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Due to the fact that the hospitality business is always undergoing change, it is crucial for hotels to ensure that they are up to date on the latest market trends. Because of this, it is necessary to embrace technology, place a focus on being environmentally responsible, improve personalisation, and place a priority on health and safety.        However, hotels also confront a number of issues, including growing competition, rising operational expenses, altering guest expectations, the need to manage their internet image, and the need to both acquire and keep talented employees. Hotels need to distinguish themselves, minimise costs, adapt to changing tourist preferences, successfully manage their internet reputation, and invest in staff engagement if they want to prosper in this dynamic climate. Hotels have a better chance of succeeding in the very cutthroat hospitality sector if they tackle the issues that they face and make the most of the opportunities presented by market trends.
In the hospitality sector, issues such as hotel standards, reputation management, and service culture are essential components that have a significant influence on a property's level of success and reputation. Hotels are expected to conform to a set of norms and criteria that are collectively referred to as “hotel standards” in order to maintain a constant level of quality and service. These factors include cleanliness, comfort, assurance of personal safety, availability of facilities, and assistance with guest services, amongst others. Second, the effective management of a hotel's reputation is an essential component in the process of creating an image for the establishment. In today's digital era, reviews and ratings that may be found on the internet have a big bearing on the choices that potential customers make (Gössling, Hall and Andersson, 2018). 
	In the hospitality sector, brand consistency standards have the purpose of ensuring uniformity and a consistent experience for guests throughout all of a hotel chain's or brand's individual locations. The architecture, facilities, level of service, and operating processes are only few of the areas covered by these criteria (Qoura and Khalifa, 2016). 
A well-known hotel chain such as Marriott or Hilton, for example, is required to maintain a certain level of brand consistency throughout all of its facilities. These standards specify how the hotels should look and feel in general (Bogdanova and Kuntina, 2020). This pertains to the appearance of the outside, as well as the guest rooms and communal spaces of the hotel. If these guidelines are followed, visitors visiting at a Marriott hotel in either New York or Tokyo may expect a particular degree of quality and atmosphere throughout their stay.

In addition, the services and facilities offered by the hotel must adhere to the brand consistency guidelines. This may include precise processes for checking in and checking out, practices for maintaining sanitary conditions, food and beverage selections, and staff training in providing excellent customer service (González-Rodríguez et al., 2019). The guests may depend on these uniform standards to enjoy an experience that is comparable across all of the hotels that belong to a certain brand. Although brand consistency requirements play a key part in maintaining a united guest experience, it is crucial to keep in mind that not all hotels have the same standards. 

[bookmark: _Toc137122236]Do all hotels have the same standards?
	Considering the same standards amongst the hotels, there may be variances in standards within the same brand or chain of hotels according to the location of the hotel, the market segment it serves, or the sort of property it is. It is possible that the standards at a luxury hotel under a certain brand are greater than those at a less or more affordable hotel under the same brand. According to Mmutle and Shonhe (2017), one of the most important aspects that play a role in determining the level of quality offered by a hotel is its location. Hotels that are situated in a variety of areas or nations are usually needed to make adjustments in order to comply with the regional traditions, regulations, and market expectations. For example, a hotel chain that has properties in both urban and rural settings can have different requirements for the size and layout of guest rooms, the availability of certain facilities, and the kinds of services that are offered at each of its locations. These modifications are required in order to cater to the tastes and requirements of tourists in a variety of different locales. 
In addition, market segmentation is a significant factor that contributes to the establishment of a brand's standards. In general, luxury hotels uphold more stringent standards than their lower- or middle-priced counterparts of the same brand. 
	In order for hotels to present a positive image and continue to draw customers, effective management of their reputations is essential (Nicoli and Papadopoulou, 2017). 

[bookmark: _Toc137122238]What is the importance of effective guest reviews management?
	One company that demonstrates how to successfully manage one's image in the hospitality business is Marriott International, which serves as a case study for this topic. In order to effectively manage its reputation and to have a solid online presence, Marriott makes use of a range of strategies. One of their most important projects is called the “Social Listening Command Centre,” and it gives them the ability to track and react to comments made by site visitors on various social media platforms in real time (del Mar Alonso‐Almeida et al., 2013). Additionally, Marriott places a strong focus on the relevance of visitor evaluations and actively encourages customers to submit feedback by means of post-stay questionnaires and review sites. They pay close attention to online feedback and are quick to reply, whether to praises or criticisms offered by customers. This pro-active strategy indicates the company's attention to addressing visitor criticism and demonstrates the company's commitment to guest happiness. The efforts that Marriott puts into managing its image are bolstered further by the company's use of technology and data analytics. They make use of techniques for sentiment analysis in order to understand the sentiment of visitors gleaned from internet evaluations and to locate areas for development (Rialti, Kvítková and Makovník, 2023).

[bookmark: _Toc137122239]What is the impact of negative reviews?
	A hotel's total business, as well as its reputation and how passengers see the property, might take a substantial hit if there are enough negative reviews (Dzhandzhugazova et al., 2016). 
	An organization's service culture may be defined as the beliefs, attitudes, and behaviours that place a premium on providing exceptional customer service and ensuring the happiness of site visitors. According to Zaitseva et al. (2016), it takes into account the mentalities and actions of workers at every level of the company, from those working directly with customers to those in managerial positions (Michaelides, 2017). The Ritz-Carlton serves as a model for other businesses in the hospitality sector to follow when developing a strong service culture. 
The organisation gives its workers more agencies by allowing them to assume ownership of the experiences provided to customers. They have a slogan that says “Ladies and Gentlemen serving Ladies and Gentlemen,” which puts an emphasis on treating customers and staff with respect and courtesy. The philosophy of service that is upheld by The Ritz-Carlton may be found across the whole company. The employees are given the responsibility and the authority to go above and beyond in order to satisfy customers, find solutions to problems quickly, and create memories that will last a lifetime. 
This dedication to service quality has contributed to The Ritz-Carlton's success as a luxury hotel brand by earning them a reputation for offering great hospitality experiences. This reputation has helped The Ritz-Carlton become one of the most successful hotel brands in the world.

