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 “Hotel standards, reputation management, building and  retaining customer loyalty”

Executive Summary

The presented report will highlight the significance of branding, reputation management, review management, customer loyalty and the influences of negative reviews in the hospitality businesses. The discussion concerning the techniques of “building and retaining” customer loyalty and recommendations focusing on market trends will be analysed in this report. 
Table of Contents
Introduction	4
Main Discussion	5
“What is the purpose of brand consistency standards? Do all hotels have the same standards?”	5
“How can hotels manage their reputation effectively? What is the importance of effective guest reviews management? What is the impact of negative reviews?”	6
“How can hotels build and retain customer loyalty (e.g. loyalty programmes)? What is the purpose of this?”	7
“What recommendations do you have for hotels regarding market trends? What are the obstacles facing certain businesses?”	8
Recommendations Section	8
Conclusion	10
References List”	11



[bookmark: _s06pyvg9k9aq]Introduction
The report aims to highlight the purposes of “brand consistency standards” and explanation concerning how it is different in distinct hospitality companies. The discussion concerning “effective reputation management”, the impact of negative guest reviews and the importance of review management will be analysed in the report. The report will also cover the methods of creating and “retaining customer loyalty” and recommendations concerning market trends. A brief discussion regarding problems that hospitality companies are facing will be analysed in the presented report.





[bookmark: _czft7xojfvvc]Main Discussion
[bookmark: _an1i7r5npkji]“What is the purpose of brand consistency standards? Do all hotels have the same standards?” 
Brand consistency refers to the ability of a company to maintain communication and its positioning aligned with its components and values that build its identity. The key elements of brand consistency are core values, customer experience and brand identity. The purpose of maintaining brand consistency of the company is very important as it differentiates the company in its operating market and especially it leads to recognition of the brand. Marriott has consolidated a “multi-stage market segmentation approach” for the effective positioning of the business in the international market (Sarker et al., 2021).  Recognition of the brand is very critical to maintaining the positioning of the firm. It helps companies to establish trust and loyalty among their customers in the market. It immensely helps companies to remain powerful and stable in the rivalry, especially for those companies operating in highly competitive and saturated market segments. Brand standards establish the cohesiveness required for the establishing survival of the hospitality companies and are also critical in establishing recognition and equity of the hotel brands. Soft brands hotel generally occupies the upper end of the market. The name of soft brand hotels is “Marriott Autograph Collection and Hilton’s Curio Collection”. A soft brand is referred to an affiliation between an independent hotel and a hotel chain that can offer hotel operators reduced costs and additional flexibility and Maintaining consistency of brands in the case of hospitality organisations is very important as it ensures a compatible customer experience. It improves the experience of the team and helps companies to achieve a reputable hygiene rating of 5 (Šerić and Mikulić, 2020). Brand standard drive or bring stability to the hotel businesses and also enables guest or visitors to pick out a hotel or resort of their choice confidently. Standardisation in hotel companies also reduces the operation cost of the company. The standard for hotels alters according to the standard of services and the class of hotel and will be distinct depending on their organisational goals and “Unique Value Proposition” (Chung and Byrom, 2021). The type and quality of services also depend on the market segmentation of the hospitality companies.


[bookmark: _gaa3607anqq]“How can hotels manage their reputation effectively? What is the importance of effective guest reviews management? What is the impact of negative reviews?”
For the effective management of reputation, the online presence of the hotel is very important, especially for attracting the interest of their potential customers. Innovation in amenities such as “digital check-ins” is also a critical component of productive reputation management. Social media channels help companies to establish good relationships with their likely planners and visitors. Premier Inn, the reputed worldwide hospitality company in the United Kingdom invest 20% of its annual profit on advertising in networks such as outdoor, print and “digital & social media” for maintaining its reputation in the global market. Whitebread, best known as the owner of the premier Inn generated annual revenue of “1.7 billion British pounds” in 2022 (Perez-Aranda et al., 2019). The hotel management has to focus on the experience and reviews of the customers for integrating effective management policies. The companies have to consider and respond to both negative and positive reviews from its customers to maintain its reputation in the market. Hotel companies must strive to improve their customer service by consistently fulfilling the expectations of the customers (Luo et al., 2021). Improvement of customer service and enhancement of digital marketing practices are the two critical elements for maintaining a company’s reputation in the market. Optimising the website of the company and making it SEO friendly also helps hotel companies in their effective reputation management activities as optimising the company’s website takes it in an upper position. As a consequence when customers search for the top hospitality solution, they will reach the website easily which ultimately magnifies the company’s opportunity to attract more customers. Hilton, the global hotel chain has optimised its official company website to grab more guests (Alrawadieh and Dincer, 2019). 
“Effective reviews management” allows companies to understand the needs of its customer. Management of guest reviews in a competent way is very critical for the company to attract likely customers and understand the core needs of the guest. Responding quickly and professionally and thanking the guest for their reviews are the best way to handle guest reviews. A negative review of the guest can be a motivation source for hospitality companies to further improve guest experiences. Premier Inn is “one of the popular” hotel companies which efficiently manage the reviews of its guest to understand its customer and improve customer's experiences (Reyes-Menendez et al., 2019). Managing guest reviews in a proficient way is also a key factor to take the company to the top level of the competition.
Negative reviews of guests reduce the company’s opportunity to attract more guests but also enable companies to understand the desires of the customers. It also encourages Hotel companies to further improve the standard of services and customers experience to prevent such feedback from the guest. It adversely affects the reputation of the hospitality companies and weakens the company’s reliability. According to TrustYou, a “guest survey software” “86% of guests hesitate” to stay in hotels with negative reviews (Nazarian et al., 2019). If taking in a positive judgement sense, It will be a “source of motivation’ for the hospitality companies to further improve the services of the company. 

