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[bookmark: _Toc137480263]Executive summary
An understanding of the different market trends and preferences offers an organisation with the ability to succeed in the competitive hospitality industry. This report has focused on hotel standards, service culture, and brand reputation management. The report has focused on hotel standards by discussing the purpose of brand consistency. The attraction of a broader customer base and an increase in profit margins has been identified as the purpose of brand consistency. The report has also discussed reputation management by discussing ways organisations can manage their reputation which included real-time engagement with the customers and the use of search engines. Low-profit margins and reduced commitment from customers have been identified as an impact of negative reviews. The report has concluded by discussing service culture by providing its definition, the difference with corporate culture, and its importance in the hospitality industry as the customers get to enjoy more personalised services. 
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[bookmark: _Toc137480264]Introduction
The hospitality sector is dynamic and competitive with the different market players being needed to understand the different market trends. This report has focused on hotel standards by discussing the purpose of brand consistency. The report has also discussed reputation management by discussing ways organisations can manage their reputation, the importance of effective guest reviews, and the impacts of negative reviews. The report concluded by discussing service culture by providing its definition, the difference from corporate culture, and its importance in the hospitality industry. 
[bookmark: _Toc137480265]Hotel standards
According to Soelton (2018), the basis for comparison for the certain attainment level that is considered desirable is known as a standard. Hotel standards refer to not only the physical standards such as utility and condition of leased personal property and fixtures but also the operational standards such as advertisement, staffing, and the amenities offered to the guests (Simpao, 2018). Hotel standards are vital in ensuring the customers receive consistent personalised experiences from the amenities which in turn increases the trust and loyalty of the consumers to the hotel brand. 
[bookmark: _Toc137480266]The purpose of brand consistency standards
The hotel industry is highly competitive with organisations that invest in understanding the changing market trends and maximising their profit levels. According to Chun Wang et al (2016), brand recognition is an occurrence due to the consistency showcased by a brand in the service industry. The recognition levels of the customers with the brand are increased when the customers have positive associations with the brand. A report by Statista (2023), showed in the UK, the brand awareness for Hilton is 90% with the majority of the population being able to identify the brand Logo and mention a service offered by the organisation. Through this, the profit margins received by an organisation increase due to the commitment and constant purchases by the customers (Soelton, 2018). Further, an organisation can reinforce the different qualities cited by the customers while offering recommendations due to brand consistency. The major standards for the hotels include the efficiency of the services offered, the language used, the courtesy and manners of the staff, the well-being of the guests, and the personal and hospitality approach (Simpao, 2018). 
Simpao (2018), asserts that the class and type of hotel is the major determining factor for the hotel standards. Thus, proper communication channels are significant for the hotel to inform the customers of the different features to expect when visiting the facility. Different regulations have been put in place as a way of promoting the hotel standards such as the Equality Act where all individuals are expected to be treated equally. The type of hotel amenity majorly dictates the hotel standards as 5-star hotels are more standard than 3-star facilities (Chun Wang et al, 2016). 
[bookmark: _Toc137480267]Reputation management
The opinions and beliefs held by an individual concerning something or someone is known as reputation. The performance showcased by the different players in the hospitality industry is responsible for the creation of the brand reputation. Below is an analysis of reputation and its importance in the hotel industry.
[bookmark: _Toc137480268]Ways hotels can effectively manage their reputation
A positive reputation is significant in the hospitality industry as it is essential for the increase in profit levels of the organisation. Hotel reputation management entails influencing and monitoring the perception held concerning the organisation. Hotels can effectively manage their reputation through real-time engagement with the audience through the use of social media engagement. Brand loyalty is boosted by embracing the different opinions and views held by consumers (Foroudi, 2019). Real-time engagement with the audience involves replying to both negative and positive reviews and comments posted professionally. Further, the organisation social media team can hold regular question-and-answer sessions with the customers regularly through different platforms such as Twitter, and Instagram. The hotel can further Garner good reviews offered as a way of managing the organisation reputation. According to Touni et al (2022), most customers go through the different reviews offered concerning a facility before making a booking. Thus, positive reviews increase the reputation of the brand. A hotel should build its reviews on different review sites such as TripAdvisor and Google reviews as a way of managing the facility's reputation (Arani and Shafiizadeh, 2019). For instance, Marriott a key hotel player in the UK uses the reviews on different social media platforms such as Facebook, Instagram, and the brand website for the different reviews from the customers. Further, the organisation sends follow-up emails to the customers to identify the different sections that require more improvement (Yang et al, 2022). 
