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Executive summary 
The hotel industry is a very sensitive industry and needs to be careful about the hotel services. Reputation management, hotel standards, and service culture are the most important fact in the hotel industry and have vast influences on the success of the hotel business. This report wrapped up with these trios within the hotel industry. Service culture is potent to achieving of higher customer satisfaction level. Reputation management is also an effective tool to control guest feedback and utilisation of it. Hotel standards are the maintenance of ways to keep service quality up to the mark.
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[bookmark: _Toc134746827]Introduction
Hotel standards, service cultures, and reputation management are vital aspects of hotel businesses. These trios have vast influences on customer satisfaction and businesses. This report is all about the service culture, reputation management, and hotel standards. Service culture is like an organisational culture where every hotel staff has a set of beliefs and values to ensure the customer's service. Service quality and staff behaviours completely depend on the service culture (Pakurár et al., 2019). Reputation management is referred to as all the activities of hotel management to maintain its reputation. Another hand, hotel standards are including all the quality services and facilities and maintain them. Every topic has a key role to achieve greater growth and sustain the good quality of services. This report is structured with these three particular areas and also will discuss the importance of these trios in hotel businesses.
[bookmark: _Toc134746828]Findings
[bookmark: _Toc134746829]Hotel standards
Hotel standards are the operational rules and guidelines of a particular hotel to maintain it is quality services standards (Subramanian et al., 2016). Hotel standards usually include all the facilities and services of hotels like infrastructure quality and cleanliness, maintenance of furniture, quality and availability of amenities, and overall activities and hotel environments. Every part of hotel activities is included to ensure greater services and maintenance of hotel standards. Hotel operations mainly depend on the quality of hotel standards. Hotel standards also indicate the visual presentation of a hotel like branding, advertising, social media appearances and so on. Brand consistency standards are also related to hotel standards. Brand consistency standards are the accumulations of various rules and regulations of brands to be consistent in terms of their activities, visual presentations, customer satisfaction, customer experiences and so on (Chevalier & Gutsatz, 2020). So every single action of a company should persist to sustain it is quality. In detail, brand consistency standards cover wide aspects of hotels to keep the same tone of quality services and visualisation. A hotel's brand consistency standards are responsible for differentiation from the competitors. So high brand consistency standards are always a plus point to achieving competitive advantage in the hospitality industry. In terms of hotel management, maintaining its standards are so crucial to creating a loyal customer base (Al-Msallam, 2015). Brand consistency standards are also responsible to keep the same visualisation of the hotel like infrastructures, logo, and branding, social media presence and so on. The main purpose of brand consistency standards is to keep the same quality of services and visual identity throughout all the touch points. Brand consistency standards have a crucial role in building brand awareness, positive word of mouth, loyal customers, brand reputation, and brand loyalty. So in terms of the hotel business, it has a vital role to make wider brand recognition and building brand loyalty. When a customer is satisfied with the hotel services and overall hotel environment it will help to build loyal customers through the positive experience (Cetin & Walls, 2016). Another hand, low quality or fluctuation of customers' quality always makes a negative impact on that brand. So the purpose of brand consistency standards is to attain brand awareness, well recognition, sustain quality services, and making of customer loyalty.
Every single hotel has precise hotel standards and it depends on several factors (McAlinden et al., 2015). Hotel standards usually depend on the quality of the hotel, a mid-range hotel will offer limited amenities and a luxurious hotel will offer personalised services and luxurious amenities for that customers. So the hotel standards completely vary on the level of the hotel. Consistency-maintaining tasks are also focused on the current level of hotel services. For example, a low-quality hotel will never try to bring higher quality to its service. Also, the government should be focused on the minimum standards level of hotels for the customers.
[bookmark: _Toc134746830]Reputation management
Reputation management is a vital part of the hotel business and should maintain to sustain the reputation (Baka, 2016). Reputation management includes all the activities to keep control and management of the public point of view regarding the business organisation. In the hotel business context, it is a strategy of following up and implementing customer feedback to maintain a positive impression of the public. Reputation management has a huge influence to keep the sustaining of positive hotel reputation and image. Hotel reputation has a great influence on new customers attaining and retention of old customers. That’s why needs to emphasis on hotel reputation management. Online platforms become the new power to control a hotel's reputation that’s why need to consider online platforms to manage a hotel's reputation. First of all, a hotel needs to focus on both online and offline feedback from the customers and needs prompt replies with effective manners (Sparks et al., 2016). These simple tasks can bring some great positive responses to manage the hotel's reputation. Feedback reviewing and taking steps to solve is a good method to upgrade the services of the hotel and also not affect the hotel's reputation. 
Positive customers review obtained is a great way to manage a hotel's reputation.Guest review is a big matter for the reputation and hotel business as well. That’s why needs to be proper management of guest reviews. Sometimes, customer decision completely depends on the guest's reviews on different online platforms. Offline customer reviews also impact the hotel (Xie et al., 2016). For example, a negative review on social media can influence other customers' decisions and may avoid that hotel only based on a review. Another hand, a positive review can create positive impacts on the hotel. In the digital age, online platforms like social media, hotel booking websites, and newspaper reviews have a great influence on the customer's decision. That’s why need to focus on guest review management. Negative reviews have a huge power to downgrade the reputation level of a hotel (Ho, 2017). In the digitalisation age, negative reviews become promptly viral and create a huge negative impact on the reputation of a hotel. Another hand negative feedback can be used as a positive by identifying and evaluating the problem (Berezina et al., 2016). Negative feedback utilisation help to improve hotel services by figuring out the issue.
[bookmark: _Toc134746831]Service culture
Service culture is the set of beliefs and values of employees to provide the utmost services to the customers (Peillon et al., 2018). It is the most potent area of the hospitality industry to satisfy the customer's expectations. Overall service culture is like belief and dedication among the employees to fulfil the customer's service expectations. The success of a hotel depends on service culture, a strong service culture is always a positive aspect of a hotel to achieve higher customer satisfaction levels which also impacts brand loyalty and brand awareness levels. A strong service culture includes a higher dedication level to the work, being highly active, more communicative, and helping in nature to every activity (Gantsho & Sukdeo, 2018). Corporate culture and service culture are two different levels of culture. Service culture is usually related to the hospitality industry and other service-related businesses.  Another hand, corporate culture is related to the corporate-level organisation. The corporate culture is referred to as the accumulation of rules, regulations, and beliefs that indicates business operations (Obeidat et al., 2018). Corporate culture is mostly working to achieve it is goals and objectives. Employees of a business organisation and it is activities and behaviours are also part of the corporate culture. The main difference between corporate culture and service culture is the nature of culture corporate culture works on the organisational behaviours and operations while service culture focused on providing service.  In the context of the hotel industry, service culture is the core part and has the ability to get a competitive advantage through the achievement of a higher level of customer satisfaction (Phillips et al., 21019).
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The hotel industry is a very sensitive industry and the service is a core part of this industry.  Hotel standards, reputation management, and service cultures are the potential aspects of the hotel industry. Service culture is the core element of the hotel business and has a vast influence on the achievement of competitive advantage. Reputation management will help to identify negative feedback and this fact is effective to manage the review system.
[bookmark: _Toc134746833]Recommendations 
Sustainable business plan: sustainable business plan will attract more customers and also be helpful for the marketing of the hotel.
Service quality: every hotel should be focused on service quality to be strong in the hotel industry.
Trends follow: New services, amenities, and food trends will be effective tools to be updated in the competitive market.
Technological advancement: the use of technology in the hotel services and marketing sector will improve the business through easy task management.
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