[bookmark: _60n2i0drrapq]“How can hotels build and retain customer loyalty (e.g. loyalty programmes)? What is the purpose of this?”
Customer loyalty in the hospitality sector is a much complex topic consisting of numerous unique factors that can be used in different methods to turn visitors into loyal and retaining customers (Nastasoiu and Vandenbosch, 2019). Some of the most critical customer loyalty elements involve “value discounts, increased customer experience and guest benefits”. Hilton is one of the most reputed hospitality chains that is best known for its ability to establish and retain the loyalty of customers in the global market. To boost and retain the loyalty of the guest, it is very important for hotels to offer top-level services to its guest. Developing a “customer loyalty program” helps hospitality companies to set up and retain the loyalty of the guest. Loyalty programs developed by companies provide rewards, exclusive discounts and flexible rules to attract and retain the interest of the guest. “Marriott Bonvoy formerly known as Marriott Rewards” is the name of a loyalty program developed by Marriott Hotel Business to grab and retain more guests (Khairawati, 2020). It is very important for hospitality businesses to focus on both “negative and positive” reviews of the company for the constant retainment of the guests. It enables companies to come up with the best appropriate solution to negative feedback which will magnify the company’s opportunity to allure and retain more guests (Kwaitek et al., 2020). The provision of innovative amenities and services can be the most appropriate way of building and retaining guest loyalty as these factors differentiate the company from its mainstream competitors. The major purpose of the loyalty programme includes improved customer engagement, quantifiable effect on brand affinity, improved guest experience, enhanced guest retention, enhanced “sale and revenue” and new guest acquisition. 

[bookmark: _wrzz5z4adlvt]“What recommendations do you have for hotels regarding market trends? What are the obstacles facing certain businesses?”
One of the major trends within hospitality marketing is the enhanced requirement to focus on safety measures and hygiene within the marketing content of the company and guest communication. Maintaining proper hygiene and safety policies is very significant to improve the standard and reputation of the hotel. They can provide ample handwashing facilities, top-quality soap, paper, linen towels and waste bins for maintaining hygiene within the hotel (Tiong et al., 2021). Hospitality companies can improve the guest experience in different ways, such as by offering top-class customer service, providing unique attributes in the hotel rooms, and delivering superior facilities range for guests. This is an effective method of maintaining a hotel's reputation and customer loyalty. Hotels can also implement voice search within rooms as a way of attracting more guests. This can be implemented by including smart hubs or speakers in the hotel rooms, enabling guests to utilise them to acquire recent tourist information or to book the services of the hotel from the comfort of the rooms. Guests tend to have great expectations concerning online guest service, expecting quick responses to questions, in this purpose chatbots can be of great worth. The hotel businesses are facing the problem of low technological development, so voice search and chatbots can play a vital role in the room booking arena to improve the company's reputation. The other major problem faced by the hospitality company is the negative review from the guest (Ludewig and Jannach, 2019). These can be prevented by improving the standard of services and implementing innovative technologies within the business.   
[bookmark: _hlaw622lfgzs]
Recommendations Section 
· Hilton must improve the standard of services by implementing modern service approaches such as contactless payments and “digital check-ins”   to establish a well-reputed customer base in the market (Buhalis and Cheng, 2020).
· The management of Hilton can implement newly introduced technologies such as Artificial intelligence and touchless devices within the customer service department of the company such as in the reception to improve the guest experience.
· Hilton can form and retain customer loyalty by developing customer loyalty approaches such as understanding customers' needs, creating a “customer loyalty programme” rigorously analysing feedback from the guest, and taking necessary actions (Nilashi et al., 2019). 

[bookmark: _miwpki2ln6s1]Conclusion
The discussion regarding the purpose of “brand consistency standard” and how it is distinct in different hospitality companies are analysed in the report. The explanation concerning “effective management of reputation”, effects of negative feedback and the significance of management of guest reviews are highlighted in the report. The methods of building and retaining customer loyalty and the purpose of loyalty programs are briefly discussed in the report. The recommendations regarding market trends and various problems facing certain companies are analysed in the report.  
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