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Hotel standards, reputation management, building and retaining customer loyalty


Executive Summary
There are a number of effective strategies hotels can employ in order to retain customers, such as providing quality service, using tools to prevent booking abandonment, and soliciting feedback in order to continuously improve the overall guest experience. According to the results of this study, the hotel's image as a corporate entity and the quality of its service are important factors that influence the loyalty of its tourists. Therefore, for a hotel to remain competitive in the tourism industry, it must consistently provide high-quality service. Ultimately, the consistency of the hotel's service will create and maintain its reputation, resulting in customer loyalty. Price equity can add value to customers, brand loyalty, and brand image by enhancing customer satisfaction, loyalty, and image. Consequently, hotel customer loyalty depends upon their ability to provide consistently high-quality service.
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There is a significant correlation between customer satisfaction and customer loyalty. It is equally important for a brand to have a fair price as well as a good image. In order to enhance customer satisfaction, brand loyalty, and brand image, managers should consider price equity as one of the most important components of enhancing customer satisfaction and branding (Brotherton & Wood, 2015). There is evidence to suggest that the corporate image of the hotel and the quality of its services influence the level of loyalty of their tourists. The consistency of the hotel's service quality is what creates and maintains its image, and ultimately leads to client loyalty. Customer loyalty in the tourism industry depends on a hotel's consistent ability to provide high-quality service.
[bookmark: _Toc136736090]1.1 Brand Consistency Specifications
Consistency of mind can be operationalized as the degree to which tourism business brands align with destination brands from the perspective of the brand elements associated with each business brand, which which is used to associate the business brands with the destination brands. Consumer experiences will be standardized as a result of brand standards.
Hence, consistent high standards in hospitality operations are crucial for businesses of all sizes (Dcruz, 2017).
[bookmark: _Toc136736091]Measurement and strategies for guest services
The quality of the tourist product directly affects visitor satisfaction. Visitors are typically asked to complete questionnaires to provide feedback. Online reviews and feedback can also provide hoteliers with information about visitor satisfaction, which can be used to enhance client satisfaction. Hoteliers can take advantage of these reviews and feedback to improve client satisfaction along with other hotel-related information. A significant new way of measuring market performance has been made possible by the dissemination of evaluations and feedback through social media. This has been termed the Guest Satisfaction Index (GSI) by Alshubiri and Alraja (2022).
[bookmark: _Toc136736092]Importance of customer service techniques
An organization must develop a comprehensive strategy for achieving its vision of providing high-quality service once it has developed a compelling vision statement. In terms of tourism marketing strategies, there are numerous options, such as:
· Building a blog for official use 
· Investing in employee development through direct response advertising 
· Finding out what customers are worth by surveying them 
· A marketing strategy based on social media (Tesone, 2014).
[bookmark: _Toc136736093]Application in determining the requirements of visitors
When a customer service strategy is well-executed, it can provide insight into customers' requirements, identifying their needs, and developing strategies for improving the company's customer service. The loyalty of customers is influenced by how well the company treats them (Duncan, 2019), and this is due to the importance placed on them in the customer service strategy.
[bookmark: _Toc136736094]Institution of culture
Tourism businesses must maintain their commitment to providing superior customer service and motivate their employees to work together to provide unforgettable experiences to their guests. An organization with a strong cultural and strategic alignment enhances economic expansion and employee engagement. Structures and practices have a significant effect on shared behaviors, and aligning structures and practices with desired cultures can enhance business success (Watson, 2022).
[bookmark: _Toc136736095]1.2 Hotel standards in the United Kingdom
Providing excellent service and maximizing value are essential for hospitality enterprises. Legal compliance and business performance will improve as a result of ISO certifications in the hospitality industry (Wu, 2022).
[bookmark: _Toc136736096]ISO Standards
ISO 9001: There are many quality management systems standards in use around the world, but ISO 9001 is the most widely used. An effective management system and principles are provided for hospitality organizations.
ISO 27001: Information security management systems are governed by ISO 27001, a global standard. With its framework, sensitive information is kept secure and confidential, as well as in compliance with other standards, such as ISO 9001. Data about customers and employees can be protected by this standard in hospitality enterprises.
FSSC 22000: Food safety management systems are audited and certified using the FSSC 22000 certification scheme. Additional FSSC requirements and ISO 22000 prerequisite programs are incorporated into the Programme (PRP). Producing and assembling the product ensures its integrity.
[bookmark: _Toc136736097]Tourism Requirements
The 1968 Exchange Depictions Act: In order to make potential customers aware of the pricing, a single price must be advertised after it has already been quoted. As well, the Exchange Depictions Act of 1968 stipulates that lodging facilities must be described accurately and fairly.
