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[bookmark: _Toc125473415]Introduction
The hospitality industry is one of the fastest-moving sectors in the service industry with consumer needs evolving rapidly. Failure to meet the needs of consumers has the potential to damage the reputation of a brand and further contribute to the decline in the overall performance of a given brand.  the reputation of the business will determine the loyalty of consumers and further highlight how the brand can build and retain clientele. This analysis will focus on how the standards of hotels, the management of the brand's reputation and customer loyalty will contribute to increased growth and development of the respective brands. 
[bookmark: _Toc125473416]Hotel Standards
The majority of big brands are associated are known by the standards they set in place. These standards will ensure that all hotels within the brand adhere to a set quality standard and can deliver on the promise (Chan, et al., 2021). Having consistency in the entire brand will not only contribute to brand equity but equally increase choice intention among consumers. The majority of consumers will be inclined to choose one of the hotels under the brand because they are assured of unified quality and standardisation across the entire group (Phung, et al., 2019).   Sharing a similar opinion, Keller & Brexendorf (2019) argue that developing a strong brand will improve the overall equity which will see increased value added to the entire chain. It is therefore integral for brands to ensure that they maintain consistency across the entire brand to improve value in the chain (Keller & Brexendorf, 2019). 
Despite the importance of having consistency in the brand standards, not all hotels have the same standards. One of the areas where consistency in standards will vary is in the labour specification. The aesthetics of the labour will vary depending on the market and the culture of the people. Body art among workers in hotel chains has been a topic of discussion with most hotels choosing to have a uniform outlook on the aesthetic of the workers (Efthymiou, 2018). Changing perceptions in body modification is one of the areas where the hospitality industry has experienced dynamic changes over the past few decades with more brands looking for avenues they can embrace towards conformity and consistency in service delivery. Visible tattoos and piercings in the hospitality industry attract different perceptions among consumers and this further interferes with the brand guidelines and overall standards of employee presentations (Hopf, 2018).
Marriott International is among the brands that have heavily invested in standardization towards the improvement of service delivery. To this effect, they have enrolled employees in rigorous training and development to foster increased effectiveness in service delivery (Bethesda, MD, 2020). The increased standardization was to ensure the brand observed the highest quality of cleanliness in all the properties as part of the process to offer guests the same quality across the board. This further underscores the overall importance of establishing standards within hotels which will foster increased efficiency and productivity in the management of the brand's organizations. Whereas it is difficult to maintain the same standards across all properties, hotels should strive to establish clear-cut guidelines on quality which will increase the overall quality of services offered. 
[bookmark: _Toc125473417]Reputation Management
The reputation of the hotel will define how consumers and other stakeholders perceive the brand at both local and international levels. The reputation the business cultivates will define how consumers interact with the business and their likelihood to become regular clients of the business. It is therefore critical for brands to manage their reputation effectively as part of the step towards increasing their overall efficiency and effectiveness in the respective markets where they operate (Alrawadieh & Dincer, 2019). One of the avenues that have been embraced to increase effective reputation management is the adoption of technology to build and manage the brand's image online. E-WOM (Electronic Word of Mouth) has been integral in consumer decision-making with websites that offer reviews influencing consumer decision-making. Interacting with consumers and replying to their queries will help to build trust and manage any negative communication that may hurt the reputation of the business (Reyes-Menendez, et al., 2019). 
Xu (2020) argues that sharing within the online community and e-WOM have been influential in driving sales for hotels and offered increased efficiency and effectiveness in the management of the brand's reputation. The different online platforms offer consumers the opportunity to interact with different classes of consumers and it further allows for effective management of negative reviews that will hurt the performance of the business (Xu, 2020). Managing the reviews left by customers offers the hotels the ability to increase satisfaction levels among consumers and it further allows for effective prediction of future business acquisitions. Evidence from the online review has shown that negative reviews have the potential to ruin the image of a brand and further contribute to the ruin of the brand's reputation (Filieri, et al., 2019). A similar review of negative emotional content shared about brands in the hospitality industry showed that consumers are inclined to read and believe reviews online when making choices of brands. They make purchases based on the reviews of other consumers and this will impact how they make purchases (Amatulli, et al., 2019). 
Marriott needs to ensure that it manages the reputation of the business online effectively towards controlling the perceptions among consumers and improving the overall productivity of the brand. this will go a long way towards increasing efficiency and effectiveness in the performance of the brand and increasing the cultivation of the reputation of the business. 
[bookmark: _Toc125473418]Building and Retaining Customer Loyalty
Repeat customers play a key role in increasing the performance of a brand and influencing the ability of the business to attract and retain talent. Brands that leverage and build on the loyalty of consumers will go a long way towards increasing performance and fostering productivity. Customer loyalty will contribute to repeat purchases which will in turn affect sales (Kwiatek, et al., 2020). Interacting with consumers online and responding to their reviews and comments is one of the avenues that has been noted to offer increased customer loyalty. Customers feel appreciated when their concerns are addressed and when they receive the attention of different brands. This will go a long way towards increasing their loyalty and collection of feedback which can be used to improve the performance of the brand (Al-Adwan, et al., 2020). 
The adoption of customer relationship management (CRM) is also one of the avenues that can be embraced to increase customer loyalty. CRM offers brands direct access to consumers and interaction that will help the business to grow its relationship with consumers. Ensuring the business effectively manages its relationship with consumers will be vital towards improving loyalty (Hayati & Al Muddatstsir, 2019). Embracing loyalty programs further has the potential to increase the performance and productivity of the brand. Marriott is one of the bands that has invested in loyalty programs. This attracts consumers to the brand and influences repeat purchases. Consumers will be loyal to the brand and only consume its services with the promise of earning points that they can redeem for different services (Marriotts, 2023). 
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The standards that hotel brands set will be essential towards increasing the appeal of the brand to consumers. They will further offer the brand an opportunity to the community the quality promise to consumers and guarantee consumers of the standards and quality the hotels offer. Reputation management among the different brands is vital as a step to improve the performance of the business and inspire confidence in the brand and contribute to the growth and development of the brand. the approach will equally see an increase in customer loyalty while further encouraging sustainable customer loyalty. These will all see increased productivity in the performance of the brand and inspire growth and development towards the realization of increased realization of consumer needs with the highest level of standardization. 
[bookmark: _Toc125473420]Recommendations
Hotels need to invest in brand management as one of the sure approaches to increase growth and development. The reputation of the brand will be vital towards increasing performance and it will further allow for effective growth and development of the brand. The different hotels should equally invest in technology as one of the sure avenues that can be manipulated towards increasing the interaction of the business with consumers. Conducting trend analysis will also help the brands be abreast with the needs of consumers and further improve the overall effectiveness of the performance of the brand.  Marriott has already established measures and approaches that have helped the brand to foster an image and reputation that is built on quality. Consumers have become loyal to the brand based on the quality promise it offers and the reputation it has developed over the years. The brand continues to be a favourite and it can further leverage its reputation to increase efficiency and productivity. The brand equally needs to leverage technology as one of the sure approaches that can be utilized to increase efficiency in the operations of the business. This will go a long way towards improving the growth and development of the brand. 
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