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[bookmark: _Toc149754294]Introduction
Management of hotels and other types of lodging enterprises worldwide is what international hotel management means (Ford and Sturman, 2020). It includes guest services, lodging, food and beverage, advertising, finance, and HR. The hospitality industry is competitive; therefore, hotels must follow the newest trends to stay ahead (Liu and Yang, 2021). Keeping up with the industry is another approach to guarantee the firm provides the consumer experience they expect. This report will show the reputation management and service culture among the global players existing in the study. Moreover, it will also critically discuss and show examples of brand consistency and hotel standards.
[bookmark: _Toc149754295]Reputation Management
Reputation management has assumed critical importance in the cutthroat hospitality sector (Walker, 2020). Keeping a good reputation is crucial to bringing in and keeping repeat customers. This has both short- and long-term effects on a hotel's bottom line. 
[bookmark: _Toc149754296]Market Trends
Online Reviews and Ratings
Research by Jenq (2019) on Internet hotel ratings and reviews shows that a one-point review score raises ADR(Alternative Dispute Resolution) by 9%. A 10% increase in favourable ratings may improve sales by 4.4%. Although good feedback is easy to respond to, negative criticism is as important. Building trust with new and returning visitors requires review responses.
Social Media Influence
Travellers' stories are amplified when shared on social networking sites like Instagram, Facebook, and X. A hotel's online reputation may take a serious hit from even one striking image or timely article (Wang and Anderson, 2023).
Transparency and Authenticity
Guests in the modern day appreciate openness (Padma and Ahn, 2020). They value real interactions and encounters. Hotels with clear descriptions of their amenities and a willingness to implement guest suggestions tend to have more success.
[bookmark: _Toc149754297]Challenges
Vulnerability to Negative Feedback
A hotel's reputation may be severely damaged by a small number of unfavourable online reviews (Lee et al., 2019). A single negative review posted online might have a significant impact on future reservations.
Managing Online Presence
The development of digital channels means that hotels must be vigilant in monitoring and contributing to discussions about their brand. This will take some effort and supplies.
Maintaining Consistency
Consistent quality of service across several properties or locations may be difficult to achieve in a global business. Disagreements might cause a fragmented representation of the brand or product (Aiyar et al., 2023).
[bookmark: _Toc149754298]Recommendation
Proactive Engagement
Communicating with visitors on review sites and social networks is essential. Positive and negative comments should be acknowledged, and the desire to resolve problems should be shown.
Implement Feedback Loops
Incorporate visitor comments into the procedures for fast problem-solving throughout their stay (Marcolin et al., 2021). In addition to fixing the problem, this effort exhibits dedication to the delight of the guests.
Invest in Staff Training
All employees must get enough training to ensure they can consistently provide excellent service. When workers are content and well-informed, they enhance the experiences they provide for guests.
Leverage Technology
Execute applications are designed to oversee and administer reputations. Among them are customer relationship management (CRM) platforms and sentiment analysis programmes.
[bookmark: _Toc149754299]Comparison of Global Hotel Players
Focus on guest feedback.
Marriott and Hilton prioritise visitor feedback. These hotel brands often gather visitor input to enhance operations and amenities (Hilton, 2022).
Use of social media
Others like IHG and Hyatt utilise online platforms well (Chaturvedi and Mahanta, 2022). These hotel chains connect with visitors, promote their businesses, and oversee their reputations on online platforms.
Partnerships with OTAs
The hotel operators Accor and Wyndham collaborate extensively with OTAs to maintain accurate listings and positive brand reputations (Solomon, 2019).
[bookmark: _Toc149754300]Service Culture
Service culture refers to the norms of conduct governing how staff treat customers and one another (Heppell, 2015). It is crucial to the hotel sector since it affects visitor pleasure and loyalty.
[bookmark: _Toc149754301]Market Trends
The rise of digital technology
Hotel guests are increasingly reserving and checking in online. Hotels must provide smooth and fast digital experiences to fit their service attitude with this evolution.
The growing demand for personalisation
Inngoers depend on establishments to cater to their specific requirements and whims (Ko, 2023). Hotels should encourage their staff to provide guests with individualised service.
The increasing focus on sustainability
Hotel guests are growing more eco-conscious and want sustainable lodgings. Hotels should reduce energy and trash to promote sustainability.
[bookmark: _Toc149754302]Challenges
High turnover
High turnover in the hotel sector makes it hard to create a service culture. Hotels must offer development and training to assist staff in delivering exceptional customer service (Harkison, 2022).
Language barriers
Tourist hotels generally have multilingual personnel. This makes communicating and implementing a service culture across cultures difficult. Hotel multilingual workers require cultural sensitivity and communication lessons.
Budget constraints
Hotels have minimal margins, making it hard to invest in service culture. However, hotels must invest in service culture to boost customer pleasure, loyalty, and revenue.
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Invest in employee training and development
Training and developing staff is crucial since they represent the hotel's public face. Hotels should provide classes in interpersonal skills, cultural sensitivity, and verbal and written communication.
Empower employees
Employees should be given the autonomy they need to provide a unique and satisfying service to each customer (Peng et al., 2022). The hotel staff should be encouraged to take initiative and think creatively.
Create a culture of feedback
The employees of the hotel have to establish an environment where they may freely provide and receive suggestions. This will aid in identifying and resolving weak spots in the service culture.
[bookmark: _Toc149754304]Comparison of Global Hotel Players
Emphasis on luxury
Luxury and personalised service are hallmarks of Four Seasons and Ritz-Carlton. High staff-to-guest ratios and extensive personnel training characterise these hotel brands.
Emphasis on value
Value and reliability are hallmarks of the Holiday Inn and Hampton Inn brands. These hotel businesses strive to provide a uniform experience for their patrons across all of their hotels, employing fewer people to do so (Hill, 2023).
Emphasis on sustainability
The eco-friendly practices of Soneva and Six Senses are well-known. These hotel groups have adopted several eco-friendly policies, such as switching to renewable energy sources and cutting down on trash.
[bookmark: _Toc149754305]Brand Consistency
Maintaining a recognisable hotel brand requires unwavering adherence to established branding practices. Brand consistency refers to the maintenance of cohesion between a company's digital and brick-and-mortar identities (Jeong et al., 2022).
Marriott International is an excellent illustration of how to maintain a consistent brand. Through its reward programme, Marriott Bonvoy, and the use of brand hallmarks like spotless, contemporary decor and personalised service, Marriott can maintain uniformity throughout its more than 31 distinct hotel brands (Marriott International, 2023). This regularity helps create trust and familiarity among visitors.
Smaller, independent hotels may find it more difficult to maintain brand consistency. Their low resources and fragmented ownership might make brand consistency difficult to achieve and sustain. The difficulty of providing the same individualised service at several boutique hotel locations is one example.
Hotels may act by implementing brand standards, training programmes, and technological solutions (Dogru et al., 2023). In addition, they may use several online mediums to spread the same marketing message uniformly. To improve brand consistency, guest loyalty, and revenue development, hotels may take cues from market leaders like Marriott and employ individualised methods.
[bookmark: _Toc149754306]Hotel Standards
The quality and degree of service that hotel visitors should expect throughout their stay are defined by a set of standards. They play a crucial role in maintaining uniformity and maximising customer happiness.
The Ritz-Carlton is typical of a hotel group consistently delivering exceptional service and luxurious accommodations. Their world-famous service and meticulous attention to detail are guaranteed at every one of their locations. Their quality commitment has given them a solid reputation and a dedicated following (TBH, 2023).
Yet, there are obstacles that smaller, independent hotels must overcome. Meeting industry standards may be challenging for businesses with limited resources and diverse ownership arrangements. These inns may not be able to match the conveniences and services of bigger corporations.
Hotels may take a staged approach to address these issues by focusing first on improving fundamentals like housekeeping, employee training, and client interaction. It is possible to shorten procedures and keep quality high by using technological solutions for business and guest evaluation systems (Morrison, 2022). By measuring against established competitors like The Ritz-Carlton, hotels may contribute towards establishing and maintaining high-quality standards, eventually boosting customer satisfaction and driving commercial success.
[bookmark: _Toc149754307]Conclusion
In conclusion, there is a wide range of important considerations that go into international hotel management, from brand management to service culture. Keeping up with market trends like online reviews, social media impact, and transparency is essential in the highly competitive hotel business. Challenges, including sensitivity to negative criticism and keeping consistency among characteristics, must be overcome. Proactive participation, feedback loops, staff training, and the use of technology are just a few of the recommendations that give real-world answers. Hotels may gain a competitive advantage by modelling their operations after those of industry giants such as Marriott, Hilton, Four Seasons, and The Ritz-Carlton.
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Figure 1: Reputation management in hotels (Tantawy and Losekoot, 2020)
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Figure 2: Service culture in the hospitality industry (Peng et al., 2022)
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Figure 3: Growth of the hospitality industry (Liu and Yang, 2021).
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Figure 4: Recovery model from a service failure (Jeong et al., 2022)


