


1. EXECUTIVE SUMMARY 
[bookmark: __RefHeading__81790_878551610]The below report aims at the hospitality industry and how hospitality firms should adopt the recent market trends, in such a way that they are not left behind. Hospitality firm is a competitive field; therefore, it should focus on development of the key component areas such as hotel standards, reputation management and customer review management. 
[bookmark: _Hlk129016848]Examining the information from 442 persons implicated, using fundamental comparation patterning. The trial is used to decide the significance of conciliation results on hotel standing and appearance. The results of this report show that hotel reputation come before hotel image, and all the variables are vital in developing the customer fidelity. The main factor making devoted clients essential to small firms is that they increase revenue. Increasing client retention by just 5 per cent will boost profit by 25 per cent since spending more money every customer visit to your store adds up over time.
[bookmark: __RefHeading__81792_878551610]Furthermore, this report aims at why the customer retention is a major key area of the hospitality and tourism industry. This is because acquiring a new customer is more difficult in comparison to retaining the existing customers and customer loyalty play a crucial; role in the development of the hospitality industry. It also contains the recommendations about the market trends that can affect the hospitality industries and what obstacles this business facing in implementing the trends into their industry. 
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[bookmark: __RefHeading__81432_878551610][bookmark: __RefHeading___Toc111545779]3. INTRODUCTION
The hospitality industry has a wide scope for career opportunities. As it includes many options for people who enjoy interacting with people and provide them the support whenever and wherever they need. Hotel management is an area where the hospitality industry oversees the operations of the hotel location. Hospitality is a term that is related with the tourism and hotel industry. The term hospitality shows the relationship between a guest and a host (Al-Hawari, Bani-Melhem and Mohd. Shamsudin, 2021). In this relationship host welcomes the guest with some specific amount of goodwill that includes the reception and the entertainment of the guests, visitors and sometimes of strangers also. Hotel standards refers to the operational standards that includes employment, facilities presented to guests, advertisements and so forth, and physical standards include superiority of services, benefit of the fittings and rented personal property (Paulose and Shakeel, A., 2022). This report contains the information about the competitiveness in hospitality industry and what hospitality trends hospitality firm should adopt to grow. 
Examining the information from 442 persons implicated, using fundamental comparation patterning. The trial is used to decide the significance of conciliation results on hotel standing and appearance. The results of this report show that hotel reputation come before hotel image, and all the variables are vital in developing the customer fidelity. The main factor making devoted clients essential to small firms is that they increase revenue. Increasing client retention by just 5 per cent will boost profit by 25 per cent since spending more money every customer visit to your store adds up over time.
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4. MAIN BODY
[bookmark: __RefHeading__81436_878551610]4.1. Motive or aim behind the consistency standards of brand
Brand consistency refers to the ability of a hotel industry through which it is able of maintaining the communication and positioning in the line with its values and the elements that make up its identity (Kim, Han, and Ariza-Montes, 2021). Hospitality industry is all about services and positive experience. Through branding, hospitality firms are always looking for providing the satisfactory experience to its customers by offering them the best services they have. Through branding hotels try to improve their brand image via their actions that helps in exploring the elements that make up the brand (Alrawadieh and Dincer, 2019). Good branding provides the desired and incredible results to the hotels, especially in context of competitiveness and public relations. Moreover, when competition is high in the market various and relevant companies seeking to attract and keep the loyalty of public. For example, Premier Inn do a simple promise to its customers that it will provide a good night sleep to its customers. It also promises that if any guest did not get the satisfactory experience, they will get their money back. Any other hotels of the hospitality industry do not give this offer to their guest. Therefore, through this Premier Inn gain a competitive advantage in the competitive industry of the hospitality (Yadegaridehkordi, and et.al, 2021). 

4.2. Hospitality firms’ standards.
The standards of the hotel depend on their type and class of hotels. It will be depending on the class and popularity of the hotel among the customers. Standard also depends on what the hotel brand wants to achieve, and on how the hotel is unique value proposition (Srivastava and Singh, 2021). For example, Premier Inn wants to achieve that it will provide the quality services and affordable hotel rooms and services to its customers that help them to live and work well that positively impact the world around us. While Savoy hotels want to maintain its luxury and deluxe as the first purpose of the Savoy hotel is to build the deluxe hotel in London. So, it shows that the both the hotels want to achieve two different things and that is why both the hotels will have different standards. 
[bookmark: __RefHeading__81438_878551610]4.3. Reputation management of hospitality firms. 
Reputation of the hotel have a direct relation with the sales and revenue of the company. In order to manage the reputation hotels should keep themselves up to date, on a regular basis via internet. Hotel firms should also understand that they should not restrict themselves up from Yelp, Trip advisor, booking.com or any other online websites. Moreover, they should keep their presence on the social media platforms, take reviews seriously and respond to each review (Alshamsi and et.al., 2021). Good reviews by the customers should be praised but negative comments or reviews should deal on priority. 

