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Executive Summary
This report is based on the hospitality industry, its environment, competitiveness and adaptability to the market trends considering the elements of hotel standards, reputation management and customer loyalty. Several important aspects, such as purpose of brand consistency standards, managing reputation effectively, importance of effective guests’ reviews management, impact of negative reviews, building and retaining customers and its purpose have been taken under consideration. To recommend hoteliers how to be adaptable with the ongoing market trends and obstacles they can face in the ever-changing business environment. A sound conclusion has also been provided.
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[bookmark: _Toc128308276]Introduction
The hospitality industry is ever-changing in the globalized environment with the revolution in tastes and preferences of new generational travellers. Therefore, the whole industry is depended on the online reputation, feedback process and customer satisfaction to survive in the competitive business environment dominated by few key players. The hospitality businesses are consistently increasing the ratings and evaluations system with growing focus on the user-generated content. Therefore, online reviews and ratings are highly scrutinized by the government, agencies and governing bodies to maintain the hotel standards, reputation management which in return offer the customers with their decision-making process and improves customer loyalty towards the popular brands. This have made the hoteliers to go through a continuous learning process, improving service quality, satisfying guests expectation and adapt to the change in demand globally.
[bookmark: _Toc128308277]Main Findings
[bookmark: _Toc128308278]Hotel Standards
Hoteliers need to have the right product and services for the different targeted market segments to influence the decision-making of the customers. Brand standards are key to ensure consistency in reputation building, increase customer loyalty and achieve long-term competitive advantage by delivering high standards of customer services (Warsewicz and Kulykovets, 2020). Therefore, hotel chains use design, uniforms, services, amenities, loyalty programmes and technology to differentiate and attract more guests. Based on the operational and physical standards, the hotels set their standards through standardization and branding to reach their targeted audience, offer unique value proposition and create home away from home for customers (Warsewicz and Kulykovets, 2020). 
Big brands like Marriot, Hilton, Intercontinental and Accor are segmenting the market based on quality of services and pricing methods through extension of the existing brands and creating new ones. The hospitality industry is facing challenges after Covid-19 due to mass customization due to the efficient supply chain management, digitalization, smart work environment and Industry 4.0 transformation (Sangaran and Selvanayagam, 2012). Therefore, there is a gap in the employees’ market in regards to skills, availability, knowledge management and financial constraints. This can negatively impact the hotel standards and brand reputation for many hoteliers.
[bookmark: _Toc128308279]Reputation Management 
The reputation management in hospitality industry is perceived by the monitoring and influencing of hotel’s online presence. This includes optimizing the sites for searches, continuous posting and engagement on social media and keeping a track of the reviews made on different hosting sites (Boley, 2021). Reputation management have a direct link with online reputation and reviews, which impacts sales and revenue directly. Staying active on social media, be available 24/7 for real time engagement with audience and reviews, offering live chat options on the website for authenticity, focus on high-quality personalized responses and forge a personal connection with attention to detail with each guest. Ranking high on the search engines is another way to boost reputation. Therefore, optimizing the websites helps to manage the hotel’s reputation. However, user-generated reviews make a huge impact on the future customers and reputation management. Through personal connections like follow-up emails to guests to review their stay or setting up a feedback page can make the continuous improvement in operations process easy.
To manage reputation effectively, hoteliers need to make strategic plan focused on maximizing revenue, improve hotel standards and build positive online reputation (Khan, Hakeem and Naumov, 2018). For this reason, they need to respond to all online reviews to create an image of trust for potential customers. Moreover, have a protocol to give special care for negative reviews and take measures immediately, use social media to promote and maintain the brand reputation and keep the targeted audience engaged, offer a buzz to grow digitally for the existing customers and provide discounts for loyal customers and surveying the guests. However, Warsewicz and Kulykovets, (2020) have found that brand awareness, brand effect, food and service quality and brand association have positive association with customer loyalty.
