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EXECUTIVE SUMMARY

This report has conveyed service culture, reputation management and hotel standards. By providing proper rooms, good quality food, and implementing digital marketing, hotels can maintain their standard. On the other hand, with the presence of service culture and corporate culture, hotels can easily provide better services towards their customers. By providing better service hotels can accumulate positive perceptions and that is helping out to maintain brand reputation. However, in the modern era, the biggest hindrance of the hotel industry is that customers' preferences have frequently changed, and it can create immense obstacles in the pathway to success. To avoid this issue as a marketing trend, the hotel industry can adopt geo-location and personalisation marketing trends. By following this way, the hotel industry can drive itself to the pinnacle of success. 
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[bookmark: _Toc137485675][bookmark: _Toc137488380]1.0 Introduction
In the world, the hotel industry is one of the oldest commercial industries. The hospitality industry has friendly and generous reception, and it is responsible for entertaining guest visitors or strangers (Lai et al., 2020). The term hospitality refers to taking care of the guest and anticipating their requirements or needs. This report will discuss in-depth analysis of hotel standards, reputation management, and service culture 

[bookmark: _Toc137485676][bookmark: _Toc137488381]2.0 Main findings

[bookmark: _Toc137485677][bookmark: _Toc137488382]2.1 Hotel standards

[bookmark: _Toc137485678][bookmark: _Toc137488383]2.1.1 The purpose of brand consistency standards 
The term brand consistency is used for establishing trust, making effective communication and others. The main purpose of the brand consistency standard is utilising communication and by utilising communication brand can easily upgrade customer trust, and loyalty and make the interaction process more effective (Vallen et al., 2014). However, it is also ensuring that the organisation or business has an effective marketing channel, rules and standards also. In contrast, another purpose of brand consistency is leading the brand recognition where customers can easily recognise the brand (Piha et al., 2021). 
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Figure1: Brand consistency standard
(Source: Vallen et al., 2014)

For instance, "GLENEAGLES HOTEL" is the most famous 5-star hotel in the UK and this hotel is providing fair and consistent services to their guests. With the help of fair and consistent services “GLENEAGLES HOTEL” is maintaining brand consistency standards (Gleneagles, 2023). On the other hand, in the hotel industry, the main purpose of brand consistency standards is to identify certain services or products, helping the company to establish a reputation and expand its portfolio (Indiatimes, 2023). Moreover, the purpose of brand consistency standards is to maintain necessary survival, brand equity, and identity, trying to deliver precious moments to guests also. 

[bookmark: _Toc137485679][bookmark: _Toc137488384]2.1.2 Comparison of hotel standards 
According to the classification and category, the standard of hotels can be changed. In a simple word it can be stated that all hotels do not have the same standard and their standard depends on their features such as the quality of service, “the hotel's unique value proposition”, operational area and others. For instance, in the case of 5-star hotel concierges’ staff available 16 hours a day, 24 hours reception, room service, doorman, upgraded amenities are available. On the other hand, for 4-star hotel extra add-on features such as option of cabana, 24 hours room services are not available. By following this way, the hotel standard are different from each other. 
[bookmark: _Toc137485680][bookmark: _Toc137488385]3.1 Reputation management

[bookmark: _Toc137485681][bookmark: _Toc137488386]3.1.1 Managing reputation in hotel
The term reputation management is considered to be a practice which can influence stakeholders' perceptions, be able to monitor conversations, capacity to respond to a threat, and boost reputation also. Depending on the reputation hotel can maintain an occupancy level and run the business in a long way (Swarbrooke J, 2011). For the hotel, reputation is considered to be one of the most vital aspects because with the help of reputation hotel can enhance its revenue, upgrade the trust of potential clients, and be able to nurture relationships with old clients (Heppell, 2015). All these aspects can create a positive perception for hotels which can execute success in an accurate way. On the other hand, to manage reputation hotels replying to all reviews in an adequate manner, , using different reputation management solutions, implementing monitoring tools and others (Johnston et al ., 2012 
In contrast, as opined by Fernández Gámez et al., (2020), to manage reputation hotels are also focusing on digital marketing because in the modern decade, the digital landscape is frequently changing and that is why hotels are focusing on it. By using content marketing, email marketing, digital advertising, and hotels can understand guest perception regarding their services. Depending on the circumstances the hotel can adopt the required step which would be helping to maintain the hotel's reputation. Foroudi (2019), argues with others and according to him by providing good quality food, room service, complimentary things, well decorated rooms, and by optimising website, hotels can manage their reputation. For instance, The Lygon Arms is providing a luxurious, pet-friendly option and with the help of these options, The Lygon Arms is maintaining its reputation.  
[bookmark: _Toc137488387][bookmark: _Toc137485682]3.1.2 Importance of effective guest review management 
As opined by Mele et al., (2022), the importance of effective guest review management is to enhance traffic and bookings part and with the help of this aspect guests can feel confident. On the other hand, guest review management can improve hotel business and be able to secure online reviews. 
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Figure 2: GRM
(Source: Mele et al., 2022)

