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[bookmark: _Toc127883085]Introduction 
The hotel industry works in a relatively competitive business environment, and therefore it is important to focus on strategies that aim to maintain a strong competitive edge. According to Manishimwe et al. (2022), the hotel industry is recognised as a global industry that is highly customer-centric. Therefore, it is likely that the industry fosters brand consistency standards and management of reputation and ensures that customer loyalty is established. For this purpose, the assignment aims to evaluate the hotel industry by fostering three major areas of concern. Throughout the report, appropriate industry examples are also provided that will help make comparisons between the global hotel players.
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[bookmark: _Toc127883087]Brand-consistency standards, grading systems and corporate culture 
In the view of Chung and Byrom (2021), brand standards are essential to be maintained in the hotel industry as it aims at providing a consistent and excellent customer experience. There is a strong correlation between brand standards maintenance with the personal and emotional connection of the customer. This is because the brand consistency standards make use of social and psychological appeals to target consumers and ensure that their products and services differentiate from the competitors.  Furthermore, Oh et al. (2021) stated that branding is an image or idea that is recognisable by the people and is therefore marked as an important aspect of the business. Every hotel ensures to maintain a separate brand standard that helps them distinguish themselves from the competitors. The focus on brand standards also drives revenue and helps capture a wider market share along with a strong customer base. For example, Marriott has also maintained brand consistency by fostering four major elements. These include reliability, quality, trust and consistency. The brand standards maintained at Marriott are tolled y carefully backed business processes. The hotel applies unique systems, management expertise and strong procedures to strengthen the competitive edge of the business worldwide (Deng 2022).
In addition to this, the focus on the grading system in the hotel is also of fundamental importance as it highlights the good and bad aspects of a business based on the timely delivery of services and maintenance of quality and cleaning standards. The hotels are usually graded based on the star rating, which sheds light on the quality of services delivered to the customers. The star rating is an internationally-accepted indicator of hotel standards, quality and cleanliness. The hotel, graded with a five-star, is known to provide a luxury experience. Based on higher ratings and exceptional brand consistency standards, Savoy Hotel, London, has won numerous awards and demonstrates the desire to serve continuously with exceptional quality services. In 2023, the hotel won the Conde Nast Traveler Gold List award of the Best Hotel in the World (Savoy London 2023). 
Furthermore, the maintenance of a strong corporate culture is also associated with fostering brand standards at the hotel. The culture maintained at the hotel reflects the values, beliefs, traditions, attitudes and behaviour of the hotel. A positive corporate culture is likely to engage hoteliers and staff to deliver exceptional quality work. For the maintenance of strong corporate culture, Ritz Carlton has fostered gold standards where the principle of honesty, trust, respect, commitment and integrity are applied to maximise benefits and nurture the talented staff (Ritz Carlton 2023). 
[bookmark: _Toc127883088]Reputation management 
According to Perez-Aranda et al. (2019), reputation management is described as the process of monitoring the way consumers perceive a brand. It is also referred to as the act of monitoring and responding to multiple review sites and engaging with customers to improve brand perception and image. The focus on online reputation is of growing concern for hotels in the modern age, considering both social media and review sites. The review of TripAdvisor, Google, and other Online Tour Operators (OTAs), the feedback and the review serve as a key to the hotel's success. In addition to this, Pollák et al. (2019) provided that the urge towards user-generated content and the initiation of digital conversations can make or break the well-managed reputation of the hotel. Many customers look for online reputation, feedback and customer comments when making a booking decision. A positive image on social media helps a brand maximise its profits and ensure that customers are attracted towards the brand. The Bloomsbury Hotel has maintained a positive reputation on Trip Advisor. The hotel has maintained a 4.5 rating on Trip Advisor, which serves to attract customers towards the brand. The hotel has also maintained a positive reputation on social media channels such as Instagram, where the hotel post captivating content and engaging pictures to attract the target audience. Forbes (2018) provided Bloomsbury Hotel as the most Instagrammable place in London with its dazzling rooms and, ironically, revamped hotel standards that help maintain a positive brand reputation. 
Furthermore, another popular hotel in the UK, Ritz Carlton, emphasise maintaining a higher and strong brand reputation and image to attract customer via its premium services. The organisation attracts customers through exceptional services and superiority. The hotel uses internet websites and social media channels to maintain and build a strong, robust brand image and customer reputation. Furthermore, to boost its online reputation, the brand engages its customer using social media campaign that helps manage and boost brand reputation. In 2021, the brand launched a campaign, “A Gift Like No Other”, to overcome the aftermath of the pandemic. The campaign was centered on generating an immersive experience and ensuring that gifts are exchanged. The campaign painted a picture of an unforgettable experience for the customer and motivated them towards travelling and sustained personal connections (Marriott 2021). 
[bookmark: _Toc127883089]Building & retaining loyalty 
For the success of the hotel industry, it is important that retaining and acquiring customers is prioritised. This is because the customers are the profit-generating factor of the hotel industry, and their satisfaction is highly associated with the continuity and success of the business (Lai 2019). Loyal customers are more likely to return to a brand and also deliver positive word of mouth. However, the hotel industry focuses on various customer loyalty and retention strategies that help them establish a robust consumer base. Rather et al. (2021) provided that offering rewards or sweet treats, or complimentary services to the customer has been known to be an effective way to please consumers. At Accor Hotel, a “Live Limitless” loyalty programme has been initiated where the customers are provided with a world of rewards, exceptional events and unique benefits. The customers are able to earn points on their visits, restaurants and outings and can also redeem points to enjoy varying unique benefits offered by the hotel (Accor 2023).  
Furthermore, at the IHG hotel, customer loyalty is focused on offering the customers Exclusive Loyalty Membership deals. The hotel comprises mainly 100 million members associated with the loyalty programme. The hotel believes that the loyalty programme maintained at the hotel is essential as it helps retain, acquire, grow and maintain a valuable customer base and drives high-quality revenue (IHG Hotel 2023). However, this is evident that for the success of the hotel industry to be highly customer-centric, it is important that building and retaining customer loyalty is prioritised. Customers are the keys that help build revenue for the organisation. It also helps entail other organisational benefits, such as it drives innovation, increasing business revenue, adding higher value and boosting brand image and reputation. In addition to this, with the core focus on boosting and retaining customers, an organisation is also able to better communicate with the target audience and foster repeat purchase behaviours. 
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[bookmark: _GoBack]It is evident from the entire discussion of the hotel's brand consistency and standard upkeep that the customer is considered at the centre of the industry. Every activity, strategy, and function is customer-focused and aids in delivering a respectable and joyful consumer experience. Furthermore, by encouraging customer interaction through social media platforms, the organisation is able to recover from the pandemic issues and challenges. The use of social media also helps boost the online reputation of the brand. Although every hotel has a unique style and a unique set of tactics, serving the guests is always the end goal.
[bookmark: _Toc127883091]Recommendations 
Based on the overall discussion, several recommendations are provided that will help the brand improve its brand standards and reputation. It is advised to hotels to prioritise upholding consistent standards in their branding, grading system, and corporate culture based on the study's findings. Also, it is crucial for hotels to actively maintain their internet reputation, address guest comments, and keep an eye on reviews. Hotels can also put their attention towards developing a feeling of community among their guests, personalising guest experiences, and offering prizes and incentives. Hotels can gain a competitive edge, set themselves apart from their rivals, and boost income by putting a high priority on customer pleasure and loyalty. The success, reputation, and long-term viability of the hotel will all benefit from embracing these recommendations.
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