Impact of negative reviews
[bookmark: _Toc128308280]The threat of negative reviews keeps the managers under constant pressure to maintain quality services across the operations, be pro-active to online responses, evaluations and reviews. This includes offering improved services, motivating staffs to be more engaging, be professional, active on social media, partnering with platforms and writing self-reviews (Gossling et. al, 2019). Moreover, making decisions based on the online reviews have become necessity to improve reputation management, brand relationship, customer relations and hotel standards (Al-Msallam, 2015). Negative reviews exert pressure across the management levels to enhance and maintain positive image online. Popular platforms such as Booking and TripAdvisor are dominating the review market, covering resorts, destination holidays, restaurant and accommodations. For instance, 80 per cent of the hotel reservations in Norway were made through Booking.com in 2016 (Gossling et. al, 2019).
Customer Loyalty
Customer loyalty is a psychological commitment towards a brand to make repeated purchase, despite the potential of switching behaviour because of marketing efforts and situational influences (Warsewicz and Kulykovets, 2020). Therefore, customer loyalty is based on situational factors and social norms that is affected by the service quality, trust, commitment and overall customer satisfaction (Xuan, 2017). Loyal customers are less price sensitive, promote the brands through positive word of mouth, attracts new customers, positively affect company growth and be a stable source of revenue (Khan, Hakeem and Naumov, 2018). By quickly responding to customer needs, offering high-quality products and unique customer services hoteliers can build long-term relationships to gain competitive advantage, positive brand image and greater opportunities for interpersonal interactions (Warsewicz and Kulykovets, 2020). Moreover, to build brand loyalty hoteliers must focus on emotions, relationship quality, communication, database management, processes and value creation (Al-Msallam, 2015). 
[bookmark: _Hlk128939391]The customer perception and judgement culture have encouraged the hoteliers to focus on online reputation, setting competitive pricing, bringing innovative services and design services to customer tastes and preferences (Xuan, 2017). Moreover, this can bring persuasive power in influencing customer choices and perceptions for managing customer loyalty in the ongoing oligopoly market, where few global platforms are dominating the reservation market (Gossling et. al, 2019). Changes in the guests’ taste and preferences, the culture of global village and reliance on online content for decision making have made the market disruptive and innovated new leaders like Airbnb (Khan, Hakeem and Naumov, 2018).
[bookmark: _Toc128308281]Recommendations
Changes in customer cultures, issues of market dominance by global corporate stakeholders, loss of revenue for SME businesses and commission payment to global corporations have disrupted the global market. For instance, in New Zealand only one among the top six online platforms was New Zealand owned ((Gossling et. al, 2019). Therefore, traditional accommodation markets are becoming more disruptive and handicapped to few global stakeholders. However, the hotel standards, reputation management and customer loyalty are directly influenced by the corporate image, perceived quality, brand awareness, management trust, staff engagement and brand reliability (Warsewicz and Kulykovets, 2020). 
Therefore, hoteliers need to optimize their performance, manage their reputation effectively across multiple online platforms for reputation management and focus on customer loyalty. Hoteliers can build strong social media presence and connect with their follower and potential customers for building a community, strong brand presence, develop relationship with potential guests and planners and maintain these connections to be their brand voice (Boley, 2021). Moreover, hoteliers need to be present at the top of the search engines for authority, discoverability and relevance to the best interest of the customers and making their online experiences amazing through digital marketing (Gossling et. al, 2019). This will force the managers to maintain and improve their hotel standards and reputation management to improve the online reputation for higher rating and rankings and boost customers loyalty. Moreover, managers can adopt manipulation approaches such as promotional campaign, customer loyalty programme, partnering with platforms, engaging staffs and customers writing the positive reviews to improve their presences on the online reputation management (Khan, Hakeem and Naumov, 2018). Therefore, the hoteliers need to focus on brand image, customer satisfactions, service quality, loyalty programmes, relationship marketing, brand relationship, innovation, reputation and brand extension to stay competitive in the market (Warsewicz and Kulykovets, 2020).
[bookmark: _Toc128308282]Conclusion
In conclusion, hotel standards, reputation management and customer loyalty are significant elements in the hospitality industry to be competitive, keep pace with the change in market trends, build and retain customers and eliminate any obstacles to thrive in the ever-changing business environment. Though Industry 4.0 have transformed the hospitality industry, many employees are still struggling to sustain and have work-life balance. Moreover, employees are failing adapt to the improved skills required to overcome the barrier of learning process towards Industry 4.0 and these factors can negatively impact hotel standards, reptation management and customer loyalty.
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