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Executive Summary
The purpose of this report is to evaluate several sectors within a hotel or similar establishments that contribute to the hospitality industry. The evaluation is to determine the effect each sector has on the overall success of the hotel in the market and their market position. This has been done through assessments of each managerial section and comparing those remarks and acts to popular and multinational brands dominating the industry to date. 
It is proven all key factors link closely together, presenting the businesses features as a tight fix of individual parts. Hotel standards are a distinct example of the establishments brand standards constructing a knitted and formal employment team daily contributing to the building reaching its standards and keeping their high reputation amongst the industry and local district. Therefore, the result of the reputation or opinions preserved by customers is based on the facility and day by day acts of the employees. Overall, all functions of hotel standards and customer services are followed by the service culture outlined by the singular brand or building which should be enhancing the brands message and providing pure satisfaction for customers. 
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[bookmark: _Toc137493965]Introduction 
The hospitality Industry is a growing phenomenon worldwide, every aspect of the industry is driving countries income, employment and new building constructions (Zimmerman, 2022).  All ages and people alike endeavour daily into the hospitality industry, from theme parks to hotel getaways, many factors affect all these segments of the industry constantly from market share to market position, hotel and brand standards, and customer reviews and reputation (Lynch et al, 2007). This report will evaluate hotel standards, reputations management and service culture within the hospitality industry and compare several case studies to determine the real use and control of each division. 
[bookmark: _Toc137493966]Hotel standards
Hotels standards and customer expectations work hand in hand with one another, the establishment must maintain high quality standards with relation to physical and operational aspects of the hotel to preserve perfect customer experiences and a good word of mouth (Varotsis, 2019). 
In addition to preserving hotel standards multiple hotels need to maintain brand standards as well, being introduced within a hotel brand brings certain standards and expectations already set by the hospitality company (Léopold, 2019). Brand reputation and standards have a huge impact on the loyalty of the customer segmentation that are attracted to each specific hotel, Kandampully and Suhartanto (2000), state how pure customer satisfaction results in pure customer loyalty. 
Hiring in line with hotel and brand standards is never an easy process, considering the constant expansion of the hospitality industry, the number of positions needed are doubling, and the experience is lacking in the individuals applying (Chan and Kouk, 2011). The recruitment process follows the hotels and brand standards in connection to the business, personal characteristics and attributes, for instance hard and soft skills, also hold weight on the managers decision of recruitment (Dashper, 2013). Soft skills are personal attributes a person picks up during their lifetime, for example teamwork, time management, organisation skills, all these skills are crucial in any job role in any industry. Employees and more confident within their personal attributes (soft skills) then their hard skills which is normally a trade. Additionally, Businesses are more inclined to show on job training meaning hard skills for the hospitality industry than keep an employee and teach them the soft skills (Carla et al, 2023).
Hotel and brand standards remain consistent throughout the whole hospitality industry, businesses have an individual touch within those standards making them personal to the establishment and its customer market, it creates a whole sense of belonging for the staff, additionally employees show to have a higher work rate if they share similar characteristics to the hotels standards (Pizam, 2015).
[bookmark: _Toc137493967]Marriott International Case Study
Marriott International is a multinational hospitality brand providing restaurants, hotels and residential areas across the globe, Marriott Bonvoy pride their brand on delivering a peaceful stay for their customers in various locations (Marriott Bonvoy, 2023). To ensure they are following their hotel standards Marriott Bonvoy have introduced a benefits scheme for their customers, this is ensuring loyalty and complete satisfaction amongst consumers and market dominance throughout the industry sector, therefore generating popularity for Marriott International amongst over brands (Marriott Bonvoy, 2023).
[bookmark: _Toc137493968]Reputation Management
Reputation management is consistently searching for and seizing opportunities to advance the hotels reputation which will sway customer perspectives and reach new stakeholders which can lift the hotel further within the industry (Gartner, 2023). Reputation management has penetrated management conversations; high end, multinational businesses within the hospitality industry regularly review the establishments reputations and plan ways to avoid the weakening of their status. Furthermore, small developing organisations find ways to build reputation to become present on the market (Griffin, 2008). Managing the hotels reputation effectively is as important as the reputation itself, for example TripAdvisor is a major website/ business rating hotels and restaurants around the globe solely based on customer reviews (TripAdvisor, 2023), management must maintain awareness of the reviews posted on similar websites as good and bad reviews left unnoticed and ignored will be exceedingly damaging for the business (NUS Business School, 2016). 
