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Executive summary 
The analysis of hotel standards, reputation management and customer service culture are provided in this assignment. It emphasises that these factors have an important role to play in the hospitality sector and provides practical recommendations for hoteliers who wish to improve their practices, maintain a high level of reputation or create a service-oriented culture. The hotel can distinguish itself in the competitive market, increase guests' satisfaction and to be successful for a longer period of time if it follows the insights and recommendations provided in this report. 
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[bookmark: _Toc136881981]Introduction 
Three essential factors that have a decisive influence on achieving and expanding hotels in today's competitive hospitality industry are: service culture, hotel standards and reputation management (Lee, Lee and Koh, 2019). Service culture is a concept that describes the attitudes, beliefs and practices which affect interactions between hotel staff and customers.
Hotel standards refer to a set of criteria and values that hotels adopt in order to ensure uniform, excellence and competence at all operations and services carried out by them. On the other hand, hotels use reputation management, methods and practices to establish, monitor and maintain their image and status in the minds of customers, stakeholders, including the public.

[bookmark: _Toc136881982]Main findings 
[bookmark: _Toc136881983]Hotel standards 
· Purpose of brand consistency standards
To ensure a smooth and harmonious representation in all aspects of the hotel brand's functioning.
· Developing a Recognizable Brand Name: To develop a unique and recognized brand identity, consistency is essential. This means you use the same logo, colors and fonts and so on. It will help the hotel distinguish itself from a crowded market by enabling it to be easily identified.

· Building Credibility: With constant advertisements, trust in customers is reinforced. The perception of reliability and expertise is formed by the fact that customers observe regular branding elements and interactions during their stay at a hotel.

· Distinguishing from Rivals: Maintaining the same brand image can allow a hotel to differentiate itself from competitors. By creating a unique and consistent brand identity, hotels can achieve their own distinctive position on the market.


· Hotels and their different standards
No, not every hotel adheres to the same standards. According to (Jenkins and Leung, 2018) the hotel and hospitality industry is vast, ranging from low-cost lodging to luxury resorts, and each hotel category may have various requirements and expectations. 
· Cheap hotels: Often provide limited services and facilities at low cost. They may feature small rooms, few amenities, and few employees. Chain motels such as Motel 6 and Super 8 are the best examples.
· Mid-range hotels: They frequently offer larger rooms as well as other amenities including fitness centers, restaurants, and business centers. This category includes brands such as Holiday Inn Express and Courtyard by Marriott.
· Luxury hotels: High-end facilities, personalized service, and a keen eye to detail distinguish. The Ritz-Carlton, Four Seasons, and St. Regis are a few examples.
· Resorts: Often located in holiday areas and provide a variety of services and activities for tourists. They frequently include swimming pools, spas, golf courses, water sports, and a variety of food options. For instance, Atlantis Paradise Island in the Bahamas and The Breakers in Palm Beach, Florida.

[bookmark: _Toc136881984]Reputation Management 
· Hotels manage their reputation 
Properly controlling the image of a hotel is critical for profitability in the dynamic hospitality sector. 
· To ensure that staff personnel are well-trained, pleasant, and responsive to the needs of customers. Going above and beyond to surpass guest expectations might result in great feedback and referrals. The Ritz-Carlton, for example, is well known for its great customer service, which has led to its solid reputation in the luxury hotel business. 
· TripAdvisor and Yelp, for example, play an important part in shaping a hotel's reputation. Hotels should keep an eye on these sites for feedback and reviews on a regular basis. 
· Engaging in and helping and co-operating with the local community, participating in charity projects, and marketing local sites and events can help the hotel's reputation. The Ace Hotel in Portland, Oregon, has made a name for itself by embracing the city's distinct culture and engaging with local artists, musicians, and entrepreneurs. 
· Educated and motivated employees are essential for providing exceptional service and keeping an upbeat reputation.

· Importance of effective guest reviews managements
For various reasons, comprehensive guest review management is critical for the hotel and hospitality industries, but this is the most important factor to compete in today’s era.
· A guest writes a blooming evaluation of a hotel, highlighting the superb service to clients and hygiene. The hotel administration reacts quickly, thanking the guest for their feedback and pledging to uphold high standards. This reaction displays the hotel's sensitivity to client demands and strengthens its image (Yusoff et al., 2018).
· Effective reviews management can provide a competitive edge. Guest reviews provide valuable insights into an establishment's strengths and weaknesses. For example, if a guest mentions in their review that the hotel's breakfast options are limited. Management takes note of this feedback and decides to revamp their breakfast menu. As a result, the hotel receives positive reviews highlighting the improved breakfast experience. 
· Potential tourists in the 21st century largely depend on online feedback and evaluations when making reservation decisions. Hotels having better feedback and favorable ratings are prone to attract prospective clients. This only can be done through effective reviews management. 

