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Executive Summary
The purpose of the report is to discuss three key aspects associated with the hospitality industry, which are hotel standards, service culture, and reputation management. Discussion shows that different hotels have different consistency standards. Negative reviews help in identifying the areas or services which should be improved or changed. It is important to have service culture for providing the guests with premium services. 
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[bookmark: _Toc137215440]Introduction
	The presence of intense competition can be seen in the hospitality industry. In order to avoid being left behind in the competition, companies operating within this industry must keep up with the latest trends in hospitality. By maintaining pace with the industry, businesses become able in delivering services as expected by the clients. All these require the hospitality businesses emphasize on three key aspects; which are Service Culture, Hotel Standards, and Reputation Management. Proper consideration of these aspects ensures that the business is successful in satisfying the needs of their customers. The main aim of this report is to discuss different aspects associated with the above mentioned topics. On the basis of discussion, recommendations are provided regarding market trends and obstacles that certain businesses face.
[bookmark: _Toc137215441]Hotel Standards
	Brand consistency means to ensure that the manners in which a company and its meaning of existence are presented stays the same across all the channels of marketing, and it merges both the image and message that are seen by the existing and potential customers. It is important to note that the key purpose of brand consistency standards is to ensure increasing trust and loyalty of customers. Following this standard consistently helps a business in standing out from the competition. Furthermore, it assists in the development of brand authority as such standards can make a brand a leader in the industry through the increase of authority (Hernandez-Fernandez and Lewis 2019). 
For example, guests can easily recognize the family-friendly hotels of Hilton through their special feature of ‘Confirmed Connecting Rooms’. Most of the travellers have the preference of having connecting rooms. This special feature permits the guests to simply book and instantaneously confirm at least two connecting rooms (corporatereport.com 2023). If Hilton suddenly removes this feature and increases the prices of their rooms, it would be difficult for people to know the famous brand of Hilton for its special feature. Consequently, Hilton might not be recommended by these guests to their friends and families. It signifies that it is important to maintain a brand consistency standards appropriately.
	Even though brand consistency standards help the hotels in providing consistent customer experience, it is not possible for all hotels to maintain the same standards. There has been a major increase in the volume and intricacy of tasks involved in the businesses operating in the hospitality sector. As a result, small and medium businesses face challenges in maintaining these standards across their operations, whereas large businesses can easily maintain them owing to the availability of resources like funds, staff and others. This is a key reason why large hotels are well known for their brand consistency compared to the small and medium hotels. As a result, all hotels do not have the same brand consistency standards (Chen 2019). 
[bookmark: _Toc137215442]Reputation Management
	There are many ways through which the hotels can manage their reputation effectively. First, these hotels should ensure that reviews on all channels are responded. There are many areas where the customers leave their reviews, like Google and OTA’s along with the review platforms like Expedia, Airbnb and others. Hotels’ management must ensure that guest reviews from all these places are collected and appropriately responded. Second, the hotel review management mechanism needs to be accelerated in order to consider and respond to the negative reviews. This helps in losing possible customers who choose hotels based on their reviews. Third, social listening needs to be used for obtaining advantage. This helps the hotels in understanding what people are saying about their businesses online. These help in effectively managing reputation (Pollák, Dorčák and Markovič 2019). For example, social listening is used by Hilton for acquiring new customers and retaining the existing ones. For instance, the group uses Twitter for interacting with their guests on social media. On the other hand, Ritz Carlton uses Facebook as a platform for encouraging guests to share their memories with the hotel. This is a key tool used for reputation management.   
	Effective guest review management is important because of some key reasons. First, it increases trust and trustworthiness by ensuring that new and possible customers have trust on the hotels. Second, effective review management can result in increased sales revenue. This is because the more customers providing reviews, the higher you rise in the search engine, like Google. Third, managing guest reviews provides the hotels with the opportunity to communicate directly to their customers based on their positive or negative reviews. This is a great means for the hotels to learn from their customers. It can be referred to as free consultancy (Fernandes and Fernandes 2018). All these help in satisfying the guests by providing efficient experience.
