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Executive summary
The famous hotel business organisation under the Marriott International hospitality company, JW Marriott was established in terms of the effective discussion of hotel standards, service culture and reputation management process. In this descriptive evaluation of the above-mentioned areas, the hotel was assessed through the business standards and their brand consistency upliftment policies. Moreover, the main findings were analysed with the importance of brand consistency, guests’ reviews, and the impact of their negative reviews and also the influence of the brand identity improvement process in this report. Finally, the recommendations were also discussed to make some effective suggestions for the business development of the hotel. 
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[bookmark: _heading=h.gjdgxs]Introduction
Marriott International is a famous multinational hospitality company operating mainly on hotels, timeshares and residential properties. The company is headquartered in Bethesda and is commonly known as a reputed American hospitality brand. In this report, the particular brand hotel, JW Marriott Grosvenor House London, will be discussed in the areas of hotel standards, management policies of reputation and service culture. This five-star hotel mentions one of the best brand names in the hotel business of the Marriott company in the UK. This assignment will focus on analysing the above-mentioned topics in terms of servicing their best services to the consumers. In the service culture, the purposes of brand consistency, reputation management, the importance of effective guest reviews and many more significant discussions will be developed here.  Moreover, the recommendations will also be discussed here to make some valuable suggestions to develop their business more elevated in the worldwide range. 
[bookmark: _heading=h.30j0zll]Main findings 
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Purposes of brand consistency
In the hotel business development criteria, the brand consistency plays a major role to uplift their brand values as well as the loyalty of their customers for them. The JW Marriot hotel has some important purposes to make its brand name elevated with consistency (Jones and Comfort, 2021). Brand consistency refers to the significance because it maintains the recognition process of the Hotel business. JW Marriot’s Customers can recognise their brand values by getting positive associations with this hotel and feel more comfortable committing and purchasing the service of JW Marriot for the long term. In the creating position of brand consistency of JW Marriot's hotel, the hotel management leads to strengthening the standard of the customers that can mention when suggesting the hotel's brand name to the social media and the surrounding people. The JW Marriot's brand consistency maintains its brand identity to be different from other hotels in that customers can recognise their brand and logo by identifying them and can recommend others to get their services (Sanvitale, 2020). Their brand segment maintains luxury in their providing services. Therefore their brand consistency is commonly known as the five-star services with luxury facilities for most of the higher class, business class customers. 
Other hotels’ standards
JW Marriott mainly focuses on the purposes to elevate their brand consistency which includes, improving customer loyalty and trust, making a difference in the competitive area and building the brand identity. The overall purposes of all hotels have the standards to maintain brand consistency by acting regardless of who is the owner of the business (Yallop and Seraphin, 2020). The other hotels have the same conditions that are already mentioned to maintain their brand consistency in similar standards. 
Developing customer loyalty and trust 
The well-founded branding provides every hotel's identity by making the consumers trust them as they provide comfortable services. The hotel business runs through the recommendations of the customers to their friends, families and others (Stylos et al., 2021). So their trust and loyalty play an important role to maintain their brand in elevated standards. 
Make a difference in the competitive areas
The brand values make a distinction from the other hotel business (Yallop and Seraphin, 2020). Every hotel business company supplies an emotional attachment to the providing nature of their services that signifies the customers' choice. 
Build brand identity 
In terms of improving the consistency of the brand, hotel businesses throughout the world can uplift their image as a leader position in their similar industry (Je et al., 2022). The other hotels follow their policies and business regulations to improve their brand name also. 
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Reputation management with effectiveness 
JW Marriott is considered a luxury service-providing hotel. So it requires comfortable and well-founded service providing nature that can be attracted by the higher class customers in their leisures. 
Target the business class customers
As a luxury hotel, JW Marriott targets those customers who are searching for opulent and quiet accommodations during their trip. They can identify the costumes of those who are generally sophisticated, individualistic and self-defined tourists and travellers (Correia et al., 2022). They can spend extra money to get proper comfort while on a business trip. Thus the hotel can manage their reputations by attracting those types of customers who provide luxurious services with special comfort. 
