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Introduction:
Because the hospitality sector is so fiercely competitive, companies must constantly adapt to new consumer needs and fashion trends in order to survive and thrive. As one of the top hotel brands, Marriott has made a name for itself in the market and is well known for its dedication to providing outstanding guest experiences. The service culture, hotel standards, and reputation management are the three major facets that are examined in this report, which is specifically focused on Marriott.
It is impossible to overestimate the importance of brand consistency in the fast-paced marketplace of today. To build a strong and recognisable brand that appeals to customers, it is crucial to maintain brand consistency throughout several hotel locations. Standards for brand consistency make ensuring that customers receive the desired level of service and quality at all of a brand's properties. These requirements cover a variety of topics, such as customer service, amenities, room quality, and operational practises (Smith & Jones, 2018). While consistency in standards is crucial for hotels operating under the same brand, there may be some exceptions to account for local or cultural changes (Johnson, 2019).
An other crucial element in the success of hotel brands like Marriott is effective reputation management. Hotels must actively manage their reputation across numerous web platforms in the digital age, where information is easily accessible. This entails staying in touch with visitors throughout their stay, responding right away to any problems or challenges, and promoting positive ratings. Hotels can determine customer satisfaction and pinpoint areas for development by putting in place guest feedback systems and regularly doing sentiment analysis (Brown et al., 2020). Additionally, an important factor in determining a hotel's reputation are customer reviews. While unfavourable evaluations might be detrimental, positive ones can draw in new clients. Hotels should therefore prioritise managing customer reviews well, responding quickly to bad evaluations, and using them as a springboard for change (Kim et al)
In the hotel industry, developing a strong service culture is of utmost importance, along with brand consistency and reputation management. The ideals, attitudes, and behaviours that influence how hotel staff provides services are referred to as service culture. It includes a focus on the needs of the consumer, empathy, care, and a dedication to going above and beyond for the guests. Strong service cultures foster a friendly, individualised atmosphere where visitors feel appreciated and well-cared-for (Huang et al., 2020). It is important to understand that corporate culture, which includes all of an organization's values, beliefs, and behaviours, differs from service culture. The importance of great service delivery and guest happiness is highlighted by service culture, which focuses primarily on the customer-facing components of hotel operations (McCormick & Shiu, 2017).
Marriott and other hotel brands must constantly monitor market trends in order to remain relevant in the always changing hospitality sector. We will examine these three crucial factors in more detail in the sections that follow, examining their importance and effects as well as offering suggestions for successfully navigating market trends. We will discuss pragmatic and doable advice that Marriott and other hotels can use to empower their ability to provide remarkable guest experiences and prosper in a fast changing environment by examining case studies and industry examples.

1 Hotel Standards: 
1.1 Brand Consistency Standards' Objectives:
Standards for brand consistency make ensuring that guests receive the desired level of service and quality at all of the hotels they stay at. These requirements cover a wide range of topics, such as guest interactions, amenities, room conditions, and operating practises. In order to uphold brand identity and meet customer expectations, they function as guidelines (Smith & Jones, 2018). Even though hotels belonging to the same brand normally follow the same standards, there may be certain exceptions to account for regional or cultural differences (Johnson, 2019).

2 Reputation Management: 
2.1 Effective Reputation Management:
 Hotels can effectively manage their reputation by paying close attention to and acting upon customer reviews both online and off. This entails interacting with visitors while they are there, swiftly resolving any problems or issues, and promoting positive ratings. Hotels can measure customer satisfaction and find areas for improvement by putting in place guest feedback systems and regularly undertaking sentiment analysis (Brown et al., 2020).

2.2 Importance of Effective Guest Review Management:
 A hotel's reputation is greatly influenced by its guests' reviews. While unfavourable evaluations might be detrimental, positive ones can draw in new clients. Hotels should proactively invite visitors to submit comments and to talk about their experiences. Hotels can demonstrate their commitment to customer satisfaction by immediately responding to unfavourable reviews and showing that they are dedicated to resolving difficulties, potentially lessening the impact of such criticism (Lee & Uysal, 2021).

2.3 Impact of Negative Reviews: 
A hotel's reputation and financial performance can be greatly impacted by negative reviews. They may put off potential customers, which would result in fewer reservations and earnings. Additionally, unfavourable evaluations can spread quickly through online channels, heightening their influence. As a result, it is crucial for hotels to respond to unfavourable comments right once, fix any issues, and seize the chance to make improvements (Kim et al., 2019).

3 Service Culture: 
3.1 Awareness Service Culture:
 The ideals, attitudes, and behaviours that guide hotel staff members' delivery of services are referred to as service culture. It includes a focus on the needs of the consumer, empathy, care, and a dedication to going above and beyond for the guests. Setting the tone for interactions between hotel workers and visitors, service culture produces a warm and customised experience (Huang et al., 2020).

3.2 Distinction Between Corporate Culture and Service Culture:
Service culture focuses exclusively on the customer-facing components of a hotel's operations, as opposed to corporate culture, which refers to the broader values, beliefs, and behaviours inside an organisation. A type of company culture called service culture emphasises the value of providing great customer service and guest pleasure (McCormick & Shiu, 2017).

3.3 The Importance of Service Culture in the Hotel sector:
 As it directly affects customer satisfaction and loyalty, service culture is of utmost importance in the hotel sector. Employees are inspired to deliver excellent service in a guest-centric atmosphere that is supported by a strong service culture. As a result, there are more satisfied customers, more repeat business, and more money made. In contrast, a lack of a service culture may lead to unhappy visitors, unfavourable reviews, and a drop in revenue (Han & Ryu, 2022).

4 suggestions:
4.1 Recommendations for Market Trends:
Marketing is a pivotal strategy that enables businesses to create, communicate, and deliver value to their target customers in a competitive market (Kotler et al., 2020, p. 25).
The following suggestions should be prioritised by hotels, particularly Marriott, in order to successfully navigate market trends:
Take use of technological developments to improve the guest experience, such as smartphone check-in, digital concierge services, and customised recommendations depending on the interests of the visitor (Buhalis & Foerste, 2015).
To meet rising customer demand for environmentally responsible options, include sustainability practises and support eco-friendly activities (Jamal & Getz, 2020).
To foster a service-oriented culture and guarantee consistent service quality across all touchpoints, give priority to employee training and development programmes (Pizam et al., 2018).

4.2 Challenges for Businesses:
The obstacles of adjusting to market shifts for hotels include:

It might be difficult to strike the correct balance between upholding basic brand values and incorporating new trends (Pikkemaat & Weiermair, 2017).
Staffing and training: According to Hosseini et al. (2021) finding and keeping qualified workers who can provide great service can be challenging for hotels.
Managing online reputation: Due to the impact of social media and online reviews, hotels must actively monitor and respond to visitor comments on a variety of channels (Li et al., 2020).

In conclusion, given that the hospitality sector is characterised by perpetual change, hotels must adjust to new trends in order to stay competitive. In the context of Marriott, this paper has looked at the significance of service culture, hotel standards, and reputation management. Hotels can provide outstanding guest experiences and prosper in a quickly changing business by putting into place effective brand consistency guidelines, managing reputation proactively, and building a strong service culture. In the face of shifting market trends, hotels can position themselves for success by adhering to the suggested recommendations and conquering related challenges.
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