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[bookmark: _Toc148060758]Executive Summary 
The aim of this report is to assess the guest monitoring approaches for providing quality guest services. The hospitality industry is considered to be competitive with changing trends in regard to staying caught up. Reputation management is watching discernments and discussions while also replying to reputation intimidations and proactively grasping chances to boost the reputation of the hotel. Service culture is mainly practiced in the hospitality industry. Therefore, Ritz Carlton Hotel land Zappos ensures that employees always begin their shifts with customer service as a priority by doing line-up meetings before each shift. The leading hotel standard is considered to be maintained by the ISO. ISO stands for International Organisation for Standardisation, which is considered a self-governing, non-governmental, global group that helps to develop values that ensure the superiority, care, and competence of goods, services, and structures.
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[bookmark: _Toc148060759]Introduction 
In regard to this report, different hotels will be highlighted with respect to reputation management with service culture, brand consistency and hotel standards. Hence, these factors are considered an essential part of the hotel industry. The hospitality industry is considered to be competitive with changing trends in regard to staying caught up. Hence, the hospitality industry has consisted of different businesses, with the most expensive to cheap hotels. With that, there is a need to properly serve customers in order to lure them with different service tactics (Davahli et al., 2020).
[bookmark: _Toc148060760]Main Findings 
[bookmark: _Toc148060761]Reputation Management
In this mainly, reputation management is considered a concept practiced in the hotel industry to mainly affect shareholder or stakeholder insights with also public discussions around a group and its products. Hence, reputation management is watching discernments and discussions while also replying to reputation intimidations and proactively grasping chances to boost the reputation of the hotel. For example, Marriot Hotel was considered to be consecutive for 16 years as one of the World's Most Admired Companies by FORTUNE magazine till 2016, also taking the category in hospitality (Marriot News, 2016). Further, regarding reputation management, hotel managers keenly work on financial benefits, customer relationships, and customer brand benefits with respect to online review platforms. Hotel managers should recover the efficiency of their organisation of assessments and appraisals by learning a diverse range of aspects, which should be focused on when handling online ratings and reviews (Perez-Aranda et al., 2019). Further, for instance, Six Senses Hotel is mainly considered to be one of the best hotels in the hospitality industry. With this, it has a blended mixture of Western and Eastern cultures in a luxury hotel in order to meet consumers' demands. Therefore, from the data gathered from the Six Senses Hotel Resort in China, it is considered a UNESCO World Cultural Heritage Site. As a result, cultural curiosity, cultural motivation, and approaches to empirical genuineness, hotel appearance, consummation, and faithfulness. It was indicated that cognitive, cultural motivation, and attention significantly influence emotional authenticity, hotel image, and perceived value (Zhang et al., 2020). Hence, reputation management of the hotel is considered by their online existence and handling. Therefore, for instance, Kimpton Hotel is one of the best-loved brands in the hospitality industry. Hence, they provide unique experiences and customer services. The event was conducted by Kimpton and Emplifi, as they combined for a Pet Photo Contest. Hence, Emplifi assisted Kimpton in intensifying its social media operation to gather pictures and videos of visiting pets. Hence, it was considered a massive success according to the people on online bookings as the pictures were displayed on colonnades on Kimpton's separate belonging pages (Emplifi, 2023).
[bookmark: _Toc148060762]Service Culture
Service culture is a part of a company's environment and culture, which mainly positions and places importance on prodigious customer service to the customers. Therefore, any organisation or business trains staff to meet the client's wants first in all their doings. As a result, service culture is mainly practiced in the hospitality industry. Therefore, Ritz Carlton Hotel land Zappos ensures that employees always begin their shifts with customer service as a priority by doing line-up meetings before each shift. Therefore, employees are mainly teaching employees in order to carry out duties with customers always kept in consideration (Ruki, 2023). Moxy Hotels has received its standing for unrolling its existence in regard to the hospitality scene. Hence, the service culture in Moxy Hotels is different as they have different service cultures in regard to being a rebellious brand and luring customers to have a great time (PR Newswire, 2017). Hence, the service culture in Premier Inn Hotel is considered to feel valued, nurtured, and invested in the employees. With this, there is also reward and recognition for development. At Premier Inn, there is diversity and inclusion among employees with embracing diversity among employees. Hence, the employees are trained to source responsibly (George, 2021). 
