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Executive Summary
The following report focuses on hospitality as well as guest services along with varied factors influencing it. The report primarily focuses on the hotel segment of the industry along with hotel standards. The purpose of maintaining a strong brand standard in hotels will be offered in the following report. Further, it highlights reputation management relating it to the hotel industry. Service culture is considered one of the most effective organisational cultures that will be highlighted in the following report. Further, recommendations will also be provided regarding market trends that need to be understood by the hotel industry for delivering healthier and premium customer services.
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[bookmark: _Int_SbHu3rmm]Introduction
The following report will be on the hospitality industry and guest services and will highlight a range of factors influencing it. The report will have its primary focus on the hotel segment of the industry along with hotel standards. It will discuss the purpose associated with consistency in brand standards. Further, it will also highlight reputation management relating it to the hotel industry. A concept of service culture and its importance within the hotel industry will be offered in the report. Further, recommendations will also be provided to the hotel industry regarding market trends that need to be understood for delivering appropriate customer services.

















Hotel standards
[bookmark: _Int_xcAkxLV0]The hotel industry is among the rapidly growing industries in the world. In the year 2022, the market size of the UK hotel industry was 16. 42 billion pounds (Statista, 2023). In the growing and competitive business environment, the hotel organisation needs to uphold their value and maintain its standards (Salem, 2021). In the present scenario, the hotels need to strengthen their brand presence to remain relevant in the business market. Brand standards include every aspect of the organisation. As per Foroudi (2019), the name, logo, values, employees, customers, infrastructures, and services, all come under the branding of the organisation. There are various purposes for brand consistency standards.  Branding helps in gaining an advantage over business rivals. In the age of digital marketing, the promotion of the brand can be done on a global stage (Wood, 2015). However, to gain the attention of the majority the brand needs to stand out from other brands. Branding of the hotel is done focusing on the core value of the organisation. It represents the organisation as a whole. Brand consistency standards help in building a relationship of trust with the customers (Chung and Byrom, 2021). Customers tend to favour organisations that have a strong brand presence. A carefully crafted brand standard develops mutual trust between the customers and the organisation. Brand standards also determine the customer experience. The customers already know the services they will get which creates brand loyalty. Every hotel has different standards based on the class and type of the hotel (Walker, 2013).  The aims and services determine the branding of the hotel. The hotels have different goals they want to achieve. For example, the hotel that provides food wants to sell high-quality food, whereas the hotel that provides liquor wants to sell high-quality liquor. The difference also lies in the difference of skills required from the workers.  





Reputation management
As per Pollák et al., 2019, reputation management refers to the process of managing customer perception of the organisation. It is particularly important in the hotel business as it enhances revenue by creating a relationship of trust with the clients. The growth of the hotel depends on the positive reception of the organisation. There is a direct relationship between the success of the hotel and its reputation. As businesses are resorting to online platforms to promote their brands, it is only essential for hotels to build a powerful reputation on social media platforms (Perez-Arands et al., 2019). There are various strategies by which the company can build a powerful reputation in the business market. The organisation needs to respond to every email whether good or bad. As most people tend to book a hotel after reading the reviews of the hotel on social media platforms. The organisation is expected to respond to a negative review and display ways in which it will address the issue. The organisation needs to focus on digital marketing. The digital space is constantly changing, and it is important to follow the online trends of the hotel industry. Content marketing is an important strategy that can be used by the company to enhance its marketing strategy (Khmiadashvili, 2019). They need to create new regular content on the social media platform highlighting the positive aspects of the company. The organisation needs to display visibility in their work process so that it attracts the customer's interest. The company needs to engage with their customers. Adding the live chat facility on the company’s website can help the organisation to collect the grievance of the customer on a personal level (Perez-Arands et al., 2019). This will prove as a motivation for the company to improve its policies as well as the work process. In an organisation, reviews have become one of the most influential factors in attracting customers and retaining them. However, the approach will only be successful if reviews provided by people are positive. The negative reviews provided by people have a severe impact on the reputation of an organisation. With a damaged and affected reputation, the company will lose its potential and ability to attract as well as retain its customers (Le and Ha, 2021). As modern society makes effective research on the reviews before purchasing a service increases the impact of negative reviews on the reputation as well as its growth and development. Services of hotels are pre-reserved and booked through an online process where they get access to reviews offered by customers. Along with the reputation of the hotel, its business may collapse or will not attain any development. Reviews also show the strengths and weaknesses of the service or product offered by the hotel. 






















Service culture
Service culture refers to the approach and idea of a company which puts immense emphasis and focus on customer service. In this approach, the needs and requirements of customers are kept as the top priority within the organisation. The vision, mission and values of a hotel embracing service culture are upheld by customers. With this positive customer service and positive culture, employees will also feel motivated as positive reviews and feedback are provided by customers (Raza et al., 2020). The key factors include respecting customers, professionalism, respecting customer time, interest needs, personalisation and so on. A hotel with a service culture embraces these various elements within the organisation. The service culture has significant differences in comparison to the corporate culture adopted by hotel organisations. The major difference is that the corporate culture focuses on directing policies towards its mission and vision. On the other hand, the policies in service culture are oriented towards premium customer service. Strong corporate culture focuses on advancing and improving better and transparent communication among employees within the workplace (Pisar, 2020). Whereas strong service culture emphasises strong and appropriate communication with customers to understand their needs and requirements. However, both cultures focus on improving performance and productivity within the organisation to deliver higher satisfaction to its customers. The hotel industry is one of the largest industries in the world with a wide range of customers. As reputation was found to be an essential element affecting the hotel industry, it can be understood that embracing customer service will allow them to develop a positive reputation. The workplace of the hotel will become more customer-centric (Kao et al., 2020). The implementation of a service culture in the hotel industry will result in a richer and healthy customer experience and services. Culture is also important to enhance customer loyalty towards the brand or the company. As a result of these initiatives, the industry will further expand and develop.






 
Recommendations
Hotels have been witnessing various trends within the market that should be observed and considered to deliver higher performance and productivity. One major trend within the market is the rising popularity of digital technology in the hotel market. Thus, the industry should focus on embracing technological changes by implementing extensive use of digital technologies. These include online and contactless transactions and payment, digital marketing strategies, the use of VR/AR and others. Currently, people prefer online or contactless payment due to its higher convenience and faster process (Önder and Gunter, 2022). Further digital marketing strategies have become popular in the market due to their effectiveness and deeper reach among customers. The use of VR and AR within the industry has become popular as customers will be able to get a virtual experience allowing them to make better decisions. Another major trend within the hotel industry includes sustainability which has become popular as it is one of the major requirements asked by modern customers (Tesone, 2014). Sustainability in the hotel industry includes appropriate and effective use of resources without causing harm to the environment or society. Further, sustainability also embraces the idea of long-term development and growth of the industry (Trišić et al., 2021). Thus, the hotel industry should execute various tasks that align with the aspects of sustainability. These include the use of eco-friendly products, reducing waste, green practices, saving energy and so on. These are some recommendations that could be displayed for the hotel industry. Successful approaches to these initiatives offer the benefit of delivering better services to customers along with the improvement of its brand reputation and image.




 
Conclusion
In the above report, it was found that the hotel industry was vulnerable to several factors such as brand standard, reputation management and organisational culture. The report highlighted the importance to have consistency in brand standards for attracting wider customer ranges. Information on reputation management was provided in the above sections. Further, it was also found that the reputation of hotels was also affected by negative reviews. The importance of having a service culture in the hotel industry was displayed in the above report. In addition to this, recommendations such as sustainability and digital technologies were provided for the hotel industry to enhance its services.
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