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Executive summary 

The fundamental features of the hospitality sector are examined in this study, with an emphasis on hotel standards, reputation management, and service culture. Hotel standards promote consistency in quality across services and play an important role in establishing the visitor experience. Luxury establishments such as The Langham and The Landsborough are highlighted as examples of how to maintain high standards while providing personalised service. Budget hotels like easy Hotel and Premier Inn, on the other hand, prioritise basic comfort and hygiene. In addition, the study addresses the emergence of boutique hotels that respond to the need for genuine local experiences. In the digital era, reputation management requires attentiveness and skilful handling of internet reviews. Two techniques are investigated: Hilton's interactive web presence strategy and Marriott's proactive feedback collecting throughout the guest stay. A hotel's online reputation has a huge influence on its status, making it critical to react quickly to evaluations and continuously improve based on feedback. Service culture is emphasised as an important factor in the hospitality business since it directly effects the client experience. Customer pleasure and exceeding expectations may lead to repeat business and brand loyalty. To encourage repeat business, hotel brands are establishing loyalty programmes such as Marriott's Bonvoy and Hilton's Honours.
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1. Introduction

The hospitality sector is a broad and diverse field that encompasses various services, such as tourism, food and beverage, and event planning. It is driven by the principle of providing customers with exceptional experiences. The hospitality industry is constantly adapting to the changes brought about by the consumer trends and evolving needs of its customers. It plays a vital role in the global economy and cultural exchange (O’Gorman, 2010). The hospitality industry has demonstrated its resilience in the face of various challenges, such as the COVID-19 pandemic. Furthermore, hotel standards ensure consistent quality, enhancing customer trust. Reputation management, handling public perception and guest reviews, directly impacts a hotel's success. Service culture, emphasizing exceptional customer service, shapes the guest experience, influencing satisfaction, loyalty, and the hotel's overall standing. The aim of this paper is to analyse the various aspects of the hospitality industry, such as standards, service culture, and reputation management.

2. Main findings

2.1. Hotel standards
The foundation of service procedures and quality for the hospitality industry can be found in hotel standards. They have complete control over the hotel's appearance, comforts, services, food, and drinks (Tesone, 2014). Comprehensive definition, consistent communication to all staff, thorough training, and regular monitoring are required to maintain consistency of these standards. However, audits of quality are crucial to this procedure. Hotels may improve their service by inspecting and reviewing their processes on a regular basis (Happel, 2015). These audits are thorough and performed frequently at premium hotels like The Langham to catch any problems with service immediately. British luxury hotel chain The Langham, for instance, is known for its high standards, especially about the cleanliness of guest rooms and the quality of their extra services. Their regular quality audits and methodical training programmes for employees guarantee uniformity (Abdou, Hassan and El Dief, 2020). However, it is important to remember that not all hotels provide the same quality of service. Branding, intended consumers, geographic location, and cost all play a role in shaping these guidelines' malleability (O’Fallon and Rutherford, 2010). The Langham and The Landsborough, two of the UK's most prestigious hotel companies, are known for their lavish accommodations and attentive service. They set themselves apart with luxurious furnishings, personalised service, and delectable dishes (Hoare, 2021). Hotels on a tighter budget, such the ones offered by easy Hotel and Premier Inn, keep their standards lower and focus on providing the essentials. They value a spotless, pleasant stay over opulent amenities and attentive staff. The hotel business is always developing new ways to better meet the needs of its customers (O’Fallon and Rutherford, 2010). Many UK hotels, for instance, are including special, regional touches in their offerings. On the other hand, the popularity of boutique hotels like The Pig and Artist Residence reflects the demand for authentic, in-depth local experiences among today's vacationers. They embody a fresh approach to service quality that places equal importance on individuality and customization as it does on convenience and opulence (Armstrong et al., 2014).

