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[bookmark: _Toc136954267]Executive Summary 
The purpose of the ensuing report was to highlight the consistency of the hotels' brand, including their reputation management and service culture. The results, hotel standards reflect the establishment's distinctive identity by outlining its layout. Similarly, hotels' effective reputation management is done by catering to both positive and negative reviews and staying actively engaged with the audience. The service culture of the hotel I strengthen by its employees, which secures customer loyalty, satisfaction, and experience. Overall, the report identified and understood the three primary factors that make hotels flexible in a competitive market.
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[bookmark: _Toc136954268]Introduction 
It is a matter of fact when stated that among all the operational global industries, hospitality stands as one of the most competitive ones. The said industry has a considerably low threat for new entrants while, at the same time, the sector is overpowered by giant organizations. Hence, to battle competitiveness in the market and be extremely flexible, the hotels seek to employ different strategies in hopes of portraying an entirely different image for their customers. Based on this information, the following report will discuss hotel standards, reputation management, and service culture. The study will include industrial examples to back up what it has discovered.
[bookmark: _Toc136954269]Main Findings
[bookmark: _Toc136954270]Hotel Standards 
According to Liu et al. (2020), hotel standards, or brand consistency standards, refer to the outline of the overall organization. The brand consistency standards act as the foundational guidelines of the hotel that further influences the specific designs of the rooms, quality of the catered services, staff training, and operational policies. On a similar note, hotel brand consistency standards portray a unique image of the hotel, which further prevents the business from matching any other hotel's layout and the nature of the operations. Due to this reason, brand consistency standards tend to differ from hotel to hotel. In addition to this, Peng et al. (2021) pinpointed how hotel standards establish the consistent design of the organizations that, posits as the fundamental factor for appealing the guests. As a result, hotel consistency standards help the business to identify its brand identity. Given such, Chung and Byrom (2021) highlighted the purpose of these brand consistency standards, claiming that they guarantee separate identities of the hotels within the market. Hence, the standards illustrate a different consistent look, type, level, and quality of the services as well as the aura of the hotel. In addition to this, Jeong et al. (2023) cited how brand consistency standards are important for hotels to gain a unique individuality, customer loyalty, and consistent guest experience.
To understand the notion in more depth, Marriott International's brand consistency standards, called Marriott Global Design, can be taken as an example. The said Marriott Global Design is formulated on the guidelines set by the hotel’s brand consistency standards. Marriott Global Design portrays an outline of the overall organization and sets designs for a consistent look, types, and quality of the services and operational policies being practiced within the hotel space. In addition to this, Marriott Global Design set out strict regulations that the staff, management team, and customers must adhere to secure an enhanced experience. Such regulations cover several operations being executed within the hotel, ranging from guest room services to staff training to accommodation services. Therefore, on the foundations of these standards, Marriott International can give rise to its values where integrity is a must and customers are the forefront priority (Deng, 2022). Another example of Hilton Hotels can be provided, where the organization gave rise to Hilton Brand Standards that posits are the foundational guideline for all the operations being conducted within the hotel. The standards emphasize staff training, identifying how effective staff training can secure high customer experience and loyalty. In this manner, Hilton Hotels can provide their business with a specific brand identity, thus creating teamwork and leadership as their core values (Su and Reynolds, 2019). 