[bookmark: _Toc148060763]Brand Consistency
Brand consistency is a concept which needs to be safeguarded in the way the company is presented in front of the customers. Therefore, it means what the company means and stands for in the market. As a result, marketing and promotion tactics are the main features in regard to social media platforms. Hence, all the marketing channels are unified in order to showcase the brand and message the customers perceive. Brand consistency in the hospitality industry is mainly considered to be uniform services to all customers (Roy et al., 2021; Jeong et al., 2023). Hence, in regard to the brand, the product's appearance is challenging to enumerate as the customer or consumer inclination is more towards peaks at moderate levels of segment prototypicality and brand consistency with economy-based goods, which benefit from cross-segment mimicry of luxury goods. Hence, brands such as Marriot, Six Senses and Ritz Carlton are specific examples of brand consistency (Liu et al., 2017). Therefore, brand consistency is needed in their services, for which customers are considered as the backbone of this factor. Therefore, hotels such as Hotel Indigo, Raffles and Marriot are considered for their brand consistency (Salivioni, 2021). 
[bookmark: _Toc148060764]Hotel Standards
In regard to hotel standards, Hotel Standards refer to the operational standards and the physical standards. Therefore, the leading hotel standard is considered to be maintained by the ISO. ISO stands for International Organization for Standardization, which is considered a self-governing, non-governmental, global group that helps in order to develop values that ensure the superiority, care, and competence of goods, services, and structures. Therefore, ISO 9001 is considered the foremost excellence administration systems standard, which is considered widely used in the whole world. This framework helps in order to outline a structure and contain a set of values, which are mainly used in the hospitality industry in order to control and manage an organisation virtually. As a result, hotel standards are considered an essential aspect of any hotel. Hence, in order to provide the best hotel standards, employees are considered to be an essential part of it. Therefore, services in the industry should be reliable and extraordinary. Hence, the staff should be skilled and highly trained in order to meet guests' preferences with every preferred wish they get from the guests. The primary example of Conrad Hotel is the five-star hotel, which is mainly considered to be known for optimism, honesty, and unfailing sense of fairness (Hilton Foundation, 2023; Kenyon et al., 2018; Chan et al., 2021). 
[bookmark: _Toc148060765]Conclusion 
In regard to this report, the main factors discussed and highlighted in regard to the hospitality industry are hotel standards, brand consistency, service culture and reputation management. As a result, these factors are considered an essential part of any hotel in the hospitality industry. Therefore, it makes or breaks any hotel in regard to customers, citing examples of different hotels. Therefore, the hospitality industry is considered to be competitive. Hence, hotels need to come up with ideas in order to lure customers and enhance their revenue with their brand image. Further, there is a need to consider the fact that the hospitality industry is considered to be dynamic with its trends and changes.
[bookmark: _Toc148060766]Recommendations 
The recommendations in regard to service culture and reputation management for the hotel in the hospitality industry are as follows:
· In regard to recommendations for the hotels, there is a need to see reputation management and service culture. Therefore, the hotels should keep an eye on the online reviews that influence the hotel's online booking decision while also building on brand equity and recognition. Therefore, the hotel can track the online reviews on Trip Advisor and social media in regard to replying to reviews in a timely manner, creating a boost of reviews by using a reputation management strategy. According to reputation management theory, there are certain concepts in order to build and establish the image of the business, also increasing the trust meter. Hence, monitoring the market is needed in regard to customers, opinion managers, and competitors around the brand. Hence, also responding is needed to change people’s opinion of the brand.
· Another recommendation in regard to service culture is to use technology to develop customer culture service from checking in to departure. Therefore, train employees in order to keep the service up to date. It is also essential to listen to the customers and apply that feedback in the hotels in order to make them feel at home. With this, there is a need to show customer appreciation
· Social exchange theory suggests that support for tourism growth is measured as a readiness to arrive at an interchange among customers and hotels. Therefore, the residents handpick exchanges, subsequently evaluating the reimbursements and costs. Therefore, the hotel should provide services which are according to the needs and demands of the customers. Hence, the hotel should be customer-oriented in order to lure them into coming more to stay at the hotel. 
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