2.2. Reputation management

In the hospitality sector, reputation management entails keeping an eye on, swaying, and improving the way a hotel's name is thought of, especially in online reviews and social media threads. Due to the proliferation of online review sites like TripAdvisor and social media channels like Instagram and Twitter, hotel management now must pay close attention to their online reputation (Johnston, Clark and Shulver, 2012). For several reasons, a hotel's internet presence is crucial to its reputation management efforts. First, it serves as a medium via which hotels may have open communication with their guests, showcasing their offerings while also fielding questions and comments (Hudson and Hudson, 2013). Second, it enables prospective clients to research, compare, and read reviews before committing to a reservation. As a result, a hotel's reputation and exposure can benefit greatly from having an active, interesting, and responsive internet presence (Kotler et al., 2014) However, handling negative feedback tactfully is essential. Even though negative reviews might hurt a hotel's standing, they also present an opportunity to show how much of a priority customer service is to the staff (Swarbrooke and Horner, 2011). Different approaches to public relations can be seen amongst major hotel giants like Hilton and Marriott. For example, Hilton uses its extensive internet presence across numerous channels to interact with guests, including reacting quickly to feedback and providing individualised service. However, Marriott takes a more preventative tack by actively seeking out guest feedback throughout their stay in order to remedy concerns before they become publicised (Kaplan and Norton, 2008). In summary, in the highly competitive hospitality sector, reputation management is crucial to a hotel's success. Maintaining a robust internet presence, responding to reviews quickly and efficiently, and using feedback to improve incessantly are all examples of good techniques. These methods, when coupled with an unwavering dedication to quality service, may do wonders for a hotel's profile.

2.3. Service culture
In the hotel sector, service culture refers to a common mindset or attitude that emphasises putting customers first and offering great service. It is a culture in which every employee recognises the value of customer satisfaction and tries to provide high-quality service (Wood, 2015). In the hotel sector, service culture is crucial since it directly affects the client experience.  Service may be a crucial distinction in an industry where firms are sometimes identical in terms of goods or cost. However, it is not only about meeting, but also surpassing, consumer expectations (Walker, 2013). A good service culture may result in high satisfied customers, returning customers, favourable referrals, and eventually, client loyalty. Furthermore, customer loyalty is a measurement of a customer's preference for one brand over another. It is significant because loyal consumers not only bring repeat business but also serve as brand ambassadors, promoting good word-of-mouth and indirectly influencing the choices of new customers. Building and retaining client loyalty may be a huge competitive advantage in the highly competitive hospitality business (Vallen and Vallen, 2014). Delivering consistently exceptional service, personalising experiences, and recognising and rewarding client loyalty are all necessary steps in building customer loyalty. It is all about knowing the wants and preferences of the consumer and going above and beyond to surpass their expectations (People 1st, 2017). To reward regular clients and promote repeat business, several worldwide hotel companies have introduced customer loyalty programmes. Marriott's Bonvoy programme, for example, rewards members with points for stays that can be redeemed for free nights, hotel upgrades, and even activities like cooking courses or wine tastings (Hudson, 2020).  Hilton's Honours programme, on the other hand, enables members to earn both hotel points and airline miles for the same stay, allowing additional flexibility. A loyalty programme, however, is just one part of fostering client loyalty. More significantly, the hotel's service culture provides unique encounters that entice guests to return. The Ritz-Carlton, for example, is known for its extraordinary service culture, in which personnel are entrusted to go above and beyond to guarantee visitor happiness (Lee, Tsang and Pan, 2015).  Finally, developing a strong service culture and cultivating client loyalty are critical for success in the hotel sector. Hotels should prioritise constantly providing great service, personalising visitor experiences, and establishing customer loyalty programmes that give actual value. They may distinguish themselves from competition, increase consumer loyalty, and drive long-term success by doing so.

3. Conclusion

In conclusion, the hospitality business, with its emphasis on providing excellent client experiences, is at the crossroads of hotel standards, reputation management, and service culture. Each component is important in influencing the visitor experience and establishing a hotel's overall market status. Hotel standards provide consistency in service quality, which increases client confidence. In the digital era, reputation management necessitates proactive answers to both unfavourable and good evaluations, emphasising the importance of online presence. Finally, service culture emphasises the importance of customer-first methods, which leads to customer loyalty, which is critical for long-term success. All these elements work together to build a hotel's own brand identity and impact its market placement. Hotels can navigate the competitive hospitality industry by being sensitive to changing customer trends and providing exceptional service. The harmonisation of standards, reputation, and service culture, on the other hand, will actually drive success in this customer-centric sector.