· Impact of negative reviews
Negative reviews may include a substantial influence on hotel and hospitality businesses, spreading and affecting future client decisions. (Hu et al., 2019) explain, negative ratings frequently discourage prospective guests from booking reservations. As prospective consumers choose alternatives, the hotel's occupancy figures fall, which causes an earnings loss.
· When a hotel receives a large number of unfavorable reviews, it becomes difficult to attract new guests, particularly if it competes with hotels with better ratings and glowing reviews.
· Negative reviews may additionally have an impact on the spirit and drives of the hotel's employees. Continuous negative comments can lead to feeling demotivated and a drop in service quality.
· Negative feedback can have a long-term influence. Despite this, the hotel fixes the problems mentioned in the evaluations and increases its services.

[bookmark: _Toc136881985]Service culture
Environment where employees are obsessed with providing superior customer service to their clients (Harris et al., 2020).
The beliefs, mindsets, and behaviors that are jointly accepted and practiced inside an organisation to create great customer service. A great service culture is distinguished by a customer-first philosophy in which all staff members, from top-level management to primary personnel, recognise the value of pleasing clients and actively try to meet client needs and demands.

· How service culture differs from corporate culture
Service culture and corporate culture are linked but separate ideas, particularly in hotel and hospitality businesses. Corporate culture is a set of beliefs, conventions, and practices that form a company's overall image and govern the behavior of its staff members. 
An accommodation with an outstanding culture of service will prioritises guest pleasure and go above and beyond to make your stay unforgettable. Hotel personnel, for example, may recall client preferences, provide welcome goods, or surprise customers with surprising gestures to improve their overall experience.
A hotel corporate culture establishes the requirements for excellence in service, personnel behavior, and organisational values (NIKOLSKAYA et al., 2020). For example, it may encourage workers to create and put into operation new client services or facilities as part of its corporate atmosphere of inventiveness and originality. The corporate culture of the chain may help develop a sense of co-operation and teamwork amongst staff across several facilities.

· Important of service culture in hotel industry
Anything that makes up the hospitality industry, such as service culture as well as brand and basic principles, is still present. These are the essential notions that shape the business and serve as the foundation for the industry's identity. Service culture is an ethic that helps customers by implementing policies, processes, systems for reward, and behaviors (Andriani and Hakim, 2019). 
The implementation of corporate culture, in the hospitality business, can result in beneficial corporates behavior. The hospitality industry is well-equipped to develop and provide service excellence as well as increasing consumer value.

[bookmark: _Toc136881986]Conclusion
Hotels can distinguish themselves, generate a great brand image, and eventually survive in the competitive environment by setting and maintaining high standards, efficiently managing their reputation, and fostering a strong service culture. 

[bookmark: _Toc136881987]Recommendations 
Invest in technology to enhance guest experiences and streamline operations. According to (Ahani et al., 2019) the use of technology encourages uniqueness in the accommodation business. Implement mobile check-in, provide high-speed internet access, offer smart room features.
(Hu et al., 2019) propose that hotels as well as review platforms to create a review analytics platform utilising robotic text-mining technology. Hotel managers should be kept up to date on customer experiences and responses to produce by user’s material.

Given the impact of the COVID-19 pandemic, prioritise guest health and safety. Implement rigorous cleaning protocols, promote social distancing, and communicate transparently about the measures taken to ensure a safe environment (Rivera et al., 2021).

Offer flexible booking options, such as refundable rates and relaxed cancellation policies. This helps accommodate changing travel plans and increases guest confidence in booking with their hotel.
· [bookmark: _Toc136881988]Obstacles faced by Hospitality Industry 
Finding and sourcing possible experts and exponential rise in prices impacts the hospitality industry (Donthu and Gustafsson, 2020). 
Over the course of the pandemic, we saw a huge shift in the use of technology throughout hospitality. But many of them may not be able to effectively use it to show their details online. Online reviews and social media significantly influence guests' decisions. Managing online reputation and addressing negative feedback promptly is essential (Kansakar, Munir and Shabani, 2019). 
The rise of vacation rentals and home-sharing platforms has increased competition for hotels. Many travelers now consider alternatives e.g., Airbnb, which offer unique and affordable options.
Hotels face increasing costs related to labor, balancing cost control with maintaining quality service can be demanding. Implementing energy-efficient systems, exploring outsourcing options, and optimising operational processes can help mitigate these challenges. 
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