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[bookmark: _Toc134033733]Introduction
The hospitality sector is a very competitive , and it is continuously developing; as a result, hotels continually work hard to deliver remarkable experiences for their guests and to maintain their stellar reputations. In order to do this, hotels need to place primary emphasis on essential criteria such as consistency in branding, service culture, and efficient handling of guest reviews and feedbacks. This report addressed the aspects of the hotel management related to the hotel standard, hotel brand consistency and managing the reputation of the hotels. Also, further discussions include the comparative discussion of service culture and corporate culture, following which recommendations are suggested. 


[bookmark: _Toc134033734]Hotel Standards
[bookmark: _Toc134033735]Purpose of Brand Consistency for Maintaining Hotel Standards
The term brand consistency refers to the process of ensuring that all components of a hotel's brand (including logos, message, and visual representation, among other things) are presented in the same manner across all touchpoints, whether those touchpoints are located online or offline. By developing clear and uniform brand standards ranging from accommodation layout to consumer service, Marriott is able to guarantee that visitors enjoy the same high-quality experience regardless of whatever Marriott hotel guests choose to stay at (Chathoth et al., 2021). These standards include a variety of aspects, including room design and customer service. This helps to establish trust and loyalty among guests, since they are aware that they can depend on Marriott to give a consistently excellent level of service. In turn, Marriott benefits from this by attracting and retaining more customers.
Everything about a Marriott hotel, from the logos and colour schemes to the designs of the rooms and the facilities they provide, adheres to the company's brand guidelines. This uniformity contributes to the development of a feeling of familiarity and comfort among visitors, who are aware of what to anticipate throughout their stay at a Marriott hotel because of this consistency (Yu et al., 2022). This, in turn, may contribute to greater levels of customer satisfaction and loyalty on the part of visitors, since people are more inclined to return to a hotel that has a welcoming and familiar atmosphere. Marriott is able to build an identity that is distinct and easily recognisable, setting it apart from other hotel brands in the industry, by ensuring that its brand identity is maintained throughout all of its properties.
[bookmark: _Toc134033736]Do All the Hotels Have Same Standards?
Even within the same brand or chain, not all of the hotels have the same quality control measures in place. Hotels that are part of the same brand or chain may have some characteristics in common with one another, such as a visual identity or brand language that is very similar (Kim et al., 2020). There are many distinctions to be found between the physical features, services, and facilities provided by each specific hotel. Luxury establishments, such as The Ritz-Carlton, feature extra facilities and services in addition to those offered by standard Marriott hotels. These include butler service, personalised concierge assistance, and luxury spa treatments. There will always be variances in the standards and services provided by hotels within the same brand or chain, despite the fact that there may be a few shared characteristics in the standards and services given by various hotels within the same brand or chain (Wu et al., 2022). These variations are always dependent on criteria such as geography, target market, and local restrictions. This is up for every particular hotel to select the most effective way to satisfy the requirements and expectations of its visitors, all the while being faithful to the overarching brand identity and rules set by the brand or chain.
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[bookmark: _Toc134033738]Managing Hotel Reputation Effectively
In this day and age, it is very necessary for hotels to have effective reputation management systems. Guest criticism has the potential to rapidly spread and have an effect on a hotel's reputation, especially with the proliferation of internet review sites and social media. Marriot International is able to keep updated about input from guests and identify areas in which there is room for development by monitoring internet reviews (Jain et al., 2019). A further vital aspect of managing one's reputation is providing a response to the comments and questions raised by guests, whether good or negative. Responding to good reviews may help reinforce a favourable reputation, while reacting to adverse reviews can help reduce the effect of negative reviews. 
[bookmark: _Toc134033739]Importance of Effective Guest Reviews Management
Because online feedback can have have an immediate effect on reservations and the reputation of a hotel, it is essential for hotels to have effective supervision of the reviews left by their guests. The vast majority of potential guests research hotels online before making a reservation, and the evaluations they read may have a significant impact on the hotel they choose (Park et al., 2020). On the other side, negative evaluations may be detrimental to a hotel's image and turn away prospective customers. Monitoring and reacting to each of the good and adverse remarks made by guests is an essential part of managing online reviews in an efficient manner (Gao et al., 2022). Also using feedback from customers to determine areas that need improvement and making adjustments to enhance the general satisfaction of customers. Hotels have the ability to enhance their credibility, increase the number of reservations they get, and ultimately boost their revenue by properly handling reviews left by guests.
