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Executive summary
Hospitality is a large entity that has with it various aspects that make the hotel industry function. This includes accommodation, catering, leisure, and entertainment. The hotel industry provides hospitality services to their guests. It is always through the tourism sector that the hotels can provide their services to the tourists visiting. This module is going to look at the role and the significance of hospitality and guests' services in the tourism sector. 


Introduction 
Hospitality is a warm reception that a person or an organization can give to the guests. It is the various things that an organization does to ensure that the stay of their guests within the hotel are blissful and of satisfaction to the guest and the hotel at large. Hospitality is also the business of providing food, entertainment, leisure and even accommodation (Ampofo,2020). Accommodation is not limited to this but can extend to many other aspects that can be provided within a hotel facility with reference to what the guests require. The report will write and major in its findings on the service culture, hotel standards and the reputation management experienced in the day-to-day life of a hotel. Evry topic will be critically analyzed to bring out its significance to the hotel industry. 
Hotel standards 
[bookmark: _Int_aEAEetwd]Hotels vary from one to another depending on the kind of services they offer. The standards of every hotel are determined by the kind of facility it is (Rhee et al.,2015). Some hotels have higher standards compared to others. A hotel can be either five stars, or four stars or even three stars. The standards or the kind of amenities available in the five-star hotel are not like the kind of amenities available in the three-star hotel. The physical status of the hotel can also determine the standards of the hotel. Tourists or guests have a clear service standard that they expect to receive from a hotel. The service standard is the level of services a hotel can give to their customers. This is from the cleaning services to the restaurants. Many customers choose hotels according to the level of service standards offered within the facility. The physical condition of a hotel includes the paintings, the states of the rooms and the facility at larger. The serenity within which the hotel is established is also an aspect that brings out the hotel standards. Hotel standards can also be determined by various other aspects, for instance, the size of the hotel. How big or small a facility is. Where is the facility situated? For instance, it can be in a highland or in a dry place, it can also be in the urban areas or the rural. This will bring in the question of accessibility and the kind of reception one will expect. The standards of a hotel can also be determined by the target market (Abrate et al.,2016). This ca be the local customers or the international customers. The ownership and affiliation will also impact on the standard of the hotel. 
Brand consistency 
Brand consistency in every hotel is a very crucial aspect. Brand consistency influences the reputation of every hotel. The branding of a hotel label on itself is important in ensuring that every client can trust the kind of information available to them. The aspect of ensuring that the hotel is well presented in terms of how it is marketed. The marketing strategies too and the kind of information presented by the markets. Many hotel industries have majored in online or digital marketing. Using influencers to market their hotel and to sell their services to the customers out there (Liu et al.,2017). Many customers have turned digital, they therefore seek information about the hotels from the internet.
Benefits of hotel brand consistency standards 
Ensure brand consistency. It is important to avail reliable information that is reliable and useful for the organization to build a good reputation.
Build customer loyalty and trust. A hotel can only survive and sustain its facility when they have a continuous flow of customers (Rahimi et al.,2016). This can only happen with the support of consistent branding. This helps to ensure that the clients can build trust with the facility. These clients develop permanent loyalty
Positive and consistent customer experience. A predictable or reliable source of information through branding is a source of trust and confidence to every customer. The customer can only enjoy the hotel facility's services when the branding and the facility go hand in hand. It is important to ensure that a hotel has the right consistency (Xiong et al.,2015). That hotel is consistent with its branding.
Reputation management 
Reputation management is a crucial aspect to every hotel industry. This involves the constant posting and revieing of online information that comes as feedback from the clients. The reputation management determines how other clients will view the hotel (Van et al.,2015). Many others use this reputation management to ensure available reviews from other clients to see and attract them to their hotel. The maintenance and sustainability of every hotel is dependent on reputation management. Effective reputation management from a hotel calls for good revenue from the hotel. Many customers use the reviews to gain knowledge about the hotel and pay for their services. The more the clients pay the more revenue the hotel can make.
Importance of guest's reviews management 
Attract more clients. The reviews online are majorly from the clients that have already had an experience with the hotel (Liang et al.,2017). It is therefore through these reviews that many new clients will be able to trust the hotel and seek their services. Many clients would wish to have a similar experience as others. The reviews that are available online help these clients to develop their interest in the hotels, which increases the traffic within the facility.
Avail the standards of the hotel to client prior to their visit. Every client would wish to have a picture of the hotel in their minds before they get there. The reviews available online help the clients to have an imaginary picture of what the hotel is. It helps the clients to also know what to expect and what not to expect from the hotel. This is a wonderful way of marketing the hotel facility, it is also through the availability of reviews that the clients can tell the standards of the hotel.

Help a hotel auge their strengths and weaknesses. Reviews highlight both the negative aspects and the positive aspects. A hotel will not only dwell on positive reviews. Every review is equally important to an organization. The hotel will use reviews to determine their strengths and their weaknesses (Padma et al.,2020). It is through this that the hotel can capitalize on their while improving on the areas that they are poor in.

Service culture 
The survival of a hotel facility relies on the service culture present within its employees. Service culture is an aspect in which the employees are obsessed with providing nothing but the best services to the clients (Hussein et al.,2016). Every hotel will always place the needs of the customers first. This is the aspect of service culture. Many employees within a hotel facility are willing to go the extra mile to ensure that they can provide the best services to the client. Service culture within a hotel facility provides the employees and the employer with guidelines or a sense of purpose.
Corporate culture. This is the set of rules and guidelines, the organizational cultures that determine how the employees within the organization manage and run the organization. The core values that determine what the organization belief in are the corporate culture (Guiso et al.,2016). Unlike the service culture that is self-driven, corporate culture is determined and controlled by the organization.
Benefits of service culture in hospitality.
Promotes positive attitudes. Positive attitudes within a working environment help in attaining a superior performance level. Good relationships are built within a working environment that has positive attitudes (Young et al.,2022). It is through the service culture that the employees develop the sense of responsibility and develop the instincts to make the right decisions all the time.
Improve customer experience and act as motivation to the employees. The customers that visit every organization whose employees have service culture will always have good and memorable experiences. The employees will also develop positive attitudes that will act as motivation for them to do more. 
Build customer loyalty. Customers will always be loyal to a place where they receive effective treatment. A place that places the customers first will earn their trust. It is through trivial things that the clients will build their loyalty to the hotel (Huyen et al.,2022). The hotel can only be functional if they have loyal clients that visit them from time to time and give them positive reviews.
Recommendations 
The world is becoming digital. With the growth and development of technology it is important for every hotel to embrace the use of technology. The introduction of google pay should also be embraced by every hotel to promote more money security and help the clients travel freely without fear of losing their money.  Every organization should encourage the employees to develop service culture to help their organization attain its goals. 
Conclusion 
Hospitality is a crucial aspect in the tousrims industry. With the growth of the tourism industry, it has also led to the growth of the hotel industry that provides hospitality. The service culture has helped many hotels to grow and expand. The reputation of every hotel is determined by its ability to maintain and sustain good branding. Reputation management is also crucial to every organization. Many hotels depend on positive reviews to send a picture of themselves to the world out there as a way of attracting more customers. The hospitality and guest service topic are broad topics that are crucial in the understanding of the hotel industry and its ways of operating.
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