[bookmark: _Toc137122241]How does this differ from corporate culture?
	Service culture focuses especially on customer service and visitor pleasure, while corporate culture encompasses the more general values, practices, and beliefs that influence the entire running of a company. The purpose, vision, and core values of an organisation are components of its corporate culture, together with the organization's internal dynamics, employee interactions, decision-making processes, and working environment (Ngacha and Onyango, 2017). The necessity of providing outstanding customer service is emphasised by the service culture, which is a part of the larger company culture. An organization's behaviours and operations are governed by its corporate culture, while service culture places a focus on the necessity of providing great service to customers. Corporate culture sets the overall tone for an organisation. Developing a mindset in which each employee acknowledges their part in providing outstanding service and teaching this mindset throughout the workforce are both necessary steps in the process of creating a service culture (Andriani et al., 2018).

	Regarding the recommendations that should be followed by hotels in regard to market trends, some of the recommendations include keeping up with the latest advances in the sector, embracing technology, putting a focus on sustainability, improving customization, and placing a priority on health and safety. 
Hotels are able to adapt their services to meet the ever-evolving requirements and tastes of their patrons because they stay current on trends in the hospitality industry. The use of technology, such as mobile check-in and intelligent accomodation features, enhances both the experience of the visitors and the operational efficiency of the business. The prioritisation of sustainability measures not only benefits in cost savings in the long run, but it also draws visitors who are environmentally sensitive. Hotels may now offer guests customised experiences thanks to the personalization made possible by data analysis. This helps the hotels increase customer satisfaction and retention rates. In addition, giving health and safety precautions a higher priority boosts visitor trust, which is particularly important in the time after a pandemic. However, hotels also confront a number of issues, including growing competition, rising operational expenses, altering guest expectations, the need to manage their internet image, and the need to both acquire and keep talented employees. It is necessary to put into action strategies for differentiation, cost optimisation, adaptation, control of one's online reputation, and staff engagement and retention initiatives in order to be successful in overcoming these challenges.


[bookmark: _Toc137122243]References 
Andriani, R., Kristiutami, Y.P., Martina, S. and Hakim, L., 2018. Implementation of Service Culture for Hospitality Industry.
Bogdanova, V.V. and Kuntina, E.I., 2020. Service Culture And Hotel Ethics. Tourism industry: possibilities, priorities, problems and prospects , 17(1), pp.42-48.
del Mar Alonso‐Almeida, M., Marimon, F. and Bernardo, M., 2013. Diffusion of quality standards in the hospitality sector. International Journal of Operations & Production Management.
Dzhandzhugazova, E.A., Blinova, E.A., Orlova, L.N. and Romanova, M.M., 2016. Innovations in hospitality industry. International Journal of Environmental and Science Education, 11(17), pp.10387-10400.
Fritsch, A. and Sigmund, H., 2016. Review platforms in hospitality. Open tourism: Open innovation, crowdsourcing and co-creation challenging the tourism industry, pp.229-238.
González-Rodríguez, M.R., Martín-Samper, R.C., Köseoglu, M.A. and Okumus, F., 2019. Hotels’ corporate social responsibility practices, organizational culture, firm reputation, and performance. Journal of sustainable tourism, 27(3), pp.398-419.
Gössling, S., Hall, C.M. and Andersson, A.C., 2018. The manager's dilemma: a conceptualization of online review manipulation strategies. Current Issues in Tourism, 21(5), pp.484-503.
Kadieva, S., 2017. Some Aspects of Reputation Management in the Hospitality Business. Izvestiya. Journal of Varna University of Economics, 61(2), pp.174-186.
Michaelides, R., 2017. Hospitality industry and the service culture in Europe. Tourism and Travelling, 1, pp.15-19.
Mmutle, T. and Shonhe, L., 2017. Customers’ perception of service quality and its impact on reputation in the hospitality industry. African Journal of Hospitality, Tourism and Leisure, 6(3), pp.1-25.
Ngacha, W.J. and Onyango, F.E.V., 2017. The role of a customer-oriented service culture in influencing customer retention in the hotel industry.
Nicoli, N. and Papadopoulou, E., 2017. TripAdvisor and reputation: a case study of the hotel industry in Cyprus. EuroMed Journal of Business.
Qoura, O. and Khalifa, G.S., 2016. The impact of reputation management on hotel image among internal customers: The Case of Egyptian hotels. International Journal of Heritage, Tourism, and Hospitality, 7(2), pp.261-274.
Rialti, R., Kvítková, Z. and Makovník, T. eds., 2023. Online Reputation Management in Destination and Hospitality: What We Know, What We Need to Know.
Zaitseva, N.A., Larionova, A.A., Yumatov, K.V., Korsunova, N.M. and Dmitrieva, N.V., 2016. Assessment of the Impact of Globalization on the Introduction of Innovative Technology Companies in the Hospitality Industry. International Journal of Environmental and Science Education, 11(14), pp.7176-7185.
