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[bookmark: _Toc134220375]Executive summary
The aim of this report is to analyze and discuss the importance of service culture, hotel standards, and reputation management in the survival and profitability of organizations in the hospitality industry. This report takes the Ritz Carlton hotel brand, a subsidiary of the Marriott International hotel chain, as a sample of the policies and practices of its parent company as a whole. Mariott International, Hilton Worldwide, and InterContinental Hotels Group are the three major hotel chains operating around the world. This report also compares their approaches and strategies. This report also focuses on the importance of maintaining brand consistency standards, managing guest reviews effectively, and providing exceptional service culture, and provides recommendations for overcoming the challenges that the hotels are facing currently. 
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[bookmark: _Toc134220376]Introduction
The hospitality industry is a vast sector of organizations that are dependent on travel and tourism. This industry includes hotels and resorts, tourist attractions, restaurants, etc. Hotels and resorts make up a significant portion of this industry (Watson, 2016). With the advancements in transportation, interconnectivity around the world, and commerce, the hospitality industry is currently booming (Watson, 2016). It has also become increasingly competitive, as the customers are no longer willing to settle for low service quality, preferring instead hotels and resorts with high standards of service (Barney and Hesterly, 2019). In order to be competitive and successful, it is crucial for hotels to keep up with the latest trends to provide customers with the comfortable experience that they want and need (Barney and Hesterly, 2019). This report focuses on the service culture, hotel standards, and reputation management for Ritz Carlton, a brand under the Marriott International, and compares its, and its parent's strategies and approaches to that of other large hotel chains and their brands, such as Hilton Worldwide, and InterContinental Hotels Group. 
[bookmark: _Toc134220377]Main Findings
[bookmark: _Toc134220378]A. Hotel Standards
Purpose of Brand Consistency Standards
Brand Consistency Standards help a hotel brand maintain its high-quality standards of performance and service for its customers, and ensure that the standard of service is the same, no matter which branch or location they choose to visit in (Baum, 2019). It enhances a company’s brand image, as high-quality and consistence standards of service create goodwill for the company among the guests. For example, the Ritz Carlton’s brand consistency standards include personalized attention given to the guests, addressing them by name, and the staff being active in their service to fulfill their needs (Baum, 2019). Marriott International, the parent company of Ritz Carlton, ensures that across all of its brands, ensuring good brand image and consistent service. 
Different Standards among Hotels
Hotel standards are created based on the brand’s business goals, and these standards differ greatly from one brand to another, even in the same company (Bergsma, 2018). Within two brands from two different companies, the standards would vary significantly. For example, Ritz Carlton is a luxury hotel brand, and it allocates more resources and staff to ensure personalized services. On the other hand, Hilton Worldwide has multiple hotel brands in its portfolio, including Hilton Hotels & Resorts, DoubleTree by Hilton, and Conrad Hotels & Resorts. Some of its hotel brands are designed with affordability in mind, and as such, they cannot provide as much personal and luxury service to their guests (Bergsma, 2018). 
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Effective Reputation Management Techniques
Brand reputation is a key area of competition for hotel brands and their parent companies, as the guests are more likely to choose brands with a good reputation over others (Davies and Miles, 2021). It also helps with word-of-mouth marketing, as a good reputation would result in its guests recommending its services to others. In order to manage their reputations effectively, hotels take a few steps, including promptly responding to the guests' questions and complaints, giving the guests personalized services, and monitoring their online presence (Davies and Miles, 2021). Ritz Carlton uses tools to monitor social media in order to understand the guests’ outlook into its services. 
Importance of Guest Reviews Management
Guest reviews are a direct way of understanding the guests’ insights into the quality of service and improve any areas that the customers have a problem with (Griffin, 2017). Guest reviews also influence the decision of potential guests, as guests who are unfamiliar with a hotel brand would likely look at the reviews to find other people’s opinion about the services (Griffin, 2017). Hotels need to manage guests reviews, both negative and positive, effectively. Marriott international, the parent company of Ritz Carlton, has a centralized system that allows it to monitor and respond to guest reviews and performance. 
Impact of Negative Reviews
Negative reviews can cause a lot of damage to a brand’s reputation, and image. In order to have a strong brand image, hotels need to address the negative reviews and the complaints that the guests have left in order to improve the situation for the future and avoid similar issues (Hospit, 2019). As stated above, Marriott International uses a centralized system to monitor and respond to reviews. The InterContinental Hotels Group, on the other hand, uses online reputation management tools to monitor and respond to negative reviews (Hospit, 2019). 
[bookmark: _Toc134220380]C. Service Culture
Definition of Service Culture
Service culture refers to the sum total of the values, beliefs, and behaviors that shape the way a hotel’s employees behave and interact with guests, and each other in order to provide service (J. Turner, 2020). Service culture includes the attitudes, communication, and codes of conduct of the staff towards the guests, and the principles that they must follow in order to create a welcoming environment for the guests. Ritz Carlton, being a luxury brand, focuses on personalized services, and maximum comfort and ease for the guest with a friendly staff (J. Turner, 2020). 
