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Executive Summary
The whole assignment is divided into three sections such as hotel standards, reputation management and service culture. The hotel standards are the quality of amenities, services and accommodations by which the outstanding service is expected to receive by the guests. Reputation management works to create a positive network and strong brand value for the organisations. Eventually, the service culture refers to the attitudes, values and behaviours by which the guests are served and make them satisfied to survive in the competitive market.
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[bookmark: _Toc135171712]Introduction
To survive in the competitive business environment, every business must cope with the advanced system by which new customers can be attracted (Carretta, 2019). The values, practices and attitudes shared by the organisation or employees are referred to as the service culture which also shapes and develops the path of communicating with the customers and making them satisfied by providing outstanding and unique service. Ensuring a company’s brand identity consistent is the basic purpose of the brand consistency standards. The whole assignment covers brand consistency standards, reputation management, the importance of effective review management, negative review and service culture.
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[bookmark: _Toc135171714]Brand consistency standard’s purpose
Ensuring a company’s brand identity is consistent is the basic purpose of the brand consistency standards across the touchpoints and all channels which includes visual elements such as colours, logos, imagery and typography (Haynes et al., 2019). The Brand consistency standards refer to the set of guidelines and principles that builds credibility and trust over time. The companies can be helped by consistent branding to differentiate the organisations from their rivals, create a long-lasting connection with customers and build brand recognition. A clear and recognisable brand identity can be established which set the organisation apart in the marketplace by maintaining overall brand experience, visual styles and messaging also. Colours, logos and imagery are the crucial components of brand consistency which are recognised as the visual elements. To reflect brand values, personality and positioning, the visual elements for the organisation should be appropriately chosen. Because of the use of all of the materials, the customers can easily recognise the brand name within a market. in addition, the messaging which conveys information regarding the products and services of the organisation can be a significant factor to reinforce the overall brand experience. The brand values and personality consistently are conveyed by a well-defined tone as well as brand voice which also ensures that the customer receives a clear message from the organisation (Lodeiros et al., 2022).
Creating a strong and unfilled brand identity is the basic purpose of the brand consistency standards that build trust and respect, resonate with customers, create a lasting connection with customers and differentiate the brands.
[bookmark: _Toc135171715]Describing all the hotels have the same standards
The same brand consistency standards are not followed by all hotels across the world. Every brand has a unique personality, target audience, a set of standards as well as principles and identity also by which the marketing efforts and branding are reflected. But some similarities are noticed across various hotels within the same brand family (Gordon et al., 2016). In that situation, the parent company set the rules and regulations for the hotels and the hotels must adhere to the guidelines and principles. Some areas are covered by the guidelines of the hotels including typography, logo usage, photography style, colour palate and tone of voice. To adapt certain elements of the brand, some flexibilities are allowed for these hotels to better suit the customer base and local market (Mamaraimova, 2022). Creating unique and outstanding brand experiences is the goal that reinforces the core value of the brand and maintains brand recognition within the competitive environment.
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[bookmark: _Toc135171717]Describing the process of managing their reputation effectively
Managing the reputation of the hospitality organisation plays a significant role in the competitive environment. The following steps are followed to manage the reputation effectively,
Train and develop staff: In creating a better customer service experience, the hotel staffs play a significant role that creating value for the organisation. the staff should be trained and developed by which the staffs can manage and meet the customer’s demands and requirements and make them satisfied (George, 2018).
Maintain quality standards: The hotels can be valued by providing consistently high-quality service and amenities that attract customers and builds a strong reputation in the competitive environment.
Using social media: To engage a vast amount of people, social media like Facebook, Instagram, Twitter, etc. can be a powerful tool in the dynamic era. The hotels should make posts regularly regarding the products and services of the organisation and respond to messages and comments instantly.
Encourage guest feedback: The guests should be encouraged to leave feedback on the provided services on the website or social media which provides concrete knowledge regarding the customer and what the customers like or dislike and also identifies the areas of improvement (Fang, 2020).
The reputation of the organisation can be effectively managed by following these steps which create a positive customer service experience.