[bookmark: _Toc137480269]The importance of effective guest reviews management
Reviews are a major attraction point for different customers to try out the different services and products offered in an organisation. Effective guest reviews are vital in increasing bookings by increasing the confidence levels of the customers to use the establishment (Lonel, 2016). Effective guest reviews management is a key step in increasing the productivity levels of a business. An increase in positive reviews from guests is significant in improving the hotel business. further, professionality and transparency are seen in an organisation through the management of the offered guest reviews. The guests get a sense of belonging and being valued by the organisation through the management and application of the provided reviews. 
[bookmark: _Toc137480270]The impact of negative reviews
According to Jung and Seock (2016), negative reviews make 94% of consumers not make purchases from a business. Further, 85% of consumers are seen to be hesitant when supporting a business with negative online reviews. Negative reviews reduces the profit margins anticipated by an organisation due to the reduction in the customer purchases made. Through this, an organisation ends up making more losses than profits thus reducing the success levels of the business. The behaviour of existing and potential customers is greatly impacted by the availability of negative reviews as the organisation's perception is highly impacted. The business's trustworthiness, credibility, and prestige are highly impacted by negative reviews as the brand value is greatly diminished (Horng et al, 2018). 
[bookmark: _Toc137480271]Service culture
Radojevic et al (2019), assert that the environment where the employees have an interest in offering the customers superior customer service. This culture entails the employees going beyond the normal call of duty in ensuring the different consumers are delighted and get value for the purchases made. An organisation gets the opportunity of standing out in a competitive business environment through the adoption of this culture. 
[bookmark: _Toc137480272]Difference of corporate and service culture
According to Michaelides (2017) the shared values, behaviour, beliefs, and traditions in an organisation are known as corporate culture. This includes a positive work environment, emphasis on customer service, focus on collaboration and productivity, and different ethical practices (Pizam, 2020). Service culture is different from corporate culture as the employees are majorly focused on offering excellent services while corporate culture entails how the members of the organisation act, think, and understand the world around them (Radojevic et al, 2019). With a service culture, the customers receive more personalised services thus receiving more value for their money. 
[bookmark: _Toc137480273]Importance of service culture in the hotel industry
In the hotel industry, service culture sets the desired organisation attitude for successful operations. The staff gets to understand the right tone needed for the business operations such as the correct action and language to use with the customers (Kao et al, 2016). Further, customer orientation becomes the guiding principle for the interactions between the organisation staff and the guests at large. The organisation further receives positive recognition and reputation through the developed customer perception of the organisation being more friendly and helpful (Pizam, 2020). The market position of the hospitality player is greatly boosted by the customers making more referrals thus increasing the business performance. 
[bookmark: _Toc137480274]Recommendation on market trends
Market trends are a significant guiding factor for an organisation on the different customer needs and preferences. This makes the market trends important for successful business operations. An organisation can adopt the use of technology in the understanding of the different market trends. This is through different ways such as social media surveys and the use of search engines to determine the current customer preferences in the competitive market (Kao et al, 2016). An organisation can further be involved in the different occurrences in the sector through regularly reading the different blogs and publications on the changes in the hospitality industry. However, an obstacle faced by certain businesses is the constant changes in customer needs and preferences. This results in the business using more resources to innovate and create the most suitable product for the competitive market. 
[bookmark: _Toc137480275]Conclusion
The hotel industry is dynamic and highly competitive with different organisations striving to build and develop their brand image. The set standards by a hotel help a customer in understanding the different services offered in the business to see if they meet their preferences. The rand reputation can also be improved through real-time engagement with the customers to understand the different views and opinions held by the consumers. A positive brand reputation is significant in the maintenance and attraction of a wider customer base. Customers get to enjoy personalised services through the service culture where the employees are more committed to offering the customers outstanding experiences. 
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