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Executive Summary 

	The tourism industry itself experienced a remarkable transformation in the last couple of years when more and more companies started to concentrate on hospitality as their main area of activity. Most important for the overall performance and success of a particular hotel would be its occupancy rate. A hotel, restaurant, or resort's ongoing fixed operating costs are practically equal regardless if it is entirely booked, partially occupied or unoccupied. Therefore, hotels will have to ensure that they maintain satisfied guests in an effort to optimise and maximise the use of its accommodation. Standards for hotels will vary depending to the specific category and classification and will depend based on specifically what a hotel is aiming to accomplish and the specific business concept. The hotels must consider that their guests have become considerably well informed by having direct access to relevant data without depending on agencies or booklets in order to be able to compare destinations or hotels. By simply accessing the internet, the social media platforms or the website of the desired hotel, an individual can decide if it will book a room or a holiday. A crucial factor in their decision is represented by the reviews or comments of other guests. Ideally, the customer service emerges into a culture, which is derived primarily from certain perspectives which affect or shape behaviours, values or social organisation. At its most basic, the customer service approach represents a distinct form of knowledge, a culture firmly anchored to a service-oriented approach. The benefits of embracing a service culture and the benefits associated with it can't be overestimated.
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1. Introduction
	
	In this report I will discuss relevant details about the hotel standards and their purpose, the importance of customer reviews and their impact on the image of a certain business and about the service culture in the hospitality industry.   You will discover how the online reviews of guests influence and impact the decision of potential customers in deciding whether or not to choose a brand or product and how the customer experience can stand as a cornerstone for a business. It is well known that all this aspects have a huge impact on the overall success and development of a brand or a small accommodation. Recommendations will be provided in the end of this report aimed for improving the service experiences.

2. Main Findings

	According to Holloway and Humphreys (2022),  hospitality businesses continually develop, and if they want to succeed, they need to constantly evolve, in order to be able to adapt to the changing trends in hospitality. For example, marketing initiatives and hospitality practices must adapt to current technological developments in response to world trends. It's the manner in which companies respond to their guests' requirements which has a direct influence on their profits when operating in a competitive market.

	2.1. Hotel Standards
	
	Hotels' quality standard refers to the overall operational standards, e.g. employees, services offered to guests, marketing, etc., as well as functional ones, e.g. service quality, standard of comfort, etc. (Bardi, 2021). According to YouGov UK (2023), among the most popular hotel brands in UK are: Premier Inn with a 67% popularity, followed by Travelodge with 62% popularity and Hilton with 51%. 
	According to Sccorrano et al. (2019), brand consistency is very important to be considered, and that's when hotels and resorts offer unique language and brand identity, colours, visual branding, and they consistently provide through their websites, e-mails, all these kind of messages are created in guests' minds throughout the years.
	 British Hospitality Association (AA) launched a system in 1912 in order to distinguish and award hotels based on the standard and choice of their services and features. There are common quality guidelines and standards established by the AA in 2006 alongside the major agencies for the assessment and rating on accommodations. Such classification levels and categories are now applied all over the UK and granted by four national and authorised organisations: i.e. the AA, Visit Wales, Visit Scotland or Visit England. (The Nare, 2023).
	According to the Common Quality Standards for AA accredited hotels, examiners will mark points from 1 to 5 in every particular section, as follows: 1 – acceptable; 2 – average; 3 – good; 4 – very good; 5 – excellent. Using such a rating, accommodations will be awarded with an A-star quality rating from one to five stars in the following scale: One Star – 30-46%; Two Star – 47-54%;  Three Star – 55-69%; Four Star – 70-84%; Five Star – 85-100% (Automobile Association Developments Ltd, 2023). As listed on TripAdvisor (2023a), among the top 5 Star Hotel, we can find Shangri-La The Shard in London (ranked first, The Montcalm Royal London House (ranked second) or Royal Lancaster London, which is ranked third, according to the reviews received from guests.