Difference between Service Culture and Corporate Culture
Service culture and corporate culture differ mostly on their focus. While corporate culture focuses on achieving the business goals and create a productive and efficient working environment within the organization, service culture focuses on providing good services and a comfortable stay for the guests (Janson, 2017). Service culture is customer-oriented, whereas corporate culture is organization oriented. For example, the Ritz Carlton staff are taught the service culture, whereas the managers and directors of its parent company the Marriott International practice corporate culture (Janson, 2017). 
Significance of Service Culture in the Hospitality Industry
The hospitality industry is largely customer-centered, and service culture is crucial for this industry as it directly impacts customer experience, which then translates to guest retention and enhancement of brand reputation (Mansour Ghazi, 2018). Positive service culture helps hotels to attract and retain their guests through comfortable stay and a welcoming environment, which results in customer satisfaction and retention (Mansour Ghazi, 2018). The Ritz Carlton has a strong and strict standard of service, which is being upheld using its efficient and effective service culture. The hotel brand focuses on providing personalized and dedicated services to the guests.  
[bookmark: _Toc134220381]Conclusion
Due to the customers having a lot of choices regarding their stay in a hotel, the hotel chains are in fierce competition with one another in order to attract and retain their customers. They need to keep up with the current trends and practices of customer service and experience. Marriott International, Hilton Worldwide, and InterContinental Hotels Group are some of the biggest hotel chains in the industry. They all have their different approaches for hotel standards, reputation management and service culture, which they try to make as effective as possible in order to attract customers. Ritz Carlton is one of the brands in Marriott International’s portfolio, and the influence of its parent company’s policies can be easily seen in its operations. 
[bookmark: _Toc134220382]Recommendations
In order to adapt and overcome in the face of the challenges faced by the hotels in recent years, the hotels should follow the following recommendations. 
Incorporate technology: Adoption of new technologies leads to competitive advantage. One of the main issues faced by hotels is the high levels of competition in the industry (Michaelides, 2017). By incorporating technology, the Ritz Carlton can improve its operational efficiency and customer satisfaction. For example, online or phone check in and check outs, online payments, chatbots, and social media and internet engagement tools can help make its operations more streamlined and efficient (Michaelides, 2017). 
Focus on sustainability: Another issue faced by the hotels around the world is the high price of operations. Customers prioritize the best value for the lowest prices (Mosmans and van der Vorst, 2019). An effective way to reduce the operating costs for the Ritz Carlton is to adopt sustainable practices. Sustainable practices include reducing energy consumption, reducing waste, and using eco-friendly products. This will not only reduce the operating costs, but also improve the brand image of the organization (Mosmans and van der Vorst, 2019). 
Personalize the experience: Guest experience is another area of competition for the hotels, and in order to attract and retain customers, organizations need to provide the customers with more personalized experience (Patterson, 2017). Ritz Carlton can use customer data to find out the wants and needs of the customers and use that information to make the experience more satisfying for the customers (Patterson, 2017).
Invest in employee training: Employee skills are another important area of competition between organizations (Semons, 2020). Trained employees are much better at handling and managing the guests and add personalized experiences for the guests. Training employees also improves the service culture of the organization and provides exceptional customer service to the guests (Semons, 2020). The Ritz Carlton can train its employees in communication, hospitality and problem-solving skills. 
Monitor online presence: Much of the communication in the world happens online, and it is vital for organizations to monitor the online presence of their guests in order to ensure that the customers’ wants and needs are being met (Walker, 2017). Ritz Carlton should regularly monitor the online mentions and communications about the hotel by the customers in order to improve its reputation and image online, which would in turn help it to attract and retain more customers (Walker, 2017). 


Reference list
Barney, J.B. and Hesterly, W.S. (2019). Strategic management and competitive advantage : concepts and cases. 6th ed. Harlow, England: Pearson.
Baum, T. (2019). Hospitality management. Los Angeles: Sage.
Bergsma, M. (2018). The Future of Tourism and Hospitality. Tourism and Hospitality Research, 2(1), pp.76–79.
Davies, G. and Miles, L. (2021). Reputation Management: Theory versus Practice. Corporate Reputation Review, 2(1), pp.16–27.
Griffin, G.R. (2017). Reputation management. Oxford: Capstone.
Hospit, J.T. (2019). Journal of Tourism & Hospitality. Journal of Tourism & Hospitality, 06(05), pp.53–67.
J. Turner, M. (2020). Hotel Management Contracts: a Particularly Rich Research Context. Journal of Hotel & Business Management, 03(01), pp.22–35.
Janson, H. (2017). Brand Image. Roberts & Vinter: London.
Mansour Ghazi, K. (2018). Hotel Maintenance Management Practices. Journal of Hotel & Business Management, 5(1), pp.23–55.
Michaelides, R. (2017). Hospitality industry and the service culture in Europe. Tourism and Travelling, 1(1), pp.15–19.
Mosmans, A. and van der Vorst, R. (2019). Brand based strategic management. Journal of Brand Management, 6(2), pp.99–110.
Patterson, M. (2017). Re-appraising the concept of brand image. Journal of Brand Management, 6(6), pp.409–426.
Semons, A. (2020). Reputation Management: The Shandwick Way. Corporate Reputation Review, 1(4), pp.381–385.
Walker, J.R. (2017). Introduction to hospitality management. Boston: Pearson.
Watson, S. (2016). Hospitality management—An introduction. International Journal of Hospitality Management, 15(1), pp.87–89.

