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[bookmark: _Toc128144041]Executive Summary: 
Hotel service standards should be raised via labelling, loyalty programmes, layout, service, facilities, uniforms, and management support systems. These technologies may be utilised to give highly personalised customer care, help new employees get off to a good start, and analyse guest profiles. Moreover, hotels are adopting property management systems to expedite the check-in and check-out procedure, automated day-to-day chores, relieve employees of time-consuming obligations, provide financial data, and improve the guest experience.
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[bookmark: _Toc128144042]Introduction: 
Hotel loyalty programmes include value-added reimbursements, assured availability of rooms, complimentary accommodation upgrades, and free spa services. Top hotels are rethinking their onboarding process to include a continual strategy that will help employees achieve improved work performance. Hotels may improve their client experience by delivering outstanding client service, superior amenities, and remarkable amenities in hotel rooms. Social media platforms and marketing listening tools are critical for building and keeping a solid reputation.
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[bookmark: _Toc128144044]Hotel standards:

The purposes of brand consistency in hotel standards are to improve service standards which highlight the unique service for all customers. Standardisation is gained through labelling and it can be accompanied by loyalty programs, design, service, amenities and other action series (Aniroh, 2014). Design is the most significant way for standardising any hotel because it can be utilised for creating a unique yet ironic familiar hotel. Uniforms can also be utilised to make them lively and institute a familiar sense. 
Most of the hotels have similar standards such as PSS or performance support systems are some new technologies which propose high-quality training which does not need extensive time commitment. They utilise technologies of visual recognition for seeing the PMS screen like the users and persistently monitor the activities of agents for providing real-time direction. They can be designed for displaying balloon tips which are relevant to the active and open window of the agent and comprise alerts for wrongly arrived information or critical fields (Naramski et al., 2016). Technology which is supported by performance can be utilised for providing customer service that is personalised at the highest level, making a positive start for new workers and analysing the profile of the guests. Studies have shown that the turnover of an employee in the industry of hospitality is the highest. However, some reputations effectively are different in leading hotels which are reconsidering their onboarding method for including a continuous approach which will support workers in achieving better work performance. According to the Centre for Creative Leadership's onboarding surveys, new workers who participate in a well-structured training process are 69% more likely to stay at a firm for as long as three years (Calaveras, 2014). Moreover, hotels are accepting property management systems for streamlining the check-in as well as check-out process, automating day-to-day tasks and managing staff, relieving staff from tiresome responsibilities, producing financial reports and developing the experience of the guests. 
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Hotel loyalty Programs
Hotel loyalty programme, often known as a hotel reward programme, is a type of loyalty programme that is generally managed by a hotel brand. It is a marketing approach used by hotel companies to attract and keep customers at their hotels. The programme tries to persuade clients, particularly businesses or other regular hotel visitors, to choose that specific brand or collection of hotels than others while choosing a hotel by giving discounts or perks such as renovations.
Loyalty program of a hotel will usually be free for entering and it might contain several levels. Members who have joined newly might be given some privileges like free internet connection within the hotel room, for encouraging them to attend the system. It assures that all guests contain a motivation for signing up for the structure, although they do not expect accomplishing the next level of rewards. Additionally, joining the organisation and staying nights within the hotel will naturally ensure points which can be exchanged in the hotels for free nights. The system here is the point number which is required for staying a night might differ based on the costing of that hotel normally and comparing it with the weekends or weekdays of a season. It has some other profits such as free system of parking, greater earning of points, purchasing power, welcome gift, pricing discount and dates of no blackout. 
The schemes in higher level will generally propose a combination of privileges comprising the benefits of free room upgrades, all day check in system, bonus points and having the access to more facility of hotels for free like spas, buffet breakfasts, executive lounges as well as other facilities. Higher and mid-tiers levels mostly are accomplished by staying a particular total of nights as during subscription year, or by getting a charge or credit card from that hotel brand or any of its partners.