[bookmark: _Toc134033740]Impact of Negative Review on Hotel Reputation
The reputation of a hotel may be harmed by unfavourable evaluations, which can lead to a reduction in income and the number of customers who choose to stay there. They may also hurt the brand image of the hotel, which is problematic since it is tough to recover a poor reputation (Berezina et al., 2020). On top of that, user-generated material such as reviews may have an effect on a hotel's search engine ranking. Search engines give user-generated content such as reviews a higher priority than other types of information. It is essential for hotels to properly handle negative reviews by providing responses in a timely and professional way and using input from guests to discover areas in which improvements can be made (Yu et al., 2022). Hotels have the ability to lessen the effect of bad reviews and improve their image over time if they respond to criticisms posted online and work to enhance the overall visitor experience.
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[bookmark: _Toc134033742]Difference between Service Culture and Corporate Culture
There is an association between service culture and corporate culture, although these two ideas are distinct in both their emphases and their areas of influence. Service culture is the term used to describe the unique set of beliefs, behaviours, and attitudes that are instilled in an organization's workforce in order to offer superior customer service (Chathoth et al., 2021). It includes everything that has to do with a company's interactions with its clients, including as interacting, resolving issues, and meticulous consideration of detail. At the reverse side, when we talk about an organization's corporate culture, we are referring to the overarching set of values, beliefs, and behaviours that contribute to the formation of the company (Nakamura et al., 2020). It encompasses not just providing good service to customers but additionally the internal processes, excellent management, and core values held by the firm. Service culture is a component of corporate culture, but its primary goal is to provide great experiences for customers of the business.
[bookmark: _Toc134033743]Importance of Service Culture in Hotel Industry
In the hospitality business, service culture is of the highest significance because of the direct impact it has on both the quality of the experience that guests have and the overall performance of the property. An outstanding level of customer service that leaves a lasting impression is one way for a hotel to differentiate itself from others in its industry and stand out from the crowd (Gao et al., 2022). It takes dedication from all personnel to provide reliable and personalised service, and it spans all elements of the visitor experience, from checking in to cleaning to service in the restaurant. Increased satisfaction among guests, returning customers, and favourable reviews are all potential outcomes of a robust service culture, all of which have the potential to increase the hotel's earnings and enhance its reputation (Kim et al., 2020). In order for hotels to stay competitive in the business, it is vital for them to place a high priority on developing and sustaining a strong culture of service and to invest in doing so.


[bookmark: _Toc134033744]Recommendations
In order to maintain the competitive advantage in the industry, hotels need to vigilantly track changes in the market and adapt their business strategy appropriately. Investing in technology that improves the experience of visitors, including portable check-in and biometric room entrance, is one kind of recommendation that may be taken into consideration (Liang et al., 2022). One further way to attract visitors who are concerned about the environment is to place an emphasis on practises that are sustainable and ecologically beneficial. On the other hand, certain companies may struggle to overcome challenges such as restricted access to capital or difficulties adjusting to advances in technology. It is essential for hotels to perform an in-depth examination of their skills and resources in order to discover areas in which they can make improvements as well as possible roadblocks (Yu et al., 2022). Hotels ought to additionally render the feedback from guests a priority to ensure that they are satisfying the desires of the guests and maintaining their relevance in the industry.
[bookmark: _Toc134033745]Conclusion
The hospitality sector is very competitive and is always undergoing new developments. Hotels need to make effective supervision of feedback from guests their top priority, create a service culture that is robust, and keep on edge of competitive developments if they want to continue to be profitable and relevant. Making investments in areas like as technology, environmental friendliness, and customer service may all contribute to the success of a hotel. However, companies may encounter challenges, such as inadequate funds or challenges responding to new technologies.
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