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Executive summary

Brand consistency standards are the way a business is presenting itself in front of consumers.  It has an important role in consumer trust development and engagement of brand awareness. The consistency standards differ from business to business. The management of reviews is also important for hotels as a negative review can negatively affect business sales. The consumer program can increase consumer engagement, business revenue and overall satisfaction of buyers. 
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1. [bookmark: _Toc32327][bookmark: _Toc13265]Introduction 

A hotel typically maintains standards, reputation as well as consumer loyalty in order to increase the value of the brand, repeat consumers as well as foster the revenue of the hotel. Standardisation of the chain of hotels is a fundamental strategy to attract as well as retain users. The hotel businesses are adapting different strategies in the competitive market of the hotel industry to maintain the standard, consumer loyalty and increase revenue. However, the study’s purpose is to discuss the importance of consumer loyalty, brand reputation, hotel standards and the way hotel businesses are maintaining these factors. 
[bookmark: _2zlmy25tth2o][bookmark: _Toc128226359]

[bookmark: _Toc21561][bookmark: _Toc32360][bookmark: _Toc16210][bookmark: _Toc2713][bookmark: _Toc19580]2.Findings 
[bookmark: _8nw3fefhjed6][bookmark: _Toc128226360][bookmark: _Toc10877][bookmark: _Toc7756][bookmark: _Toc955][bookmark: _Toc8505][bookmark: _Toc10050]2.1 The purpose of brand consistency standards
The term "hotel standards" refers to both the physical requirements of the establishment and the operational standards (such as staffing, facilities, and advertising) (for example, the quality, condition, and leased personal property)(Hotel Standard Definition|Law Insider, no date).Brand consistency refers to the way a business is presenting the company and the things it stands for (Chan et al., 2021). The purpose of brand consistency standards is to establish trust, communicate personality as well as increased recognition in the global market. With brand consistency, hotel businesses can enhance the loyalty of consumers and trust. Good branding gives the business personality, making the buyers of the business want to interact. Brand consistency also distinguishes the business from others in the industry and delivers an emotional reason for which a consumer selects the business over the others (Wong and Kim, 2020). The standards of brand consistency help a business to become a leader in the industry by increasing authority. Hilton Hotel is a global brand of full-service hotels and a multinational company in America. Internal analysis of the hotel reflects that the “brand consistency standards” of Hilton hotel is making it the most hospitable company in the world by building “heartfelt experiences” for guests, delivering significant opportunities for the members of the team, high value for owners and a positive effect in the community (Hilton, 2023). 
[bookmark: _zozyy6ix7h9][bookmark: _Toc128226361][bookmark: _Toc6142][bookmark: _Toc9865][bookmark: _Toc27134][bookmark: _Toc19396][bookmark: _Toc31946]2.2 The standards of different hotels 
The research reflects that the standards for hotels change based on the class of hotel as well as hotel type and will be different based on what a specific hotel is trying to attain and the unique value proposition of the hotel (Budovska et al., 2020). In the case of hotel chains, standardisation is one of the most important components. Design, service, uniforms, amenities, programs of loyalty, as well as the use of technology, are the basic standardisation for hotel chains on which the success of the company depends. 
[bookmark: _q3h4lez4uvko][bookmark: _Toc128226362][bookmark: _Toc12612][bookmark: _Toc17542][bookmark: _Toc6636][bookmark: _Toc23887][bookmark: _Toc3604]2.3 Hotel reputation management
The reputation management of a hotel is monitoring as well as influencing how the hotel is perceived online. It includes tracking the site of review, engaging and uploading on social media and optimising the hotel site for search (Xie et al., 2019). The online reputation of hotels is significant to stay top against the competitors. The hotels usually manage their reputation by keeping them engaged with social media and building relationships with potential guests. The hotel is also done the process by engaging its audience in real-time through a live chat on the website (Perez-Aranda et al., 2019). Optimisation of a hotel's website for search engines is a significant part of a hotel's management of reputation. Collection of good reviews, concentration on digital marketing and avoiding negative reviews are the significant ways to manage the reputation of a hotel.
Premier Inn is the largest hotel chain in the UK. The case study analysis of the hotel reflects that the hotel business ensures that its products and services have high quality as well as a “state-of-art” design (Premierinn, 2023). They prioritise quality and cleanliness to build a good impression among the consumer, manage reputation and increase the engagement of guests. 
[bookmark: _xop0j6c52vn][bookmark: _Toc128226363][bookmark: _Toc26630][bookmark: _Toc15135][bookmark: _Toc10861][bookmark: _Toc8157][bookmark: _Toc6721]2.4The importance of effective reviews management of guest 
The management of guest’s review is important as it allows the company to understand the overall satisfaction of guests and improve the business condition accordingly. If a consumer sees a business with no positive reviews online, it makes them wonder why there is no social proof and it can make them feel that the business is a fraud (Lee et al., 2020). The reviews management is important to help potential as well as new consumers to trust the business. Good management of online reviews can foster sales and enhance revenue. Requesting a review, communicating with the review and learning from it emphasises the opportunity for the business to connect with buyers and improve business from genuine feedback (Mohsin et al., 2019). In general, effective management of review help enhance booking, traffic, and make guests feel more confident about their decision to stay in a specific business. 