4.4. Guet review management and impact of the negative reviews
	Guest review management play a vital role in the growth of the organisation. The importance of the guest review management is: 
· It boosts the credibility and trust: - It have various significances such as it boosts the credibility and trust of the brand among the customers because business reviews matter a lot. Online reviews of customers help the new customers to trust over the brand. The reputation management services and platforms are highly depending based on negative online reviews and positive reviews (Fernandes Sampaio and et.al., 2020). For example, Premier Inn have positive feedbacks and reviews form its customers that help he business in growing into the market and increase the trust of the customers over the brand. 
· Conducting marketing research: - Consumers make image of the company by reading the reviews and comments of people on the online websites of the company. If company does not pay attention to it. It will impact the image of the company (Islam and et.al., 2022). For example, Travelodge is a UK hospitality firm that have poor value and negative impact of the company on brand value. Visitors state that through services of Travelodge they did not get value for money. 
	Negative reviews on the website of the hospitality firms can be a damaging factor for the prestige and brand value of the company and most popularly it effects the trustworthiness of the hotel among the customers. 
[bookmark: __RefHeading__81440_878551610]4.5. Customer loyalty and the purpose behind retaining the customer loyalty.
	In the field of hospitality, the importance of a customer or guest cannot be overstated. Numerous studies state that, attaining a new customer is more difficult, compared to keeping an existing customer (Khan and et.al., 2020). It is also requiring five to eight times more cost in acquiring a new guest as compared to retaining the existing customers. Having an effective customer retention strategy can help the firm in earning a vast volume of income in an extended period of time (Latif, Pérez and Sahibzada, 2020). Here are some ways through which hospitality firms can retain their existing customers are as follows: 
· By developing a loyal and profitable customer base. 
· Minimizing or eliminating the acquisition costs. 
· To retain the customers, encourage the direct booking I order to minimize the OTA commission fees. 
· Up sells and cross – sell the packages to customers who you were previously important. 
	Apart from the above given ways there are several perfect guest retention strategies for hotels are as follows: 
· Present the right repeat reservation reasons: - The fidelity program of the hotel must offer the value in order to attract them to reach back to the hotel over and over (Larsson and Broström, E., 2020). Going beyond the brand fidelity database is able to deliver even better and great results and generate clients and brand ambassadors for life and that is more inspiring for the customers and guests. 
· Apply feedback of guests to future stays: - Sometimes customer find the experience satisfactory at a hotel. But they do not find the transportation services of hotel satisfactory and due to this offer, they will do not visit the hotel again. Therefore, hotel should try improve their transportation services. 
· Identify the VIPs and value themselves: - Once the guest arrives, hotel service department should be helping and attending their wants and needs with cordial, individualized assistance (Šerić and Gil-Saura, 2019). In order to this hospitality firms should try to identify the celebrities prior to their stay and make sure that staff should be aware about the wants and needs ahead of time. 
	The purpose behind retaining customers loyal is that loyal customers are more likely to provide the free recommendation to their colleagues, family members and friends and family. 
[bookmark: __RefHeading__81442_878551610]
4.6. Obstacles that certain business face
	 There are many common challenges the hospitality firms are facing whether it is a small firm or large firm (Matsuoka, 2022). The obstacles that hotels face are related to hiring the right candidate, building a brand, developing a customer base and so on. 
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5. CONCLUSION
	From the above analysis it can be concluded that, hospitality industry has a major contribution in the development of a nation. There are various area where hospitality firms should focus on because they have a major role in development of the hospitality industry such as hotel standard, reputation management and customer loyalty. It is because these areas help the customer in order to expand the operations of the firm and increase the revenue and sales of the company. It includes observing at how the appearance of the hotel, the quality of the facilities, the apparent value, the level of guest fulfilment, the hotel's reputation, and the level of client dedication and fidelity relate.
 In addition, it explains the key component areas of the hospitality industry that are necessary for the development of the organisation. Moreover, it encompasses what is the aim of the hospitality brand behind their consistency and why it is important for the hospitality firms and it also elaborates that all the business firms do not have the same brand standards they depend based on their operation cycle and standard.











6. RECOMMENDATIONS
There are various marketing trends that hospitality industry should take into their consideration are as follows: - 
· Create for a decline in the data collection of third party.
· On priority use first party data in order to develop the marketing campaign of hyper specific (Lee and et.al., 2020). 
· Should focus on building the hospitality firms a digital brand. 
· Have an expectation of a large up-stick in global tourism 
· Expect the recent trends of the shorter booking that leads in time to continue. 
· Should focus on video advertising for hotel advertising campaigns. 
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