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Extended Abstract

1. Introduction

Hospitality is one of the service-driven
industries, and brand management is
essential for long-term success in this
industry. The specific value of the hotel
brand appears when hotel managers think
about strengthening their competitive
position in the long term. Recently, the
specific value of the brand has become
one of the key issues in the hotel
industry. Strong brands can inspire the
trust of guests and enable them to
visualize the intangible characteristics of
the hotel. Building the special value of the
brand in the hotel industry is not an easy
task considering the fact that the services
of most hotels are similar to each other.
The promotion of the special value of the
brand based on the consumer can be a
key strategic driving factor for success in
the hotel industry. A hotel offers a set of
promises to guests that play a key role in
a hotel's treasury. Prasad et al. (2000)
defined the value of a hotel brand as
"favorable or wunfavorable views and
perceptions that affect hotel
reservations".  Evaluating brand value
allows senior managers in the service
sector to compare the strength of their
brands in the competitive set and use the
results to gain brand value in a hotel over
time and to formulate marketing
strategies. Customer loyalty is one of the
most important factors influencing the
creation of a sustainable competitive
advantage for service companies.
Customer loyalty, in addition to creating a
competitive advantage, improves the level
of productivity and motivation of
employees and the profitability of the
institution. The services of an institution
will have a devastating effect on its
performance. One of the issues that can

create and maintain customer loyalty is
the brand image of service companies.
Brand image is the most important thing
that most of the marketing strategies are
aimed at and tend to highlight. For this
purpose, service departments try to
communicate with customers, and
through the influence they have on the
customer's perception of the services
received, the image they create is good in
the minds of customers. Hotels are a part
of the service industry in which the brand
plays an essential role in their success.
The well-known hotel brand increases
the competitive advantage and the value
of its shareholders. Hotel customers pay
attention to the hotel brand and the
brand is the basis for their choice. Due to
the increasing attention to hotel services,
the existence of many brands in this
sector, the competition between service
providers, and the similarity of services
that can be provided to customers have
led to confusion among customers in
choosing a brand and creating a
distinction between them. In such a
situation, the brand image and marketing
activities will strongly influence the
customer's decision. The customers of
any organization are the focus of that
organization's  attention. = Therefore,
understanding the expectations of
customers to satisfy their needs and
providing appropriate services even
beyond their expectations are inevitable
for the organization, which in turn
creates loyalty in customers. Hotels
should create customer loyalty by using
innovative methods; with this method,
their services cannot be quickly imitated
by their competitors, and their market
share  and  profitability  increase.
Therefore, it can be said that customer
loyalty is very important for any business
because loyal customers bring many
benefits. According to the research
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findings of Richhold and Thiel (1996), the
various benefits of customer loyalty
include a continuous flow of profits,
reduction of marketing costs, growth of
revenue per customer, reduction of
operational costs, increase in referrals
customers to the organization, price
increase, and barriers to changing the
source of purchase among loyal
customers who are not easily attracted by
competitors' promotional programs. It is
obvious that the existence of such
benefits indicates the great importance of
customer loyalty in today's business
world. The main goal of this research is to
analyze the role of hotel brand equity
with an emphasis on growth and
prosperity in the tourism industry.
According to what was said, the main
question of the research is what role does
the Hotel brand equity play in the growth
and prosperity of the tourism industry?

2. Research Methodology

The method used in this research is
descriptive and the means of collecting
information is in the form of library
studies. To do so, up-to-date articles,
authentic books, library documents, and
authentic internet sources were used to
collect information.

3. Research Findings

The findings indicate that the good
experience of the guests causes the
formation of a special value for the hotel
brand, just as the unpleasant experience
causes the destruction of the hotel brand
in the minds of the guests. People do not
need past experiences to choose the hotel
brand and can choose a particular hotel
through media and word-of-mouth
advertising; this issue conveys the
importance of special brand value.

4. Conclusion

Managers and researchers have called the
future world of marketing the world of
brand management and branding
activities. Perhaps no capital is more
effective than a powerful, reliable, and
valuable name for organizations. Due to
the special characteristics of the service,
branding in services is of particular
importance. A name known to the
customer when making a decision while
purchasing a service acts as an
information provider and reduces the risk
and finally, makes the decision-making
process easier. Although a strong and
well-known brand for the customer is not
considered a commitment to the
satisfaction of ATV, it can increase trust
in purchasing the service and enable him
to visualize and understand that service.
Researchers believe that a stronger brand
value has a large number of customers
who have a favorable perception and a
positive attitude towards the brand.
Therefore, attention should be paid to
establishing a successful relationship with
the customer in services, creating
satisfaction from the services received,
and gaining trust and commitment to the
relationship with the organization. The
evaluation of brand value allows senior
managers in organizations to compare
the strength of their brands in the
competitive set and use the results to
gain brand value over time and formulate
marketing strategies. Emphasizing the
issue of brand and its management in the
service sector is of considerable
importance. A strong brand brings many
benefits to service organizations. Among
these, things such as greater customer
loyalty, increasing the organization's
power in critical situations, higher profit
margin, more positive reactions of
customers pointed to price changes,
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advantages of selling licenses to use name
and logo, and brand development
opportunities can be mentioned. The
results indicate that a hotel with a strong
brand value can expect things such as an
increase in the favorable reaction of
guests to price changes, brand
development, an increase in guest loyalty,
patience and tolerance of guests in
critical situations, higher profitability, and
higher market value. It is also suggested
that the brand owners pay attention to
the special value of the hotel brand. The
advantages of this for the brand owners
include the ability to offer more suitable
prices compared to competing hotels, the
ability to gain more market share, and the
ability to retain customers by building

brand loyalty and reducing marketing
costs.
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