[bookmark: _Toc135171718]Describing the importance of effective guest reviews
An organization’s reputation, overall success and revenues are influenced by effective guest reviews management. The reasons for effective guest reviews are provided as follows,
Brand reputation: The reviews of guests have a significant influence on the success of an organisation. A hotel’s brand image can be increased by the positive reviews provided by the guests that also attract more guests to the organisation.
Feedback for improvement: To improve amenities and the hotel’s service, valuable feedback is provided through the reviews of the guests (Zingoni, 2017). The hotels can identify the areas of improvement by analysing the feedback of the guests and making necessary steps to increase the guest service experience.
Influence on booking decisions: Before making a booking decision, most guests check online reviews which are supported by research. The potential guests can be influenced by the positive reviews.
Competitive advantage: A competitive advantage can be achieved by following effective guest reviews management.
Opportunity to address issues: To address any types of bad issues within the organisation, negative reviews from customers can play a significant role. In this manner, the organisation can easily identify the actual problems of the organisation and make necessary measures to overcome the issues (Lawn, 2017). 
[bookmark: _Toc135171719]Analysing the impact of negative reviews
A hotel can be significantly influenced by negative reviews that harm the reputation and success of the organisation. the impacts are provided as follows,
Decreased booking: potential guests can be deterred by negative reviews from booking a hotel which decreases the revenues and growth of the organisation.
Difficulties in attracting new customers: To attract new customers, Negative reviews create a complex situation that can also reduce the number of current guests in the hotels (Carbone, 2017). 
Damage to reputation: A hotel’s reputation can be damaged by negative reviews constantly.
Negative impact on staff morale: Because of getting negative reviews from customers can reduce the employee morale in the organisation so that the employees get demotivated at the workplace.
Loss of repeat business: Loss of repeat business can be occurred because of having a negative experience in an organisation (Jacob, 2014).
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[bookmark: _Toc135171721]Describing the service culture
The values, practices and attitudes shared by the organisation or employees are referred to as the service culture. It also shapes and develops the path of communicating with the customers and makes them satisfied by providing outstanding and unique service (Lin & Lin, 2021). A customer-friendly environment is created by which the customers get priority first. Besides, providing the best and unique service the employees are empowered. Improved employee engagement, increased customer loyalty and greater business success are led by a strong service culture.
[bookmark: _Toc135171722]Describing the service culture differs from corporate culture
The organisational values, beliefs and practices, a subset of corporate culture, are focused on the service culture especially which provides excellent customer service. The service culture is more appreciable, clear and specific to the teams or departments which have a direct influence on customers and employees also (Anning-Dorson et al., 2020). The importance of meeting customer needs, understating the customers properly and providing exceptional customer service experiences are emphasized by a strong service culture. The service culture also focuses on building long-term relationships with customers. Besides, the employees are empowered, trained and developed to provide a better customer service experience. In contrast, A broader range of values and practices are encompassed by the corporate culture like the innovation, collaboration and leadership style of the organisation. An organisation's service culture is more focused and emphasised to make a better customer service experience within an organisation (Lee, 2020).
[bookmark: _Toc135171723]Describing the reasons for being important in the hotel industry
For several reasons, the service culture is extremely important in the context of the hotel industry as follows,
· Providing a comfortable and enjoyable stay to the guests is the main objective of the service culture that also works for the customer service experience in the market (Teare, 2013).
· By exceeding the guest’s expectations and providing outstanding service, the organisation can increase their brand value and differentiate itself from its rivals.
· Creating a welcoming and hospitable environment is another part of the service culture by which the customers get satisfied and valued which increases to attract customer retention and attraction also.
· Positive feedback from the guests can be generated that attracts new customers to the hotels.





[bookmark: _Toc135171724]Conclusion and Recommendations
At the end of the discussion, it can be said that attracting new customers and retaining customers is a complex task that requires a complete management process including customer engagement, satisfaction, quality management, etc. Every organisation needs to establish a better customer management process by which the customer gets enjoyable and outstanding service from the organisation. Some recommendations are provided for hotels regarding the market trends,
· The new technologies from the market should be embraced
· Should focus on sustainability practice
· Cater to the younger generation
· Health and safety should be prioritised
· The online presence should be increased and developed.
In addition, the business can face the following certain obstacles such as increased labour costs, economic downturns, excessive competitive situations, regulatory changes and natural. The hotels should take necessary measures to overcome the situation.
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