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Introduction 
The term “hospitality and guest service” means the responsibility of managing as well as handling the clients who visit a particular hotel as well as other types of hotel operations (Baek et al., 2020). The hotels should also ensure that their tasks have been executed properly, as such it can result in an increase in customer engagement as well as their satisfaction. The following report will aim at discussing the various types of services and cultures that the hotel industry has. The report will also help the readers to understand the importance of the Branding consistency of the Marriott Hotel. It will also highlight the reputation management and the service culture of the hotel industry.
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“What is the purpose of brand consistency standards” 
Brand consistency is important as it helps organisations to create strong brand recognition in the market. As the customers recognise the brand of a certain organisation, it can attract the customers to make a purchase as well as have their commitment towards the company for a longer period (Su and Reynolds, 2019). It also helps the organisations to increase their revenue, which can also enable the organisations to win the trust of their customers and create an advantage for them to use their services and products. Keeping consistency in the branding of the company can also help them to build a uniform voice so that whenever the customers experience such uniformity it can lead the company to strengthen its branding. Brand consistency also allows the companies to present their standards in a way that can be witnessed by customers across the world which also remains the same for the marketing channel of the company. For instance, hotel Marriot has been able to present consistency, trust, reliability as well as quality while branding itself in the market, which has been also one of the important factors of “Marriott’s Senior Living Services business”. Marriott has been also dedicated to delivering trustworthiness, treating their customers with dignity as well as respecting them consistently which has also helped to establish a good brand image among its potential customers as well as with their marketing channels (Jeong et al., 2023). Keeping consistency with the branding standards has also helped them to take care of their associates as a result they can take steps in taking care of their customers. They have also placed priority towards the people at first which has also helped them to consistently earn rewards for themselves as well as strong recognition across the globe.
“Do all the hotels have the same standards”
The standards of all the hotels are not the same, as the standards tend to change from time to time as per the types as well as the standard of the hotels. It is also different as it mainly depends on the achievement of the hotels and the value proposition they have been able to create among their customers (Zhang et al., 2020). For example, Hilton and Marriott have huge differences in their standards. They are two different types of company which operates internationally as well as includes one of the biggest hotel portfolios across the world. Hilton beats Marriott in terms of competition as it has been able to create a good standard of itself in the face of customers. Hilton can offer its customers annual free night certificates and has brands which are in a wide range, such as Waldorf Astoria and are value-oriented.
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“How can hotels manage their reputation effectively” 
The reputation management of the hotels is all about having control and influencing how the hotels are perceived online (Hoang et al., 2021). It also includes Some of the relevant factors through which the hotels create an effective reputation as follows.
Staying active on social media: it is one of the platforms where the hotels can showcase their brand visibility, as well as offer their brand a voice while directly connecting with their followers and users on the social media platforms (Aydin, 2020). Social media offers overwhelming types of content for the social media channels of the hotel, which they can ensure to use in the right way for effective management of their reputation. For example, Hilton uses different social media platforms for gathering valuable insights into its brand strategy. They also ensure that the experience of their guest is turned towards actionable insight. 
Optimise their website for the search: it plays one of the vital role in managing the reputation of the hotel (Hoang et al., 2021). Ranking first while customers search for the hotels can mean that their websites are likely to be seen by many customers. 
Garner good reviews: TripAdvisor states that 93% of customers see online reviews while making the booking choice of the hotels. That means the hotels must be able to focus on attracting good reviews on their sites through which they can get potential customers for their products and services. 
Avoid negative reviews: the hotels must ensure to avoid negative reviews as much as possible (Wang et al., 2019). It is also one of the reasons which create a bad reputation in the eyes of the people who prefer to know about hotels through online reviews. 




“What is the importance of effective guest reviews management” 
An effective review of the guest can help the hotels to increase their traffic as well as bookings, which can also make the guest a feeling of confidence while deciding their stay in the hotel (Tabesh et al., 2019). So for having the advantage to have positive reviews hotel companies must ensure to focus on taking more positive types of online reviews from their guests, by providing a service which can have a positive impact on the visitors.

“What is the impact of negative reviews”
A negative review can create a bad reputation towards its customer as well as lead to a bad relationship with them. It can also impact the business of the hotel seriously as every negative review that pops up on Google can make the hotels lose their potential customers (El-Said, 2020). It is also believed that 86% of people avoid making bookings to hotels that have negative reviews.
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“What is service culture”
Service culture can refer to the environment where the workers in the company can feel obsessed with providing quality services to their customers or clients (Bezek, 2020). As such, it also means going above the expectation for ensuring that the people who pay for the goods and the services have been delighted by the service. The company which has a service culture also focuses on a mission to serve their customer with first preferences and foremost. 

“How does this differ from the corporate culture”
The main difference between the service culture and corporate culture is that the policies and the procedures of the corporate culture are directed to the vision and the mission. In the corporate culture, the members of the organisations act, understand as well as think according to the world that is around them (Yun et al., 2020). Whereas, in service culture, the workers are dedicated to putting all of their efforts into providing outstanding service to their customers. For instance, corporate culture might be a type where the corporation hires as well as promotes employees. Many companies through corporate culture pursue to associate themselves with a specific type of values, like by introducing themselves as an innovative conscious organisation. On the contrary, the sales associates are committed to providing not only the products that the customers are looking for but also providing them with tips and information on the additional items that they might need. 


“Why is this important in the hotel industry?”
It is important for the hotel industry as it helps in setting a tone for their staff for being able to make the right calls and instinctively choose the right set of communication and appropriate wording for being able to take the best action (Mugambi et al., 2023). Service culture also helps to create the right type of interaction with the customers as well as with fellow staff. The service culture also helps in providing one of the key elements which can lead to developing a great service for the visitors. For example, Hilton which is one of the leading hotels across the globe provides an effective service culture to their visitors. They have welcomed over 3 billion clients who have had an exceptional experiences, strong memories that have lasted for a lifetime and an extraordinary stay at the hotel. The organisation is also committed to providing a type of business which focuses on serving the people firsthand. They also lead with the culture and are dedicated to creating one of the best working environments in the world (Hilton, 2023). 
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[bookmark: _6npxaon759yx]Conclusion 
Thus, it can be found from the above report that Branding consistency is very important for hotel companies to implement, as it can help them to create a strong image of their company in the face of the customers as well as in the overall market. It is also found from the report that hotels which maintain a positive customer review can attract the attention of the customer from a wide range, as well as increase the customer for their business. 
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