it is concluded that brands within the hotel industry, in order to maintain a strong position, need to emphasise adopting different strategies. The hospitality industry is intensely competitive and hence requires brands to be involved in effective strategies which shall be helpful in ensuring customer satisfaction which will eventually lead to an increased customer base. Some of the major factors that need to be focused on, as discussed above, include maintaining a positive reputation and ensuring customer loyalty and with that, focus needs to be given to maintaining brand consistency. 
[bookmark: _Toc128630352]Recommendations 
With the following recommendations, brands within the hotel industry can be able to maintain a strong position in the market. 
· It is recommended that brands need focus on adopting customer-related tools as it shall be helpful in gaining an understanding related of the needs and demands of the customers.
· Moreover, the adoption of advanced technologies such as augmented reality can be helpful in improving overall performance alongside would also be helpful in providing a high-quality experience to customers. 	
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