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[bookmark: _Toc135935663]Executive Summary 
The primary aim of the report is to evaluate the components in which the hotels invest their time, money and potential in order to secure their positions in the market, stay engaged with the customers as well as survive in the competitive market environment. The said components discussed here entail the hotel's brand consistency standards, reputation management and service culture. The report's findings argued that brand standards provide the hotels with a unique image among the like competitors, effective reputation is essential for building a trustworthy image, while service culture provides a customer-centric touch to the business. 


[bookmark: _Toc135935664]Introduction 
In the present digital age, operational industries have brought forth factors which have influenced the way they approach their population pool and address their needs sufficiently. Similarly, new trends have emerged among the customers within the hospitality industry that have increased their expectations towards the organization's proposed products. There is also the pronounced presence of market competitors, thus generating a complex industrial environment. On the basis of this, the following report aims to underscore hotel standards, reputation management and service culture of the hospitality organizations in order to identify their strategies to overcome complexity and effectively address the customers' expectations. 
[bookmark: _Toc135935665]Main Findings 
[bookmark: _Toc135935666]Hotel Standards 
In light of the Liu et al. (2020) perspective, hotel standards define their consistency criteria, which underpins the offered amenities, products and services of the specific hotel at a minimum level from the standpoints of the guests. Therefore, brand consistency standards of the hotels define their cohesiveness, which is essential for securing the business' long-term progress as well as flexibility in a complex market environment. Similarly, the study pinpointed that standards may be perceived as the values of the organization that may support the hotel in competing with their rivalries, where their potency may get them the upper hand in the market. With that being clarified, Dev et al. (2017) denoted that brand consistency standards of the hotel vary from organization to organization, similar to how their vision, mission and purpose differ. In addition to this, it is important for the hotels to design their consistency standards in a way which stands unique in the market and thus portrays an entirely new image for attracting the population pool. This ensures that the customers do not mix up two hotels which are like nature and amenities. If this way to occur, then the said hotels may fail to attract a specific audience and would be overpowered by the competitors in the industry (Jeong et al., 2023). As an example, the hotel consistency standards of IHG Hotels and Resorts revolve around the essence of their corporate social responsibility and partial sustainability. IHG Hotel's mission comprises valuing human rights, eradicating modern slavery and promising actions in favour of biodiversity. Upon these pillars, IHG manages to attract businessmen, activists and other forms of audiences (IHG PLC, 2023). Similarly, the brand consistency standards of Ritz Carlton Hotels entail the utmost customer service, which provides the business purpose to thrive and evolve. The hotel underlined its luxurious offerings and high customer experience structure the business’ positioning in the market (Forbes, 2015). 
[bookmark: _Toc135935667]Reputation Management 
Monitoring the reputation of the hotel is highly important for hospitality businesses in order to ensure how customers perceive their products. Managing the reputation effectively also supports the hotel in staying relevant to the new trends of the market and the preferences of the consumers. Likewise, it is essential for hotels to manage a reputable image in order to outclass their competitors in the industry (Proserpio and Zervas, 2017). With that being clarified, Çizel et al. (2015) suggested effective strategies that most hotels employ in order to efficiently manage their reputation. Before going into the details, the report clarified that the digital era had permitted the hotels to keep tabs on their reputation majorly on virtual platforms than on physical means. Hence, the primary strategy for the hotels to manage their reputation entails monitoring reviews on websites and social media channels. Websites such as TripAdvisor and Booking.com publish authentic reviews from the guests of the hotels, which the prospective audience also visits to find out the best option for a hotel stay. Likewise, the hotels' personal social media accounts urge the guests to leave comments about their stay, thus structuring a potent reputation virtually. Secondly, hotels can manage their reputation effectively by staying constantly engaged with their guests. The interaction level leads the organization and the consumer base to grow and thrive. Similarly, engagement with the reputation increases the customers' perceptions of the hotels' nature and attributes (Qoura and Khalifa, 2016). The best example of reputation management through online tracking and social media may be Marriott International's case. The hotel, already renowned for its multinational reach and multiple branches, manages its reputation through constant engagement with its audience through platforms such as Facebook, Instagram and YouTube. The management ensures to stay up to track with the trends adhered to by the new generation. In this manner, Marriott accomplishes building a resilient image towards their new and upcoming potential guests (Marriott International, 2016). Furthermore, Perez-Aranda et al. (2019) highlighted how it is important for hotels to accumulate effective guest reviews since their impact is positive and pronounced. Good reviews boost the traffic and booking rates of the hotels, which ultimately encourages the guests to feel confident about their choice to visit the hotel. Similarly, effective reviews increase customer loyalty, where the guests feel welcome to share their opinions about the hotels’ offerings and environment. Therefore, the research suggested how hotels must invest their time and money to gather good reviews in order to effectively manage their reputation. Conversely, Kadieva (2017) added that occasionally, guests might seek negative reviews in order to stay informed about the drawbacks of the hotel. It is evident and quite suspicious of the hotels only previewing good reviews. Therefore, it is necessary to clearly preview negative reviews since they make the guests feel confident about deciding to visit the hotel after evaluating the benefits and drawbacks of the hotel. Although negative reviews may lose customers for the hotels, they also boost customers' confidence in the hotel. Therefore, it is vital to display both positive and negative hotel reviews of the guests. 