Customer decisions are significantly impacted by negative and positive reviews, even though unfair and untrue reviews are posted daily. On account for this, a guest review management role must be able to effectively reply and observe false evaluations from unfair accounts. For small organisations to multinational business negative reviews can be increasingly damaging regarding customer loss, decreased revenue etcetera (Allard et al, 2020).
Huge marketing contributions alone come from social media influencers who can positively and negatively affect the businesses reputation. Influencers build a trusted relationship with their followers therefore the word they spread about the hospitality industry is engraved into all their followers’ opinions which can cause a damaging domino effect. However, this social media trend can be used in a creative and positive way, setting up stays and connecting the brand with influencers is an intelligent and modern technique to gain revenue but additionally this can put the business on the verge of a destructive word of mouth if an influence o popular social media star experiences an undesirable stay (Bradley et al, 2023). Stojanovic and Kurtic (2019), evaluate how marketing and advertising can be a keyway to monitor negative and positive leaks on the businesses reputation and  social media influencers have become a gateway to new marketing channels persuading and enticing new customers to be engaged in the hospitality industry. 
[bookmark: _Toc137493969]TripAdvisor’s Travelodge Case Study
Managing reputation is a serious role with operational staff and is completed by watching and detecting false and damaging guest reviews. In 2019 two London Travelodge hotels caught the news for have a large number of falsified reviews warranting Travelodge reached a respectable high-ranking position amongst hotels in that specific area (Which? , 2019).
[bookmark: _Toc137493970]Service culture 
Corporate culture it is the method of individualising each business within hospitality industry with the hotel holding certain codes and guidelines, it has become a way to manage and control productivity amongst staff and the effectiveness of marketing and the product. Supervising employees is a corporate method to ensure workers are still successfully reaching hotel values and the behaviour towards the customers and brand are being consistently maintained to a high standard (Amah, 2013). Furthermore, service culture is the idea of evolving the businesses corporate culture to make it more personal to the customer segmentation. Hoang et al (2010), explains how service culture is adapting the establishments hotel and brand standards to generate a connection between operational stuff to consumers through service provided. 
Service culture is all about the customers, it is about creating a personal and positive relation throughout the service where all employees are involved and work together to create the best possible experience for the customers (Hyken, 2023). The hospitality industry has evolved to be centred around the consumers, every hotel and business must ensure their employees are able to clasp the service standards set by the establishment and embrace them into excellence service; a mutual goal of customer satisfaction (EHL Insights, 2023). 
Understanding customers are the heart of the service is a key asset all employees and businesses now execute within the hospitality industry, putting them first and adhering to all needs professionally, creates the idea of service excellence. Deprived knowledge of the facilities and necessities needed for the customer to have a relaxed experience results in a negative experience for both the customer and hotel (Vallone and Veglio, 2019). Service excellence follows the wow factor, going the extra mile to providing pure satisfaction for the business’s consumers. The wow factor is not included in hotel standards however, employees with the perfectly adapted soft skills will utilize their skills to provide an overall perfect service (Tokman et al, 2007).
[bookmark: _Toc137493971]Recommendations
The business industry and world around is ever changing at a rapid rate and for establishments like the hospitality industry to stay relevant they need to stay up to date with all trends worldwide, strong leading establishments generally have an operational team to determine and stay ahead of the curve as much as probable (Forbes, 2022). Staying with modern trends global, technological and business related is a keyway to stay dominate in the market and in the opinions of the customer base. 
[bookmark: _Toc137493972]Conclusion 
Hotel standards, reputation management and services culture are all small fragments that contribute to a bigger picture, the hospitality industry. The operational team of the establishment within the industry have a lot of responsibility to ensure all hotel criteria are met so the business continues to successfully grow stronger and become more popular amongst the population. The following analysis all come hand in hand to create the perfect service: hotel standards, reputation management and service culture. Service culture evidently is an enhanced version of the hotel/ brand standards angle in a direction all about the customer, additionally reputation management is about confirming every customer service is perfect and all false allegations are dealt with swiftly and professionally.
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