The 1998 Data Protection Act: A hotel must ensure that its reservation procedure complies with both the Data Protection Act of 1998 and the Credit Card Order of 1990 when accepting passenger reservations. Protecting visitors' privacy is essential when the hotelier processes and preserves their personal information, such as credit card information. A computer owner must notify the Data Protection Commissioner when any personal information is stored on it (Keyser, 2018).


[bookmark: _Toc136736098]1.3 Reputation Administration
There are many obstacles facing the tourism industry on a daily basis that influence reputational risk. Governing bodies, local agencies, and senior management are responsible for measuring reputational risk and monitoring it. Thus, they should maintain vigilance and ensure that safeguards are in place to protect reputations (Liehr-Gobbers & Storck, 2021).
A reputational risk management strategy should include the following components:
· Communication between travel industry clients and representatives that is professional and optimal.
· Establishing a range of governing standards for the board, the executive team, and the workforce to implement morality throughout the organization
· Integrating PC frameworks and cost-based websites into a comprehensive internal control system
· Upholding current practices and procedures as well as adhering to current regulations and guidelines.
When significant activity occurs, deploying an emergency supervision crew could negatively affect the association and its overall touristic objectives (Liehr-Gobben & Storck, 208).
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A tourism agency must remain updated with the latest trends among its target audience in order to incorporate them into its marketing strategies in order to maintain pace with the fast pace of tourism. To compete on the market, companies have often had to increase their prices. A tourism product is not evaluated by its price, however, since the consumer does not evaluate the product by its price. It is the traveler's responsibility to determine which tourism option is the most suitable for their needs and interests.
Over the last few years, there has been a dramatic change in consumer demand. Authentic, unique experiences in a variety of locations are a must for tourists right now (Hanssen, 2022).
[bookmark: _Toc136736100]1.3 Building and maintaining customer loyalty
It has long been recognized that brand loyalty is an important indicator of marketing success in the tourism and hospitality industries. Consumer satisfaction, perceived value, and service quality have dominated previous studies on brand loyalty. As a result of how satisfied consumers are with the service, these variables are often referred to as service evaluation factors. Brand loyalty is significantly affected by the customer's perception of a brand's consumption experiences (Hanssen, 2022).
[bookmark: _Toc136736101]Observing market patterns
A number of tourism trends are influenced by shifts in consumer behavior, including the growing demand for digitalization. Hotels are experimenting with new designs, layouts, and interior designs to differentiate themselves from competition. As hoteliers use apps in a variety of ways to handle prospective visitor relationships (Araş & Jones, 2017), they can use them to manage their relationships with them as well.
[bookmark: _Toc136736102]Improving hospitality standards
To provide quality service, you must exceed your customers' expectations and make them feel like they got their money's worth. To understand what systems and standards need improvement, it is necessary to figure out why a hotel loses visitors. Prices elsewhere are usually lower, the staff is unfriendly, and errors related to booking or staying are the most common reasons for this phenomenon (Abacharaeva, 2021).
[bookmark: _Toc136736103]Similarity among hotels
Tourism brand consistency refers to how closely the tourism business brands align with the destination brand from a brand component perspective and how they are integrated into the destination brand architecture. Customer trust is built through the establishment of a reputation. Indicators of service quality can be found in how consistently service expectations are met (Mei, 2022).
[bookmark: _Toc136736104]Influence of adverse evaluations
Approximately 35 percent of Internet users accorded that if they discovered that there were more negative reviews online than positive reviews, they would not book the hotel based on that information. This study was conducted by ITB.
22% of a company's reservations could be lost due to negative reviews. A negative review posted on multiple portals can significantly reduce hotel potential guests by 70%, according to a study.
[bookmark: _Toc136736105]Recovery from an error in customer service
It is possible to rectify and repurpose customer service management errors in order to increase customer loyalty and customer satisfaction in a customer service environment. There are a few straightforward steps that can be taken to resolve the issue. In the first instance, it is advisable to provide a sincere apology, followed by an investigation of the incident and a swift response with a solution, training for the staff, and a clear outline of future guidelines (Livingston et al., 2015).
[bookmark: _Toc136736106]Obstacles encountered in commerce
In order for entertainment tourism to expand, policies, economic conditions, government attitudes, and personnel, expertise, marketing, facilities, infrastructure, and tourist attractions must be addressed (Piso, 2021). Among the biggest obstacles that every travel agency faces are consumer frustration, staff shortages, cost of living, and environmental concerns (Martiana, 2018).
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In summary, this report aims to demonstrate that tourism primarily involves service industries and that travellers benefit from the entire travel experience. In the twenty-first century, new issues and trends are providing a glimpse into tourism's future. A balance must be achieved between usage and limits by constant change, monitoring, and planning. As a result, the current study demonstrates that tourism is primarily a service industry, and that what makes travel worthwhile is the entire travel experience. For tourism to be managed, monitoring, constant changes, and planning are essential.
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