The hotels retain and build customer loyalty by various methods. Hotel loyalty programs provide value-added reimbursements like late check-outs and early check-in, guaranteed availability of rooms, free upgrade of rooms and a free spa. It has been discussed that the ranking format is the best format within the hotel loyalty program, as members of the loyalty programme accumulate more credits and can exchange them for even more valuable gifts (Zhang, 2021). For building loyalty and producing repeat business, these hotels should find an efficient and effective way for communicating with their members of the loyalty programme. It has been found through studies that once any guest signs up for a loyalty program hotel, staying frequency have been increased on average by 49% and loyalty programs fixed for a 57% rose within the revenue of bedrooms (Kim et al., 2021). Furthermore, loyalty programmes give hotels a wide range of data on their customers, enabling them to design laser-focused marketing strategies for all types of guests. 
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Hotel Reputation Management
The goal of hotel reputation management is to monitor and influence how the hotel is regarded online. It includes keeping trail of the relevant reviews, optimising the site search, engaging and posting on social media and much more. Hotel’s reputation in online is crucially significant for the overall business and being on top of that can create vital distinction in how the industry will perform against the competition. 
Management of hotel reputation is significant for hoteliers because it can break or make their business. The hotels manage their reputation effectively by having a relationship between the success of a hotel and its online reputation as well because online, hotels get negative reviews as well regarding their services. A single positive or negative review can increase or decrease their sales. To higher their revenue, a hotelier must have a strong strategy of reputation management in place, like responding to each review and consisting of a strategic plan for monitoring their reputation online in all types of social media. 
Having various positive reviews increases online visibility by enhancing prominence in several search engines. It also emphasises’s the things that can be done better, like decreasing the effect on the environment or improving the well-being of the hotel guests (Poltavska, 2021). Finally, it enhances communication with all the guests by enquiring how they practiced their stay as well as swaying them off in a familiar way. When any guest leaves a review, it is a chance for the hotels to get connected with them and demonstrate their want to contribute to the reputation of the hotel (Murniati et al., 2020). This collaboration will assist in ensuring that guests have taken back to the earlier visit as well as enhances customer loyalty through giving and connecting guest a voice (Milovanović, 2021). Furthermore, it is free promotion for the hotel since the client does the rest by advertising the property.
Negative reviews are significant for a number of reasons. They assist to target the areas of problems, give a realistic view into this business, emphasise the sectors where development is required and give a chance for making restitution. Furthermore, these can be utilised for assessing the strength and weaknesses of the hotel which can lead to more constructive reviews and a heave in the booking (Bosker et al., 2013). Reacting to a bad review can help you create a better experience for your guests and enhance their level of satisfaction.
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Conclusion
Hotel reputation is a crucial role in a hotel's performance; thus hotels should have a reputation management plan in place to preserve a successful internet image and keep consumers interested. Hotel marketing is an umbrella term for the tactics and procedures that hotels use to promote their business and make a favourable impression on customers. Hoteliers could leverage technology to provide personalised website content as well as loyalty memberships and programmes.
[bookmark: _Toc128144048]





Recommendations:
Hotel marketing is an overarching phrase for the methods and procedures that hotels employ to promote their company and make a good impression on consumers. It is necessary for the hotel and hospitality industry because it can endorse their property, highlight the assistances of living there and establish their unique features. Hotels can develop their customer experience by producing exceptional customer service, giving facilities in superior range and providing exceptional features in hotel rooms. Hotel marketing trends include chatbots, social media, voice search, hyper-localised, personalised service and influencer marketing. Chatbots are capable of responding to any customer if any staff is unavailable, while social media can be used to promote their property and automated email and SMS promotions for personalising communication during the staying of the guests (Ma, 2019). 
There are some of the issues that are being faced by the tourism business. Those are-
Under qualified staff
Finding expert staff is a significant challenge for a hotel and upskilling is the greatest way for overcoming it by discovering knowledge gaps and giving regular training (Mohd Yusoff, 2019). Authorising staff for making decisions and solving problems will assist in de-escalating issues for making the hotel sturdier. 
Housekeeping
Housekeeping is another important part of the hotel industry which can influence the overall staying of the guest. Automating and developing housekeeping services can improve service requests and communication from guests. 
Payments
Payment processing of a hotel is essential for various businesses for managing payments without any error and well (Ahmed, 2013). It programs payments within a single gateway with a particular click by eliminating the human error risk and releasing staff from continuous tasks. 
Online Reputation
Another issue faced by the hotel industry is maintaining a good reputation. They must make lasting relationships with their guests through online site reviews. This can become a challenge if the guests are not satisfied, so it is significant to have protocol within the place for responding to any bad reviews and influencing good reviews for helping sell hotel rooms (BAQUERO, 2022). 
Operations
Management of hotel property software which automates operations at check-out and check-in, a revenue management system at the front desk and comprising a booking engine is a challenge but this must be overcome by the hotels. This assist in ensuring operations run swiftly and automates the processes thus the staff can be involved in other important areas (BOELLA, 2018). 
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