image4.png
Failure
Context

failure

Magnitude
of failure

Recovery
Attributes

Compensation

Response
speed

Disconfirmation

Satisfaction with

Apology

service encounter

Procedural
Jjustice

Initiation

Interactional
Jjustice





image1.png
+ Respond to all the « Gather reviews « Map your hotel guest

RSN « Ask for mid-stay feedback  from all sources  journey
+ Provide timely  waep your surveys simple  « Automate your  « Keep an eye out for
responses

« Keep them short responses mid-stay service
recovery

Automation

Experience

[ JC = JOC 5 10+ 1]




image2.png
SERVICE CULTURE

Customer
Service Workplace
et Culture

An informed approach to providing et e e
world-class customer servi S e
Prioritizing

Customers




image3.jpeg
INCREMENTAL
GROWTH»

USD 1.14 bn

Market growth will ACCELERATE

at a CAGR of about
5%

2019 2024
The market sFRAGMENTED 38%
with several players occupying the of the growth
market share will originate from
) APAC
wnll
il Bal »> Bl g fal
wll
READ THE REPORT:

BAL HOTEL & HOSPITALITY MANAGEMENT
SOFTWARE MARKET 2020-2024 Read them at:

www.technavio.com

17 ,000+ reports covering niche topics

INFORMATION TECHNOLOGY

The year-over-year growth
rate for 2020 is estimated at

A 4.38%

One of the KEY DRIVERS
for this market will be
REDUCTION IN OVERALL
OPERATIONAL COSTS

00

®

¥technavio





