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[bookmark: _heading=h.gjdgxs]Introduction
Organisations must stay current with the newest hotel trends to stay ahead of the highly competitive hotel sector competition. Furthermore, keeping up with the economy as a whole is a great way to make sure that the company supplies the level of customers that people want and expect. (Lam and Law, 2019). The assignment covers both the corporate consistency guideline's goal and the techniques hotels use to maintain their goodwill. The hotel industry's corporate culture and level of service have also been covered in this work. There also include certain examples of Hyatt hotels and Marriot International as a comparison between two global players. 
[bookmark: _heading=h.30j0zll]Main Findings
[bookmark: _heading=h.1fob9te]Hotel standards
[bookmark: _heading=h.3znysh7]Purpose of brand consistency standards
The corporate identity of a brand is a result of brand consistency; hence it is crucial. Clients are more inclined to complete transactions and remain loyal to a firm whenever they are aware of its trademark as well as favourable connections regarding it (Gulfrazet al. 2022). Additionally, by maintaining brand consistency, an individual strengthens the benefits their clients may point to when promoting their products to their acquaintances and following them on social networking sites. Brand consistency is the foundation of a hotel's identity and its promise to customers. By upholding these criteria, hotels may provide their visitors with a special and unforgettable service (Buehring and O’Mahony, 2019). Each component of the experience provided to guests is outlined under brand standards, including the superiority of the bed linens to the degree of care.
[bookmark: _heading=h.2et92p0]Do all hotels have the same standards?
The standards for hotels change depending on the nature and grade of the hotel, the goals of the business, as well as its unique selling proposition. Standardisation has become one of the primary crucial factors within the situation of hospitality chains (Rodríguez-Antón and Alonso-Almeida, 2020). This suggests that a guest must be aware of what to expect no matter the institution they decide to stay at. As an example, the Hyatt Hotel's criteria include inclusivity, honesty, reverence, testing, compassion, and happiness. While Marriot International upholds the values of helping others, striving for superiority, welcoming shift, and behaving with transparency. Becoming a member of Marriott International entails becoming a component of an illustrious past as well as a vibrant present.

[bookmark: _heading=h.tyjcwt]Reputation Management
[bookmark: _heading=h.3dy6vkm]Ways hotels manage their reputation effectively
The main focus of managing the image of a digital hotel is keeping an eye on and changing the way this establishment is seen. Monitoring review websites, commenting and interacting on the internet, improving the site's searchability, and other activities are all part of it (Hartanto, Firmansyah, and Adhrianti, 2022). To put this another way, the hotel's internet image is crucial to the whole organisation and maintaining it may significantly impact how the resort competes with its rivals. To correctly manage their reputation and attract visitors and organisers, hotels may enhance their efficiency through various sites and networks. For instance, Marriott uses the digital reputation monitoring tool (Revinate), while the Hyatt firm has prioritised consumer input when building a reputation for itself.
[bookmark: _heading=h.1t3h5sf]Importance of effective guest reviews management
The finest performance is what clients spend for and want. Hotels, eating establishments, tourist attractions, and other businesses may learn more about the standard of their services along with what their clients want from them by using questionnaires of their patrons (Yadegaridehkordiet al., 2021). Restaurants and lodging establishments may make certain their level of service is up to pace with the standards of the clientele by using input from previous visitors. When hotels maintain their client recommendations correctly, they may attract more visitors and generate more reservations while also giving their clients more assurance that they are making the right choice by staying there. Therefore, if a lodging establishment wants to increase the number of good Internet reviews for it, that is where it must begin (Baciket al. 2019). The regular provision of goods and operations that not just fulfils but also surpasses client demands is excellent customer service. Using the help of customer feedback, hotels can focus on offering enjoyable stays which may endure for generations.
[bookmark: _heading=h.4d34og8]Impact of negative reviews
A firm may suffer a lot from negative evaluations. Businesses risk losing customers each moment unfavourable feedback appears on Google inquiries (Liu et al. 2020). Clients are eighty-six per cent less likely to make a transaction from businesses with bad evaluations. In the end, bad evaluations reduce a company's online visibility and revenue. Responding to customer feedback is essential if businesses want to keep current customers or draw in prospective clients. Negative feedback may not spell downfall for every company. But rather than hindering the company, it gives them a chance to enhance their offerings or foresee future visitor needs (Johnson Jorgensen and Sorensen, 2021). Yet if companies offer answers, demonstrate their caring for consumers, and gain insight from their errors, then unfavourable evaluations might occasionally result in a detrimental impact. 