[bookmark: _Toc135935668]Service Culture 
Ngacha and Onyango (2017) stated that most hotels require a workforce that operates beyond the call of duty, meaning thereby they commit their tasks to the objective of delivering excellent customer experience at every given moment. Hence, obsessing with the duty to cater to superior customer service in an effort to guarantee good responses from the delighted clientele is deemed as the service culture of the hotel. In regards to this statement, Yaoyuneyong et al. (2018) placed forth the notion that most hotels promote service cultures by constantly motivating their employees to deliver customer-centric services. The nature of these services permits the employees to be highly punctual in their tasks and similarly prioritize the needs and demands of the guests to the extent that they are sure will secure the customers' satisfaction and loyalty. Additionally, service cultures are also helpful in addressing the guests' reviews and securing effective reputation management. Further, Baradarani and Kilic (2018) argued that a hotel's service culture differs drastically from corporate culture. On the one hand, the corporate culture underpins the nature of the overall business environment. Whereas on the other hand, the service culture determines the nature of the hotel's customer service. Therefore, corporate culture is organization-centric, whilst service culture is customer-centric. As an example, the service culture of the Four Seasons Hotel is known to be robust and resilient. The hotel reportedly structures its service culture around the ethical principles of catering for its guests. Four Season highlights the cooperative, collaborative and important attributes of their employees, which eventually secures a resilient service culture. Four Seasons Hotel adhere to an anti-bribery culture which permits them to deliver amenities that uphold the essence of dignity and trust. The hotel ensures that diversity and inclusivity are kept the core components of the service culture, where guests are kept safe from occurrences of harassment and discrimination. As a result, service culture secures the Four Seasons guests' loyalty and experience (Four Seasons, 2023). 
[bookmark: _Toc135935669]Conclusion 
At the crux of this report, the topic was centred on delivering insights about hotel brand consistency standards, reputation management and service culture. The findings identified that brand consistency standards differ from hotel to hotel, whilst effective reputation management is necessary to stay engaged with the audience and boost the guests' confidence in staying at the hotel. Likewise, service culture is customer-centric, meaning that it motivates employees to commit to their tasks to secure customer satisfaction. The report backed the findings with helpful examples of renowned hotels, including IHG Hotels, Ritz Carlton, Marriott International and Four Seasons Hotels. 
[bookmark: _Toc135935670]Recommendations 
The following recommendations may help the hotels identify new marketing trends.
· The digital age has brought forth technologies which the hospitality industry has adopted in order to penetrate new marketplaces and reach new population pools. Therefore, it is recommended that the hotels invest in content marketing and partner up with influencers belonging to different cultures and religious backgrounds. Such can permit the hotels to engage with diverse audiences through the connection with the influencers.
· Given the increase in digital transformation among hotels, it is recommended that they optimize their websites and provide a virtual walkthrough of the entire hotel environment, products and operations using virtual reality. This can provide the guests with a glimpse of what it will be like to visit the hotel. 
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