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[bookmark: _Toc137124152]Executive Summary 
The topics of hotel standards, reputation management, and service culture are discussed in this essay. It explains how hotels can manage their reputation and make use of guest reviews, as well as the requirements for maintaining brand consistency that is involved in establishing a consistent experience for guests. Creating memorable moments for guests is in equal part dependent on having a strong service culture. The current state of the sector suggests focusing on technology, sustainable practices, and employee empowerment. These recommendations are an effort to maintain hotels competitive and to meet the ever-evolving needs of visitors, all while enhancing the performance of the worldwide hotel and hospitality business.
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[bookmark: _Toc137124153]Introduction 
To have an experience that is consistent and can be easily recognisable across several properties and locations, hotel customers seek brand consistency standards. Hotels can establish a brand identity, foster customer loyalty, and separate themselves from competitors if they adhere to a set of predetermined standards. The criteria for preserving brand consistency, hotel standards, reputation management, guest review management, bad reviews, and service culture in the hotel business will be discussed in this article. The recommendations will be derived from the patterns that have emerged in the market as well as the challenges that have been encountered by enterprises.

















[bookmark: _Toc137124154]Hotel Standards
[bookmark: _Toc137124155]Purpose of brand consistency standards 
Hotels can give their visitors a consistent and uniform experience by adhering to the guidelines for maintaining brand consistency, which makes it possible for the hotels to do so (Vallen and Vallen, 2014). The atmosphere, level of customer service, and room design of a hotel must comply with certain standards for it to bear the Marriott International or Hilton Worldwide brand. Guests staying at Marriott hotels in New York City and London are guaranteed to get high-quality rooms and serve as a result of these standards (Hao, Xiao and Chon, 2020). Hotels can gain the repeat business of consumers as well as positive word of mouth if they comply with the rules for maintaining the brand's consistency.
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Figure: Standards
Source: (Hao, Xiao and Chon, 2020)
[bookmark: _Toc137124156]Same standards use 
Hotel standards vary based on different aspects. Smaller boutique hotels will likely have their criteria, depending on how they position themselves in the market and the types of customers that frequent their establishments (Wood, 2015). Luxury boutique hotels may place a larger emphasis on personalised service and one-of-a-kind features, whilst budget hotels may place a greater emphasis on affordability and productivity. Both types of hotels, however, may lay a stronger emphasis on productivity and efficiency (Mariani and Predvoditeleva, 2019). These hotels may not have the same uniform approach as major hotel chains, but they attempt to uphold the promise that they make to their brand and to give a consistent experience to the particular customers that make up their target market.
[bookmark: _Toc137124157]Reputation management 
[bookmark: _Toc137124158]Managing reputation  
Hotels need to preserve their reputations, and as a result, they should keep track of the comments made by guests on social media and review websites and actively engage with those comments (Walker, 2013). They are capable of actively managing complaints from customers and finding solutions to problems. It is common knowledge that The Ritz-Carlton Hotel Company is renowned for providing superior reputation management. This ensures that guests have a great experience while limiting any potential detrimental impacts, as employees at the organisation are given the authority to remedy complaints promptly after they are raised by guests.
[bookmark: _Toc137124159]Guest review management 
The management of customer feedback is extremely important to the decisions that travellers make on their reservations. Reading online hotel evaluations is important to individuals who travel all over the world, as indicated by a study carried out by TripAdvisor. The percentage of people who value this activity was found to be 93% (Lee, Lee and Koh, 2019). By continuously monitoring the content of reviews and responding to feedback provided by guests, hotels stand a better chance of attracting new clients and enhancing their reputation. One of how Four Seasons Hotels and Resorts demonstrates their attention to ensuring complete satisfaction for their customers and delivering rapid responses to any problems that may emerge is by monitoring and responding to the feedback provided by their guests.
[bookmark: _Toc137124160]Negative review impact 
A property's reputation can take a hit when it receives poor reviews. According to a study that was carried out by Shams et al. (2020), there is a connection between an increase of one star in the online review rating of a hotel and a 5–9% rise in the income that the hotel brings in. Visitors may be discouraged from coming, which will lead to a decrease in revenue. The Hudson's Union Street Guest House is an example of this kind of establishment (Järvi et al., 2020). The hotel came under fire for threatening reviewers with a fee if they left negative comments on its website. This occurrence garnered the attention of the media, which in turn harmed the reputation of the hotel, which in turn led to a decline in bookings at the hotel.
[bookmark: _Toc137124161]Service Culture 
[bookmark: _Toc137124162]Definition of service culture 
The service culture of an organisation may be defined as the set of values, attitudes, and behaviours that place a priority on providing outstanding customer service. This can be accomplished by placing a high value on the satisfaction of customers (Mariani, Borghi and Okumus, 2020). Hotels have developed a culture of service that places a premium on the guests' enjoyment of their stay, individual interactions, and a genuine desire to go above and beyond what is required of them. The Ritz-Carlton is renowned throughout the world for its impeccable service. Their company slogan, which reads "Ladies and Gentlemen serving Ladies and Gentlemen," emphasizes offering outstanding customer service as well as memorable moments for their guests (Tesone, 2014).
[bookmark: _Toc137124163]Difference from corporate culture 
Service culture prioritises customer service and tourist experience over corporate culture. As a component of its overall corporate culture, the hospitality industry places a significant emphasis on providing great service (O’gorman and Cousins, 2010). This is done as part of the hospitality sector's service culture. Although it may be conceivable for a hotel chain to place value on innovation and collaboration, the quality of the service they offer will almost certainly remain their top priority at all times.
[image: Chapter 16 Organizational Culture McGraw-Hill/Irwin Copyright © 2009 by The  McGraw-Hill Companies, Inc. All rights reserved. - ppt download]
Figure: Service culture
Source: (Tesone, 2014)
[bookmark: _Toc137124164]Service culture importance 
The service culture of the hospitality business has an impact on the industry's revenue, as well as the happiness and commitment of hotel guests (O’gorman and Cousins, 2010). Hotels that have extraordinary service cultures provide their customers with experiences that they will never forget, and as a result, they obtain good comments and referrals from their guests. The Oberoi Hotels and Resorts are a good illustration of this, as they are generally acknowledged for the great service that they provide to their guests (Mariani, Borghi and Okumus, 2020). Their in-depth training programmes provide employees with the knowledge and abilities required to anticipate the requirements of visitors and provide customised service; this, in turn, results in high levels of customer satisfaction and continued business.















