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[bookmark: _Toc137137378]Executive Summary 
Brand consistency, reputation management, and a strong service culture are crucial in the cutthroat hotel business. Trust and a consistent guest experience are produced through brand consistency. Reputation management and customer feedback are crucial for retaining and attracting visitors. Hotel service practises set them apart. Meeting tourist expectations is made easier by integrating sustainability and technology. Overcoming obstacles is necessary for implementing these trends. By concentrating on these areas, hotels may flourish and increase visitor loyalty.
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[bookmark: _Toc137137379]Introduction
In the hospitality industry, having brand consistency rules in place ensures that guests have a consistent experience and that the brand is easily identifiable. These guidelines ensure that all aspects of hotel quality, service, and design are consistent. In this essay, we will talk about brand consistency requirements, hotel standards, reputation management, guest reviews, service culture, and some realistic advice based on case studies and industry statistics. By delving deeper into these topics, we will investigate the qualities and challenges that are unique to the hospitality sector, and we will provide hotels with actionable guidance on how to thrive in an increasingly competitive market.



















[bookmark: _Toc137137380]Hotel Standards 
[bookmark: _Toc137137381]Brand consistency criteria
The hotel industry has developed brand consistency criteria to ensure that guests have a uniform experience no matter which hotel they stay in (Tesone, 2014). These criteria take into account service, amenities, design, and the overall experience provided to guests. Building trust and awareness in a brand is the goal of consistency standards. Hotel guests anticipate receiving quality and service that is commensurate with the reputation of the brand. The standards of the hotel can live up to these expectations to foster customer loyalty. The brands Marriott, Sheraton, and Ritz-Carlton are all under the umbrella of Marriott International (Heppell, 2015). Each brand has its own set of brand consistency criteria that it follows to ensure that customers get the same experience across all of its locations. This assists Marriott International in maintaining its brand and provides reassurance to guests. The hotel industry data underscore the importance of maintaining brand continuity. 82 percent of customers believe that consistent brand experiences promote trust and loyalty to the business. 56% of customers select a hotel based on its reputation, which is directly related to the consistency and standards of the brand (Sánchez-Franco, Navarro-García and Rondán-Cataluña, 2019).
[bookmark: _Toc137137382]Varies of standards  
However, the quality of hotels varies greatly. Standardization in the hotel industry frequently occurs at the multiple-brand hotel network level according to client category and target market. Waldorf Astoria and Hampton by Hilton are two of the brands under the Hilton Worldwide umbrella that fall into the luxury and economy categories, respectively (Wang, Guchait and Pasamehmetoglu, 2020). Hotels should adhere to a variety of criteria to provide individualised service, increasing their market reach and customer base. Brand consistency requirements vary depending on the hotel brand, target market, and placement in the market.
[bookmark: _GoBack]
[bookmark: _Toc137137383]Reputation management
Hotels may better manage their reputations through proactive involvement, monitoring of guest feedback, and prompt responses to any issues that arise. Reputation management that is effective requires the following:
Proactive engagement: Active engagement is something that hotels should provide for their guests both during and after their stay. Examples of this include personalization, anticipating the needs of guests, and going above and beyond their expectations (Wood, 2015). The social media team at Four Seasons provides prompt responses to the comments and questions posted by guests. This proactive technique indicates their attention to ensuring the enjoyment of their guests, which in turn promotes the reputation of the organisation.
Monitoring guest feedback: Hotels need to ensure that they are monitoring online review websites, social media networks, and other forms of guest input (Mak and Chang, 2019). By monitoring visitor sentiment, hotels have the opportunity to make improvements, address problems, and implement new policies. Hotels can better track and analyse guest feedback across many platforms with the assistance of reputation management tools.
Prompt response to guest concerns: Complaints from guests need to be addressed promptly and professionally by hotels. Rapid problem resolution is one way in which hotels may demonstrate their dedication to ensuring the satisfaction of their guests. The Ritz-Carlton is famous for its impeccable service recovery (Sánchez-Franco, Navarro-García and Rondán-Cataluña, 2019). They provide their staff with the ability to resolve issues from guests instantly and to apologise on a personal level. The satisfaction and loyalty of guests can be improved by prompt actions.

Figure: Reputation management
Source:  (Mak and Chang, 2019)
Reviews written by guests of a hotel are really important. According to research conducted by Ahani et al. (2019), 77 percent of travellers read reviews before making a hotel reservation. The decisions made by would-be guests are impacted by positive reviews. The Peninsula Hong Kong is well regarded for the impeccable service it provides and the luxurious amenities it provides. These reviews enhance the reputation of the establishment and bring in new guests.
The reputation of a hotel can take a hit if guests leave it with negative feedback. Vallen and Vallen (2014) found that 86 percent of purchasers read negative reviews and that 40 percent of buyers create an impression after reading one to three reviews. A low rating can make potential guests hesitant to book. In 2017, a passenger's complaint that went viral brought negative attention to United Airlines (Heppell, 2015).
Negative comments against hotels should be acknowledged, apologised for, and addressed in a public forum. Showing genuine care and a willingness to find solutions to problems can help hotels improve their visitor satisfaction ratings and showcase their dedication to providing excellent service.