[bookmark: _Toc136954271]Reputation Management 
As per Proserpio and Zervas (2017)’s research, the guests and customer base of the hotels are more likely to engage with them on online platforms since digitalization has spanned across the globe. Therefore, keeping an active record of online reviews is among the primary ways through which hotels can manage their reputation effectively. The revision of reviews can be done on websites that regularly monitor the reviews regarding hotels’ amenities and properties, such as TripAdvisor and Yelp. Upon doing so, the hotels can see how the guests perceive their offered services and can further enhance the services by paying heed to the issues. In addition to this, Ramgade and Kumar (2021) highlighted how it is essential for hotel organizations to be mindful of both positive and negative reviews about their services. This creates a general viewpoint regarding the hotels' amenities which further enhances the trust of the customers since they know what to expect from the hotels based on their strengths and weaknesses. Moreover, effective guest reviews management has a significant impact on the hotel's online reputation, customer loyalty, and revenge. Peco-Torres et al. (2023) explored how reputation management of hotels increases in efficiency when the hotel responds actively to online guest reviews. Similarly, given how the feedback is valued by the audience, customer loyalty is enhanced. Ultimately, the high customer loyalty gives rise to a significant improvement in the customer service of the hotel. Such influences their room services, the quality of the food in the kitchen, and the accommodation facilities. As a result, the research concluded how positive impacts lead to a boost in the hotels' revenue (Rialti et al., 2023). Contrarily, unfavorable evaluations can damage the hotel's reputation both online and off, which can negatively affect the hotel's image. Resultantly, the potential customers choose another hotel to visit. Likewise, bookings decrease, and revenue is lost due to negative reviews. Negative reviews also reflect upon the staff's operations, which can demoralize the staff and make them unproductive (Magno et al., 2018).
As an example, Ritz Carlton possesses a robust reputation management system. The hotel gives rise to training programs, guest feedback systems, social media marketing, and crisis management to maintain a resilient global reputation of the brand’s name. The implementation of all the systems secures a positive customer experience that eventually produces positive reviews from the guests. As a result, Ritz Carlton can stabilize its international luxury hotel chain reputation (Nakai, 2022). 
[bookmark: _Toc136954272]Service Culture 
The service culture of the hotels is deemed as the exact approach and attitude of the hotel in catering services to their guests. It provides exceptional customer care and services. Choi et al. (2021) elaborated how a robust service culture tends to underpin the focus on crossing guests' expectations whilst having the utmost motivation of catering personalized services that are tailored according to each guest's likings and dislikes. The key factors of a resilient service culture revolve around the empowerment of the employees and their detail-oriented skills. Thus, it can be stated that the workforce of the hotels helps to formulate a strong service culture. Baradarani and Kilic (2018) cited how most managers fail to see the difference between corporate culture and service culture, which is why they fail to effectively address their customer services. The said aspects tend to differ from each other yet are formulated on a similar basis. On the one hand, the service culture refers to the attitudes and nature of the hotels' workforce in catering personalized services to the guests whilst exceeding their expectations. Hence, service culture is shaped by the brand's reputation and identity. On the other hand, corporate culture provides a broader view of the organization's values, where the values of the hotels are included, as well as leadership and management strategy (Baradarani and Kilic, 2018). With that being stated, Koc (2019) expressed how service culture is important to restore high customer satisfaction, experience, and loyalty. Similarly, it enhances the reputation of the hotel and secures a resilient brand identity.
For example, Ritz Carlton's extremely strong service culture brought forth its Gold Standards. Such focuses on anticipating guests' expectations and exceeding them by providing over-the-top services. To adhere to the Gold Standards, Ritz Carlton strictly trains their workforce and educates them on different perceptions that are backed by cultural viewpoints (Huang, 2021). 
[bookmark: _Toc136954273]Conclusion 
In conclusion, the findings of the report pinpointed the three factors of the hotels that combat the competitiveness of the hospitality market. It was evaluated that hotel brand consistency standards tend to differ from hotel to hotel since they portray a unique image for maintaining brand identity and individuality. Further, reputation management is essential for hotels to manage their guests’ positive and negative reviews. Likewise, the service culture of the hotels is structured by their employees, which aim to exceed guests' expectations. Throughout the report, examples of Marriott, Hilton, and Ritz Carlton hotels were provided. 
[bookmark: _Toc136954274]Recommendations 
The following entails the recommendations which aim to provide marketing trends for hotels.
· Implementation of influencer marketing. This technique has evolved ever since social media has brought forth individuals that deem themselves influencers and has a rather significant impact on the preferences of the audience watching them. Therefore, hotels may seek to partner up with them where their help can promote the hotels’ services through travel blogs.
· Adoption of sustainable practices. It is recommended that hotels invest in sustainable technology and give rise to eco-friendly practices. This strategy may not help them in attracting solely environmentally well-being-conscious customers but the whole of society in general. Customers nowadays seem more inclined towards green organizations. 
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