4. Recommendations 
First and foremost, with rising consumer awareness of environmental concerns, sustainability has emerged as a must-follow trend. Hotels can investigate measures to lessen their environmental impact, such as introducing energy-efficient practises, lowering water use, and purchasing locally produced, organic food for their restaurants (People 1st, 2017). Secondly, the hotel sector relies on a strong service culture. Regular staff training to ensure they are able to provide exceptional customer service may lead to increased client satisfaction and loyalty (Vallen and Vallen, 2014).Third, hotels should take an active role in managing their online image. This involves reacting quickly to both good and negative internet evaluations and dealing with client issues in a timely and professional way. Using technology to monitor internet discussions and reviews may be transformative in this area (Happel, 2015). Furthermore, offering personalised and unique experiences to visitors is critical in the era of the experience economy. Hotels may use data analytics to better understand their clients and provide personalised services, promotions, and suggestions. For instance, hotels may use blockchain technology to create an immutable, secure ledger of guest preferences that can be shared (with appropriate rights and privacy measures) throughout the hospitality sector. This enables hotels to better understand their clients and provide highly personalised experiences across many properties and locations (Antoniadis, Spinthiropoulos and Kontsas, 2020).  However, the deployment of blockchain technology is fraught with difficulties. It requires a considerable initial investment, a thorough grasp of the technology, and a willingness to embrace new business practises. Furthermore, concerns of privacy and data protection must be properly managed. Despite these limitations, blockchain has the ability to revolutionise the hotel business by driving personalisation, efficiency, and transparency.

5. References

  Abdou, A.H., Hassan, T.H. and El Dief, M.M. (2020). A Description of Green Hotel Practices and Their Role in Achieving Sustainable Development. Sustainability, [online] 12(22), p.9624. Doi: HTTPs://doi.org/10.3390/su12229624.
  Armstrong, G., Adam, S., Denize, S. and Kotler, P. (2014). Principles of Marketing. [online] Google Books. Pearson Australia. Available at: https://www.google.co.uk/books/edition/Principles_of_Marketing/UKyaBQAAQBAJ?hl=en&gbpv=1&dq=of+boutique+hotels+like+The+Pig+and+Artist+Residence+reflects+the+demand+for+authentic [Accessed 5 Jun. 2023].
‌ Happel, M. (2015) Five Star Service: How to deliver Exceptional Customer Service, Pearson, London
  Hoare, S. (2021). Piccadilly: London’s West End and the Pursuit of Pleasure. [online] Google Books. History Press. Available at: https://www.google.co.uk/books/edition/Piccadilly/rXEyEAAAQBAJ?hl=en&gbpv=1&dq=The+Langham+and+The+Lanesborough [Accessed 5 Jun. 2023].
  Hudson, S. and Hudson, R., 2013. Engaging with consumers using social media: a case study of music festivals. International Journal of Event and Festival Management, 4(3), pp.206-223.
  Hudson, S. (2020). COVID-19 and Travel: Impacts, responses and outcomes. [online] Google Books. Goodfellow Publishers Ltd. Available at: https://www.google.co.uk/books/edition/COVID_19_and_Travel/eMRLEAAAQBAJ?hl=en&gbpv=1&dq=Marriott%27s+Bonvoy+programme [Accessed 6 Jun. 2023].
  Johnston, R. Clark, G. & Shulver, M. (2012) Service Operations Management, Pearson, London
  Kaplan, R.S. and Norton, D.P. (2008). The Execution Premium: Linking Strategy to Operations for Competitive Advantage. [online] Google Books. Harvard Business Press. Available at: https://www.google.co.uk/books/edition/The_Execution_Premium/qTg5R5GXEZoC?hl=en&gbpv=1&dq=.+For+example [Accessed 6 Jun. 2023].
‌  Kotler, P., Bowen, J.T., Makens, J.C. and Baloglu, S., 2014. Marketing for hospitality and tourism.
  Lee, J.-S., Tsang, N. and Pan, S. (2015). Examining the differential effects of social and economic rewards in a hotel loyalty program. International Journal of Hospitality Management, 49, pp.17–27. Doi: HTTPs://doi.org/10.1016/j.ijhm.2015.05.003.
  O'Fallon, M.J. and Rutherford, D.G., 2010. Hotel management and operations, 5th Ed, John Wiley & Sons.
  O’Gorman, K. (2010) The Origins of Hospitality and Tourism, Goodfellow, Oxford
  People 1st (2017) The performance & talent management revolution, PF, Uxbridge.
  Swarbrooke J & Horner S (2011) Consumer Behaviour in Tourism 2nd Ed, Oxford, Butterworth
  Tesone, V. (2014) Principles of Management for the Hospitality Industry, Butterworth Heineman, Oxford
  Vallen, G.K. & Vallen, Jerome J. (2014) Check-in check-out: managing hotel operations Ninth edition.; Pearson new international.,
‌  Walker, J. (2013) Introduction to Hospitality Management, Pearson, London
  Wood, R.C., 2015. Hospitality Management: a brief introduction, Sage, London

‌

‌






2