[bookmark: _Toc137137384]Service culture 
[bookmark: _Toc137137385]What is service culture? 
A hotel's service culture consists of its shared ideas, attitudes, and actions towards providing excellent customer service to hotel guests. It emphasizes delivering exceptional customer service, individualised experiences, and going above and beyond expectations. The Ritz-Carlton is known for its outstanding service. "The Ritz-Carlton Gold Standards" is a programme that inspires employees to provide superior service (Chien et al., 2020). This culture permeates all aspects of its day-to-day operations and is embodied in the company's guiding values, which state, "Ladies and Gentlemen serving Ladies and Gentlemen." According to the data, the culture of hotel service is quite essential. According to research conducted by J.D. Power, hotel guests who are pleased with the level of service spend 72% more money throughout their stays (Santos et al., 2020). Both client loyalty and profitability are influenced by service culture.
[bookmark: _Toc137137386]The difference 
Service culture is guest-focused, unlike corporate culture. The organization's ideals, norms, and practises make up what is known as the corporate culture. Service culture is centred on providing excellent service to guests, while corporate culture is concerned with the overall management of the business (O’gorman and Cousins, 2010). Corporate culture can be found at Marriott International. They value excellence, diversity, integrity, and working together as a team. These principles influence the company's culture of service as well as the way employees interact with customers.
[bookmark: _Toc137137387]Importance
The contentment and commitment of hotel guests are directly correlated to the culture of the service staff. The quality of the service provided to guests makes their stays more memorable and encourages favourable word-of-mouth recommendations for hotels (O’fallon and Rutherford, 2010). Hotels have the opportunity to differentiate themselves and establish lasting connections with guests by going above and beyond what is expected of them. A specialised group of people who are looking for genuine and exciting experiences want to stay at the hotel because of its unconventional approach to customer care. This culture of service has assisted them in establishing a loyal client base and producing memorable experiences for their guests.
The culture of service in hotels is what drives guest satisfaction, brand loyalty, and ultimately, financial success (Johnston, Clark and Shulver, 2012). By cultivating a culture that is centred on service and empowering employees to provide exceptional experiences, hotels have the potential to acquire a competitive advantage and build long-lasting relationships with their patrons.




















[bookmark: _Toc137137388]Recommendations 
Go green: Hotels should practise sustainability as travellers value it more. Energy-saving, waste-reduction, eco-friendly materials, and sustainable facilities are examples. Sustainable hotels attract eco-conscious customers and stand out in the market (Horner and Swarbrooke, 2011). Some hotels struggle to fund sustainable practices. However, these investments generally result in long-term cost savings and brand enhancement. Cost-benefit analysis and sustainable initiative alliances or incentives can help hotels overcome this issue.
Implement technology: Technology has changed visitor expectations. Mobile check-in, digital concierge services, and guest-preference-based recommendations should be invested in by hotels (Heppell, 2015). Technology can simplify operations, boost efficiency, and improve guest experiences. Hotel technology implementation requires employee training and change management. Communication, training, and staff support are needed to overcome change resistance and integrate technology into daily operations.
Support experiential travel: Modern tourists want immersive experiences. Hotels should create memorable experiences that reflect local culture and allow for exploration and customisation (Wood, 2015). This can involve partnerships with local businesses, cultural events, or crafted itineraries highlighting distinctive attractions and activities. Unique experiences require research, innovation, and local stakeholder participation. Hotels may struggle to create market-relevant experiences. Market research, local experience, and guest engagement can help hotels overcome this challenge.
Sustainability, technological integration, and experience travel help hotels meet market changes and guest expectations. These tendencies demand careful planning, effort, and dedication to visitor experiences to overcome.




[bookmark: _Toc137137389]Conclusion 
Brand consistency, reputation management, and service culture are essential in the cutthroat hotel business. Hotels can improve customer loyalty by adhering to brand consistency standards. Proactive participation and feedback are necessary to uphold a positive reputation and attract new customers. By offering outstanding customer service and forming enduring relationships, hotels stand out. Hotels can prosper with the support of sustainability, technological integration, and experiential tourism, but they must overcome obstacles. By giving priority to five crucial factors, hotels may thrive in the evolving hotel industry and go above and beyond tourist expectations.
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