[bookmark: _Toc137124165]Recommendations 
Embrace technology trends: Hotels should embrace technological advancements in the digital age to enhance tourist experiences. By allowing mobile check-in, hotels may reduce wait times and enhance guest convenience (Johnston, Clark and Shulver, 2012). Hotels can tailor tourist experiences using data analysis to provide tailored suggestions based on visitor preferences. The comfort of guests can be further increased by using smart room amenities like automated lighting, climate control, and entertainment systems. By implementing technology, hotels may enhance their operations, guest experience, and competitiveness.
Focus on sustainability: As interest in environmental protection develops worldwide, hotels should promote sustainability. Energy use and costs are reduced by using LED lighting and motion-sensor controllers (Horner and Swarbrooke, 2011). Hotels can conserve water by using low-flow fixtures and water recycling systems. Waste can be reduced through recycling, composting, and using less single-use plastics. The hotel's reputation can be enhanced and environmentally conscious guests may be drawn in by participating in community development projects, working with local artisans, or buying local items. By putting sustainability first, hotels can draw in socially responsible visitors, preserve the environment, and continue to make money.
Enhance staff training and empowerment: Enhance staff empowerment and training because excellent guest service relies on knowledgeable staff. Hotels ought to spend money on thorough service culture training initiatives. Staff members that possess the necessary abilities, knowledge, and resources may provide outstanding service and customised experiences. Providing personnel with the authority to make judgements and take swift action can increase customer satisfaction and loyalty (Heppell, 2015). Training sessions, workshops, and performance evaluations all support maintaining high service standards and ongoing development. By giving staff more autonomy and fostering a service-oriented culture, hotels may increase repeat business, positive online ratings, and customer satisfaction.



[bookmark: _Toc137124166]Conclusion 
Hoteliers are required to maintain brand consistency, manage their reputation, and instil a strong culture of service. Keeping up with standards is one way for hotels to build customer loyalty. A hotel's reputation can be improved and bookings can be affected by the hotel's proactive engagement with guest feedback. A culture of service that places a priority on providing outstanding customer service is necessary to ensure the satisfaction of guests, differentiate oneself from competitors, and increase one's income. Hotels have the potential to adjust to the tastes of customers and achieve success in the cutthroat hospitality industry by welcoming changes in the market and overcoming obstacles.
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