	2.2. Reputation Management

	Managing the reputation of a hotel consists in observing how a brand is reflected or perceived by its guests on the internet. Based on feedback and opinions expressed by consumers within a 12-month time period,  in 2023 TripAdvisor awarded ‘Travellers’ Choice Best of the Best’  in Europe, to Shangri-La The Shard (London), Romance Istanbul Hotel (Turkey) and on 3rd rank we can find Ikos Dassia, located in Corfu, Greece (TripAdvisor, 2023b).
	According to a study of Bright Local (2023), 98% of respondents choose to check online opinions about a local business or company, with Google (87%) as the world's number one trusted rating system in all industries,  followed by Yelp (48%), Facebook (46%), and Tripadvisor (29%)  who continues to hold an important position when it comes to hospitality services. Together they illustrate how the online reviews are playing a major roll for the hospitality business. As described by Tham et al., (2020), references in the social media may have as well a significant influence on the hotels. 
	Moreover, brands might encounter some negative reviews on their social networks, and this can negatively impact their image. As an example, a hotel guest would post a complaint or negative comment in a review on Facebook, Instagram or on TikTok, and this can potentially circulate fast or be seen by a wide number of people, depending on their number of followers (Mate et al., 2019). However, a hotel's ability to provide an accurate answer could trigger other negative posts which could affect the hotel's overall appearance or reputation. 
	Based on a study conducted by Dimensional Research, people who responded were 50% more willing to leave negative experiences about a particular brand than not share their experiences at all on an online social network, compared to 52% who were more willing to write about their experiences online. The truth is, people are more likely to give negative feedback rather than good ones (Marketing Charts, 2013). 

	2.3. Service culture 
	
	The customer service culture represents a business management concept which places its customers at the heart of its service and operations. Through this framework, customers are taken into consideration in decision-making processes as well as in daily operations (Koc, 2020). It provides an outstanding guest experience, improving the probability they will not simply refer to a business, but will also consider suggesting it to other people. So the more positive references that guests provide to a particular hotel, the more probable it is that it will flourish.
	As workplace culture focuses more on organisation or employees, the service culture positions its customers in the centre of its overall business objectives, its organisational view or its support results. The service strategy defines the crossroads between the distinct customer service themes and organisational culture in tourism industry. (Cooper and Hall, 2022). When a hotel is guided of a service culture, it is better equipped and positioned in order to succeed in providing excellent services. When everything they do and decide focuses on their customers, they are more likely to understand their needs and not just achieve them, as well as improve and exceed them.
	Hotel brands as the Marriott Hotels, the Aloft Hotels or the Four Seasons designed a completely different type of intelligent rooms. Such rooms offer their guests not only the possibility to change the room's climate, lights or other gadgets, they also provide the opportunity to use advanced technology in combination with intelligent devices in order to allow the management of the hotel to understand the guests' specific expectations and personalize its offerings (Lukanova et al., 2019). Another example of an excellent service driven culture include the Ritz-Carlton and Zappos. At Ritz-Carlton, the company makes sure its employees will always start their shift in customer service at the highest priority, with a ten minute briefing at the beginning of a shift (Pearslon et al., 2019). Embracing a culture of service implies that people within a company are sharing with the same view towards delivering the highest level of quality in order to understand, support or communicate better with their customers. Its guests are the most important factor when it comes to fulfilling its objectives.

3. Conclusion

	Concluding the main findings of this report, hotel standards, reputation management and the service culture have a tremendous impact on a hotel image and its revenues. When it comes to tourism brands, a major factor in their development is their standards. Also, negative ratings may affect a hotel's profits, because guests are more likely to be interested in spending more money in higher ranked establishments, while positive feedback will impact significantly on it image and revenues (Anagnostopoulou et al., 2019). Hotels with a strong orientation towards their customer service are particularly the most popular and highly targeted.


4. Recommendations

	When a specific hotel seeks methods to boost and improve its overall success, then they should focus on getting as many positive guest reviews in the online arena. By monitoring the reviews on websites, updating and being involved on social networks, as well as optimising the website for traffic optimisation can increase the customer satisfaction (Leung et al., 2013). Forming their employees from the beginning into a unique customer care and service oriented strategy, communicating about the business strategy explicitly, and providing opportunities for them to socialise as a team, i.e. weekly staff team lunches, will enhance the service culture that exists in the organisation. By ensuring the service provided meets the high quality guidelines, will help strengthen a hotel's image, because higher standards in service can increase the number of positive recommendations received by the hotel. Adopting the new technologies would be a strong suggestion to hotels in order to improve the overall customer satisfaction experience, and in some businesses these technologies could contribute towards a more effective organisation. Another important recommendation would be that hotels provide virtual-tours for future potential guests of a room, spa or restaurant to explore the environment, all from the privacy and comfort that comes out of their own houses. Perhaps this might prove essential in order for these guests to get from the planning process to actually booking a holiday.
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