	The brand reputation of the hotels can be negatively affected by the negative reviews which also deteriorates their reliability. Guests are unwilling to book from a hotel which has many negative reviews. It leads to decreased revenue. For example, a guest has given a review on how he was mistreated by a restaurant’s waiters. Consequently, the possible guests will habitually accept that a poor customer experience is offered by the restaurant even though it was a misunderstanding or one-time incident. Alternatively, certain negative reviews are fair, as these reviews make the hotels advantageous by demonstrating the management the areas or services that should be improved or changed. Alike positive review, negative reviews provide the management with the opportunity of enhancing their businesses. Therefore, active consideration of negative reviews is important (Li, Cui and Peng 2018).
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(Source: finder.com)
The above figure shows the most popular hotel chain in the UK. These hotels have earned the popularity by providing the guests with superior services and managing the negative reviews effective to maintain their reputations.
[bookmark: _Toc137215443]Service Culture
	When the definition of service culture is concerned, it should be mentioned that it refers to an environment where employees are passionate about providing the clients with superior customer services. It means going above and beyond the usual duties for making it sure that people who are paying for the hotel’s services are pleased (Tien et al. 2021). Therefore, it can well be referred to a corporate culture which emphases on superior services to the customers, and hence, it can also be called a customer service culture. A hospitality business with a service culture concentrates its mission, vision, processes and procedures to serve the guests first and foremost. The goal of service culture is to add the most value while providing best experience to the guests, and the duty of each employee should concentrate on this goal. When an effective service culture is in place, the employees are motivated enough to out their guests first.
	It is noteworthy to mention that service culture is different from corporate culture. In every organization, the presence of some type of culture can be seen, be it service culture or corporate culture. When corporate culture is concerned, the organizational policies, procedures, and culture are focused to attain its mission and vision (Groysberg et al. 2018). However, in service culture, only one model is dutifully followed by the businesses i.e. premium services to the customers. For example, the employees of Ritz-Carlton are made part of a culture where the hotel refers them as ladies and gentlemen, and the hotel provides them with certain amount of flexible spending in order to make their own decisions for assisting the guests. As a result, these employees always try to find ways for enhancing their services.
	In the hotel industry, it is important to have a service culture because to have the emphasis to ensure satisfaction to the customers is an easy manner for having a stronger organization. Along with creating a more favourable organizational reputation by concentrating on customers, it will create a fair chance that there will be increase in the number of repeat customers. In addition, it is helpful in developing a robust connection between service and culture which enhances the organizational capability of creating more sales revenue and customer loyalty. Furthermore, such a culture is important for maintaining a good reputation of the hotels. Overall, having an effective service culture is important for increasing overall efficiency, retaining customers, maintain a good reputation (Andriani et al. 2018).
	It can be better understood using an example of two of the biggest hotel groups, which are Hilton and Marriott. In Hilton, there is a culture of grow and flourish where employees are given numerous opportunities for developing both personal and professional lives so that they can better serve the guests (corporatereport.com 2023). On the other hand, Marriott has a ‘people first’ culture in which excellence is pursued and changes are embraced while acting in the most integrated manner for serving the guests (marriott.com 2023). All these assist in retaining the existing service culture of these hotels. 
[bookmark: _Toc137215444]Recommendations
· One of the biggest trends in the hospitability industry is to maintain hygiene and taking necessary safety measures. Hence, the hotels are recommended to highlight the implemented safety measures and hygiene in guest communication and hotel marketing.
· Another key trend is the use of customer experience marketing which means an assortment of hotel marketing strategies based on customers’ experience. The recommendation is to use this strategy for enhancing customer experience.
· The use of Artificial Intelligence (AI) is a key trend in the hotel industry. For instance, chatbots powered by are one of the best manners for ensuring quick responses to the customers. Hence, the hotels are recommended to use AI for this purpose to increase their efficiency in managing guests’ concerns and queries.
· These hotels are also recommended to use personalisation marketing for delivering more targeted promotional content to the users.
Hotel businesses are facing certain obstacles. One of them is the rise in daily consumables’ costs as a result of price inflation. Consequently, it increases the cost of doing business. After that, hiring and retaining quality staff is a key issue in the hospitality industry. Other operational issues include reservation management, maintaining cleanliness, and others.
[bookmark: _Toc137215445]Conclusion
	The appropriate use of brand consistency standards ensures increased trust and loyalty of the customers while providing necessary competitive advantage. Some of the key ways of reputation management of hotels include considering reviews from all sources, accelerated management of reviews, increased social listening, and others. Service culture is different from corporate culture as it focuses on providing optimal service to the customers. Hotels are recommended to use AI for managing interaction with guests, personalisation marketing, and others.
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