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[bookmark: _Toc137144188]Executive summary

The present study investigates the service culture, hotel standards, and reputation management within the hotel and hospitality sector, with a particular emphasis on Marriott, Jurys Inn, Intercontinental, and JW Marriott. The primary results highlight the significance of following to brand consistency procedures, implementing efficient reputation management strategies, and fostering an effective service-oriented culture. The report provides recommendations for hotels to align with market trends, enhance employee competencies, implement proactive reputation management tactics, customise brand consistency guidelines, and engage in partnerships with other industry professionals and local communities.
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The hotel and hospitality industry are a dynamic and challenging sector, marked by ongoing shifts in customer preferences, rapid technological advancements, and intense competition. Within this context, hotel brands encounter a multitude of obstacles, including the preservation of brand consistency standards, the administration of their standing, and the cultivation of a solid service principles. This review examines vital aspects by reviewing the tactics and methodologies utilised by distinguished hotel groups such as Marriott, Jurys Inn, Intercontinental, and JW Marriott. The objective of this study is to gain valuable insights for other hotel brands that aspire to excel in the highly competitive hospitality industry by examining the factors that contribute to their success. The maintenance of brand consistency is a crucial aspect within the hotel and hospitality sector, as it facilitates the establishment of a cohesive and recognised image throughout diverse platforms and interactions. Through adhering to brand consistency standards, hotel chains can guarantee a uniform guest experience, regardless of their location or property. The maintenance of consistency in branding not only serves to reinforce the brand's image, but also cultivates a sense of trust and loyalty among the consumer base. Marriott, Jurys Inn, Intercontinental, and JW Marriott have demonstrated proficiency in establishing and sustaining brand consistency through the implementation of efficient standard operating procedures, comprehensive training programmes, and rigorous quality control measures. This study aims to analyse the strategies employed by hotel chains to attain brand consistency, as well as the obstacles they encounter in preserving uniformity within a diverse and dynamic market.
The management of reputation is a crucial component of the hotel and hospitality industry, as it has a substantial influence on customer perception, brand identity, and ultimately, financial performance. In the contemporary era of digital technology, online reviews and ratings hold an important role in shaping the perceptions and reservations of guests. As a result, it is imperative for hotel brands to take a proactive approach in managing their online reputation through the effective handling of guest feedback, prompt resolution of issues, and consistent enhancement of their services. Marriott, Jurys Inn, Intercontinental, and JW Marriott have exhibited their dedication towards reputation management by implementing several measures, including the establishment of specialised customer service teams, monitoring of social media platforms, and periodic evaluation of guest feedback. The present research tries to investigate the tactics utilised by the previously mentioned hotel chains to maintain their reputation, along with the contribution of technology in enabling this process to happen. The hotel and hospitality industry relies heavily on service culture, and a robust service orientation can effectively distinguish a hotel brand from its rivals. The cultivation of a service-oriented culture within hotel chains can result in the creation of notable guest experiences, ultimately resulting in increased levels of customer satisfaction and loyalty. Marriott, Jurys Inn, Intercontinental, and JW Marriott have established a strong service culture by investing in employee training and development, implementing recognition and reward initiatives, and embracing customer-centric values. This research aims to examine the different factors that contribute to the service culture of selected hotel brands, as well as the effects of their service-oriented approach on customer satisfaction and retention.
In addition to the mentioned aspects, the research will also address the significance of innovation and adaptation within the domain of hotels and hospitality. In view of evolving market trends and emerging technologies, it is imperative for hotel brands to maintain flexibility and adaptability in order to effectively address the constantly changing demands and preferences of their customers. Marriott, Jurys Inn, Intercontinental, and JW Marriott have exhibited their capacity to adjust and develop by adopting technological innovations, broadening their range of products and services, and remaining receptive to market patterns. Through an analysis of the determinants that support their capacity to adjust and generate fresh ideas, this study will clarify the significance of adaptability and foresight within the field of hotel and hospitality.
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[bookmark: _Toc137144191]2.1 Hotel Standards
The implementation of brand consistency standards is crucial in ensuring that customers are provided with a uniform experience across all hotel locations. Marriott, as an illustration, upholds a uniform visual and sensory experience across all of its establishments on a global scale. Nevertheless, it is worth noting that hotels vary in their standards, as they serve diverse market segments and accommodate varying budgets. These integrated and novel research methods would help tourism and hospitality researchers analyse big data in an innovative data analytics approach (Jeong et al., 2023). The mid-range hotel chain Jurys Inn has a different target demographic compared to premium hotel brands like Intercontinental and JW Marriott. Therefore, the branding strategy of this establishment may prioritise the offering of accommodations that prioritise comfort and functionality over extravagant amenities and personalised services. Despite all of this, for Jurys Inn to achieve success in cultivating trust and loyalty among its customer base, it is essential that the organisation maintains a constant dedication to uniform standards within its specific market segment.