Importance of effective guest reviews management
Guests are commonly sophisticated persons who generally travel for business trips throughout the world (Walker, 2013). So their reviews play a major role in identifying what should be done or not by the hotel. JW Marriott has to give importance to every review coming from online and offline both parts of their business area (Buhalis and Sinarta, 2019). The negative reviews have to be resolved of why the guests have given the negative aspects for their provided services. The hotel has to respond to every review. Even in the hotel reputation management system, the hotel should respond with positive comments also.
Impact of negative reviews
The impact of negative reviews plays a role in identifying the right or wrong process in the providing service nature of the company (Mariani and Predvoditeleva, 2019). JW Marriott can get influenced by the negative reviews that should be not done in the service given to their customers. The customers of this hotel are generally sophisticated and business-class. So the luxury maintenance process of the hotel has to be improved and the improvement process should be evaluated by the other luxurious hotel’s reputation management process to be followed (Marinakou and Giousmpasoglou, 2019). The impact of negative comments can affect their business growth also as the guests’ recommendations to otters are playing a major role to enhance their business. 
[bookmark: _heading=h.2et92p0]Service culture
The service culture of any hotel like luxury refers to the type of culture by which the hotel provides its services and makes a difference from the other companies or hotel industries.  
JW Marriott hotel generally offers luxurious facilities and comforts in their providing accommodation. Their services include dining, fitness centres, and host venues for any event, spa, wedding and conferences or meetings-related arrangement (Wood, 2015). As a luxury hotel, Marriott provides their service with an elevated and sophisticated culture by understanding their customers that their hotel always makes different services to provide the best comfort (Filimonau and Delysia, 2019). They maintain in terms of developing the service culture by keeping their guests as prior, pursuing excellence, adapting to the nature of change in the global demand of the customers, and serving with integrity. 
Difference from corporate culture
Corporate culture defines the way that the organisation and its members think, understand and identify the society around them. It refers to the values, beliefs, and behaviours that help to determine the management process, performance and handling process of transactions of the business (Tesone, 2014). Corporate culture can influence the hiring, retention, employee engagement and economic issues of the organisation that affects the productivity overall of the business. On the other hand, service culture refers to the organisational culture that can be played by the collective nature of the employees (Anagnostopoulou et al., 2019). They always think about their providing service and how it can be outstanding in their providing nature to satisfy their customers. Therefore, the difference between corporate and service culture is corporate culture depends on leadership and other relevant processes whereas the service culture has to adapt to the changing demand globally of the customers. 
Importance in the hotel industry
Service culture refers to the important role in the hotel industry as it is under the hospitalised sector throughout the world. The JW Marriott hotel maintains its business by managing its service culture in outstanding performance. The employees perform in a collective way to provide the best level of their providing service through the influence of their service culture. It helps the employees to be motivated and updated in terms of gaining knowledge of other hotel industries (Baum, 2019). As a luxury hotel, JW Marriott has to always maintain the changing demand for luxurious services of a global nature. 
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Responding nature to all
From the above discussion, it can be highly recommended that the hotel business of JW Marriott has to respond frequently to all reviews coming from both parts of their business online and offline. Even they have to make responsive values when any negative review comes. Their responding nature should always be polite and positive even when interacting with the negative aspects of the customers. 
Use protocol
The hotel has to use templates and some protocols that manage to maintain huge reviews on virtual platforms as the growing marketing policies are upgrading their procedures through social media and website use. It helps to customise the review of each feedback (Tuomi et al., 2021). The template should contain greeting messages and potential responses for replying to various types of negative and positive reviews. 
Make updated the employees
As an international luxury business hotel, JW Marriott has to train their employees to be updated in the global changing knowledge of how to manage the guests (Pham et al., 2019). The employees should follow the regular global changing criteria by studying with the help of newspapers, news media, social media and online resources. 
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From the above discussion, it can be concluded that the Marriott International hospitality company has been discussed with the brand name of it, JW Marriott Hotel. Its reputation management process, service culture and hotel standards have been evaluated here with an elaborate discussion of guest reviews, their impact on them and how they manage their reputations in terms of changing the criteria in the service culture of the luxury hotel business. Finally, the recommendations have been established to give some suggestions regarding how the company will get more effective in the service-providing nature. 
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