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[bookmark: _Toc1075][bookmark: _Toc18326][bookmark: _Toc32446][bookmark: _Toc12950][bookmark: _Toc5259]Figure 1: Ratings of Park Hyatt Sydney
(Source: Telegraph, 2023)
“Park Hyatt Sydney” is a part of “Hyatt hotels Corporations” an Australian hospitality company that franchises as well as manages luxury resorts, hotels and vacation properties in progressing successfully due to the highly positive review (Telegraph, 2023). The business has generated $11.8 Million due to the positive review. The hotel's rating is 9 out of 10 from the “telegraph expert ratings”. 
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[bookmark: _Toc21954][bookmark: _Toc27551][bookmark: _Toc31812][bookmark: _Toc27508][bookmark: _Toc27760]Figure 2: Ratings of Britannia hotel 
(Source: Which, 2023)
In comparison to “Park Hyatt Sydney”, another global hotel that is Britannia hotel located in the UK faces a number of customer complaints that damage both the reputation and revenue of the company (Which, 2023). The hotel atmosphere and cleanliness are the main reason for negative consumer ratings. 
[bookmark: _33l2cg3s28ug][bookmark: _Toc128226364][bookmark: _Toc30850][bookmark: _Toc5291][bookmark: _Toc12404][bookmark: _Toc11567][bookmark: _Toc26343]2.5 The impact of a negative review 
As per the statement of Amatulli et al. (2019), negative reviews can seriously affect the business and the chances for consumer loss are increased due to negative review. The research reflects that 86% of the users hesitate to purchase from organisations that have a negative review. It ultimately cost the web traffic as well as the revenue of the business. Negative reviews can have a dramatic effect on the reputation of a business even if the business spent years developing positive reputation Studies have proven that negative reviews drive consumers away from the hotel business and move them towards the competition. The research reflects that one negative review has the capacity to drive a minimum of 30 users away from a business and move them towards the competition (Anjali Anwar et al., 2021). The negative review of consumers can minimize the running of search engines and decrease the overall profitability of the company.
[bookmark: _bstqz5f2kryv][bookmark: _Toc128226365][bookmark: _Toc27885][bookmark: _Toc17856][bookmark: _Toc30984][bookmark: _Toc9391][bookmark: _Toc11709]2.6 The way hotels build and retain the loyalty of the consumer.
As per the opinion of Salem (2021), the hotel business can build as well as retain the loyalty of consumers by exceeding the expectations of guests and delivering excellent service to buyers. The business can increase the satisfaction of users by responding to the reviews as well as feedback from guests immediately and in a constructive way. Recent research reflects that hotel businesses are prioritising loyalty programs to improve consumer loyalty in business. Effective loyalty programs reward repeat buyers with exclusive offers as well as personalised treatment such as birthday gift cards, and coupons that drive retention of buyers (Salem, 2021). In hotels, an effective loyalty program for consumers can enhance guest retention and business can receive better returns from repeat buyers. The study found that loyal users are less elastic in price and they spent high for per stay and become valuable buyers for a lifetime the new buyers. 
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The program for loyalty encourages guests to stay in the hotel and purchase hotel services more effectively. Consumer loyalty helps business get a positive review and brand reputation in the competitive market (Cachero-Martínez and Vázquez-Casielles, 2021). Marriott International is a multinational company in America that significantly increases consumer engagement through its loyalty program. “Marriott Bonvoy” is the new name of the combined reward program of Marriott where consumers receive opportunities to earn as well as redeem points at 7000 hotels under the brand (Marriott, 2023). The consumer can earn 10 points per dollar spent at 25 of the company’s brands, including “Ritz-Carlton”, and “Sheraton” properties. 
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3. [bookmark: _Toc4469][bookmark: _Toc23596][bookmark: _Toc27674][bookmark: _Toc26784][bookmark: _Toc29862]Conclusion

Based on analysis it can be concluded that hotel standard, management of review and reputation is significant for business to increase brand value and recognition. The negative review has a direct impact on business sales. It is important for businesses to introduce loyalty programs for improving consumer engagement.
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Following the statement of Jiang and Wen (2020), it is important for hotel brands to invest more in SEO for the company website. Additionally, the hotels must invest in research and development to understand the market trends and changes in consumer demand. In order to grab the market attraction it is recommended for the business to define the “unique value proposition” more effectively. The amenities and business services should be modified according to the market trends with the inclusion of advanced technologies.  
The research reflects that hotel businesses in global countries are facing challenges with staff hiring, retention and changing trends in the market (Nam et al., 2021). The operational issues and growing cost of regular consumables, change in expectations of guests becoming issues for hotel businesses. The hotel businesses are also facing data security challenges in the market of competition. 
The overall recommendation for hotel businesses is to train staff, implement a response plan, hire skilled and responsible staff, and work effectively with suppliers who responsibly source their products (Nam et al., 2021). 
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