[bookmark: _heading=h.2s8eyo1]Service culture
[bookmark: _heading=h.17dp8vu]Service culture
'Service culture' has a wide range of descriptions according to certain individuals. It could also be called client service culture since, at its core, it pertains to a business environment that strongly emphasises providing excellent customer service (Sheth, Jain, and Ambika, 2020). A business with a service-oriented culture puts the client's needs foremost in all of its procedures and goals. Every worker's tasks must be directed towards providing the client with the finest service and highest value possible. The team's workforce is inspired to prioritise the client's needs first through a successful service culture. A client-focused culture is crucial since it constitutes the primary aspect that results in excellent service. Exceptional client service increases the likelihood that consumers will stay with the company and recommend its services to others (Kargas and Tsokos, 2020). Therefore, offering top-notch consumer service aids in bringing prospective clients through word-of-mouth recommendations as well as repeat commerce.
[bookmark: _heading=h.3rdcrjn]How does this differ from corporate culture?
The word "corporate culture" denotes the attitudes, norms, and practises that guide the way leadership and staff of an organisation communicate, carry out their duties, and do commerce (Luederitz, Caniglia, Colbert, and Burch, 2021). The corporate culture is typically implied rather than expressed clearly, and it develops organically through time based on the qualities of the workforce that a company hires. The dress code, hours of operation, workspace design, employee promotions, loss of staff, hiring practices, how employees and visitors are treated, customer satisfaction levels, and many other facets of business operations may all be used to gauge an organization's culture. Whether it is corporate or service-oriented, every organisation has a certain culture. The sole distinction lies in corporate culture's guidelines and practises focusing on its ultimate objective and goal (Sheehy and Farneti, 2021). While the organisation adheres strictly to a specific standard in service culture, namely providing exceptional service to clients.
[bookmark: _heading=h.26in1rg]Why is this important in the hotel industry?
Service culture is crucial in the hotel sector since it frequently represents both the initial and final contact clients experience alongside an organisation (Hewagama, Boxall, Cheung, and Hutchison, 2019). Because initial reactions count, companies must ensure that their client service agents are kind and effective, whereas a hotel's corporate culture, which is the culmination of its principles, customs, opinions, habits, and mindsets, is what distinguishes it from other businesses. A hotel with an optimistic business atmosphere recruits skills, motivates staff, and improves output. Anything influences the cultural character within the hotel industry. The atmosphere of a hotel is heavily influenced by hospitality direction, hotel management, workforce practises, rules, personnel, and more (Li, Bonn, and Ye, 2019). For example, Hyatt has locations all over the world renders it crucial for the business to evolve and alter by various cultures. They make assured that people aren't treated differently based on their nationality, ethnic background, or colour, while belonging to Marriott International comes with a rich past and a thriving culture, among other benefits.
[bookmark: _heading=h.lnxbz9]Conclusion
Consistency in the brand is the basis of a hotel's identity and its promise to guests. Hotels may offer their guests a unique and memorable experience by adhering to these standards. Standardisation is one of the most important elements influencing the state of hospitality chains. The whole success of the business depends on the hotel's online reputation, which must be kept up at all costs to give it a fighting chance against competitors. In addition to attracting more guests and bookings, hotels that properly manage their customer recommendations may give their guests more confidence that they are making the right choice by booking a stay there.
[bookmark: _heading=h.35nkun2]Recommendations
[bookmark: _heading=h.1ksv4uv]Recommendations for hotels regarding market trends
A few significant trends in hospitality marketing include: 
· In marketing for hotels and guest communications, emphasise security - The rising requirement to emphasise security precautions and cleanliness in promotional material and customer interactions constitutes among the major developments in the hospitality marketing industry. Visitors want confidence that they are hygienically maintaining their belongings.
· Marketing for Client Experience - Client experience advertising describes a group of hospitality advertising techniques centred on the interactions that consumers encounter with businesses or while visiting hotels. It is predicated on the notion that hotel guests spend for encounters rather than for goods or commodities.
· Using chatbots to enhance the visitor's experience and pleasure - The use of virtual assistants could prove quite helpful since people typically have high expectations for web-based client care and demand rapid answers to their questions. A virtual robot may be trained to address commonly asked questions, support the most significant marketing initiatives, increase direct bookings, or even help customers make bookings.
· The Function of Modular Cancellations - Among the most crucial aspects of the hospitality industry to keep in mind about client care is that the pandemic produced an abundance of ambiguity. Customers may be subjected to the unexpected enactment of new limitations, which might cost them money if they made non-refundable reservations. This mentality has persisted since the epidemic's peak since adaptable and changeable reservations are still considerably more appealing. By exhibiting empathy by having lenient cancellation legislation, businesses might travel a long way in attracting customers and fending off bad news.
· Using influencers - To target certain demographics with promotional messaging, companies often seek out people with a strong digital footprint and use their authority. The target demographics of innovators typically accept their opinions since they typically have built-up followings that may include members of a particular age group.
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