[bookmark: _Toc137144192]2.2. Reputation Management
The implementation of efficient reputation management strategies has vital significance for the achievement of success in the hotel industry. Marriott has established a specialised team to oversee and address guest feedback across multiple platforms. The management of guest reviews holds significant importance, as favourable reviews have a direct impact on both the number of bookings and the level of customer loyalty. In contrast, unfavourable evaluations can have a substantial effect on a hotel's standing and financial performance. The significance of proficiently handling guest feedback is emphasised by research that demonstrates the influence of a single-star elevation in ratings on revenue. The research indicates that enhancing the rating by one star could potentially lead to a revenue growth of 5-9%, underscoring the considerable economic advantages of allocating resources towards reputation management. The exponential expansion of Internet-based applications in the hospitality and tourism sector has resulted in a significant surge in user-generated online reviews pertaining to various travel-related amenities. (Gretzel and Yoo, 2008).

[bookmark: _Toc137144193]2.3. Service Culture
The hotel industry places significant importance on service culture due to its direct impact on guest satisfaction and brand loyalty. The concept relates to the values and behaviour that direct staff members in providing outstanding customer service. In contrast to corporate culture, which includes the broader organisational values and workplace atmosphere, service culture is a distinctively targeted approach that centres on customer interactions. The JW Marriott brand is widely recognised for its distinguished reputation in the hospitality industry, particularly for its exceptional service culture. The company's values and employee training programmes are designed to install a robust service orientation, which guarantees that each guest is provided with individualised and attentive care. JW Marriott has successfully differentiated itself from other luxury hospitality providers by cultivating a customer-centric culture, resulting in a devoted clientele.

[bookmark: _Toc137144194]Conclusion
This research examined the strategies implemented by Marriott, Jurys Inn, Intercontinental, and JW Marriott in the hotel and hospitality industry with regards to brand consistency, reputation management, and the promotion of a customer-focused culture. The significance of maintaining brand standards to ensure a consistent guest experience has been noted, as evidenced by Marriott's dedication to uniformity in both visual and sensory encounters across its various establishments. In contrast, Jurys Inn prioritises catering to the distinct requirements of its target market segment. In the contemporary era of digitalization, managing reputation holds a crucial place for hotels. This is because guest feedback and reviews have a substantial impact on the financial performance and customer loyalty of a hotel. The implementation of specialised teams, shown by Marriott, is crucial in effectively addressing guest feedback and enhancing services in specific ways. The rise of web-based applications and user-generated online evaluations points out the necessity for effective reputation management tactics within the hotel and hospitality industry. The implementation of service culture, such as the customer-centric approach demonstrated by JW Marriott, is a crucial factor in ensuring guest satisfaction and fostering brand loyalty. The allocation of resources towards employee training and development can establish a solid service-oriented culture, which in turn guarantees that guests are provided with individualised and attentive care during the entirety of their stay. The success of the hotel and hospitality industry is also based on innovation and adaptation. By studying the tactics employed by these hotel chains and comprehending the significance of maintaining brand uniformity, managing reputation, and fostering a service-oriented culture, other hotel brands can flourish in this highly competitive industry. Furthermore, the continuous research and advancement in fields such as digital transformation, ethics, and generative AI will persistently influence the trajectory of the industry, furnishing valuable perspectives for sustained expansion and prosperity.

[bookmark: _Toc137144195]Recommendations

To stay competitive and succeed long-term, hotels should:
Technology and sustainability are market trends. Marriott is experimenting with artificial intelligence to improve guest experiences, while Jurys Inn is decreasing its carbon footprint.
Train employees in customer service, communication, and problem-solving. Intercontinental, for instance, offers many employee development programmes.
Manage reputation proactively: Monitor and reply to guest evaluations promptly to demonstrate the hotel's dedication to customer happiness.
Customise brand consistency guidelines to suit the hotel's Concept and target market. Jurys Inn emphasises cost and convenience, while JW Marriott offers personalised luxury.
Work with local communities and industrial partners: Build mutually beneficial ties with local businesses, suppliers, and organisations to improve guest experience and assist local economies.
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