However, it also helps out to boost credibility and trust (O'Gorman, 2010). By boosting credibility and trust, guest review management can provide a crystal-clear image to their guests. In contrast, Casais et al., (2020), claim that GRM is important because in the hotel business, it can generate leads and that is why hotels can easily feature their business and be able to respond to all the reviews. Li et al., (2020), argues with others and according to him GRM can save cost on the traditional marketing process, easily conducting market research and creating opportunities to speak directly with the customers.  Moreover, to understand online reputation, monitoring all the reviews of the hotel in an accurate way GRM is considered to be a viral aspect. 
[bookmark: _Toc137485683][bookmark: _Toc137488388]3.1.3 Impact of negative reviews 
Negative reviews can genuinely impact the hotel business and in the Google search the negative reviews show up easily which can easily affect customer’s perception and for this reason, the hesitation of customer can be germinated. Due to the negative review, it can easily affect hotels' brand reputation and that can easily affect their reliability (O'Fallon and Rutherford, 2010). From this negative review, the online buyers have started hesitating to choose the hotel and that is responsible for decreasing revenue. According to a consumer review survey, it can be stated that 93% of customers are likely to read reviews while making any decision (Forbes, 2023), (Cheng et al.,2020), claim due to the negative impact, the hotel can easily lose customer trust, and that is why it can directly affect the area of profitability. Henceforth, by implementing negative review hotel business can drive itself into negative publicity. 
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Figure 3: Negative review
(Source: Cheng et al., 2020)

[bookmark: _Toc137485684][bookmark: _Toc137488389]4.1 Service culture 

[bookmark: _Toc137485685][bookmark: _Toc137488390]4.1.1 Define service culture
The term service culture is considered to be an environment where employees are obsessed with providing “superior customer service” to their guests or clients. The service culture has an emphasis on customer service and it has the capacity to provide proper training to their employees where all employees can easily fulfil customers' needs (Haque et al., 2021). With the presence of a service culture, hotels can easily enhance productivity, improve the rate of client retention and create positive work circumstances also (Tesone, 2014). In order to define a company's goals, vision, and mission, providing effective customer service, service culture is one of the most significant things.  
[bookmark: _Toc137485686][bookmark: _Toc137488391]4.1.2 Difference of service culture from corporate culture
Corporate culture is the method where hotels members or employees can think, act, and understand the entire circumstances. On the other hand, service culture is considered to be an organisational culture which provides outstanding customer service (Wood, 2015). In contrast, corporate culture is considered to be a collection of values, beliefs, ethics and attitude which can guide the organisation into the right pathway (Haque et al., 2021). 
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Figure 4: Corporate culture
(Source: Zhou et al., 2023)

On the other hand, service culture can provide motivation and positive communication to the employees and with the help of motivation and positive communication organisations can easily accumulate loyal customers (Zhou et al., 2023). However, corporate culture can make the recruitment process smoother, implement a better on- boarding process, and with the help of this process the hotel industry can easily hire talented employees who are responsible for and enrich productivity. 
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4.1.3 Importance of service culture in the hotel industry 
The hotel industry is regarding customer service and in this respect, service culture is considered to be a great key factor which can execute great service. Service culture has the capacity to provide a base for decision-making areas and it can outline the desired attitude and be able to set appropriate action (Koutroumanis, 2021). With the help of the set of actions the hotel industry can understand customers' perceptions and depending on the guest perception hotel industry can provide customer service. Service cultures can identity a positive decision-making area which would be fruitful for hotel operations. Moreover, creating a friendliness and helpfulness approach with customers, enhancing brand features, and improving behaviour, service culture is important for the hotel industry. For example, as a service culture, The Vineyard at Stockcross has provided fine dining which can upgrade its operational area. 
[bookmark: _Toc137485688][bookmark: _Toc137488393]
3.0 Conclusion
It can be concluded that, with the help of service culture, the hotel industry can easily create a positive environment and with the help of that environment the hotel industry can provide better customer service and place itself in the stage of success. On the other hand, with the help of corporate culture, the hotel's employees can easily understand the entire circumstances and depending on the circumstances the hotel can adopt the required steps.
 
[bookmark: _Toc137485689][bookmark: _Toc137488394]4.0 Recommendation
In the modern decades, one of the biggest obstacles which have been faced by hotels is changing guest preferences. In order to reduce this obstacle personalisation, geo-location marketing can easily target all the natives and promote different features and foods.
In the modern era, frequent guest expectation has been changed, and to attenuate this issue, hotel can adopt personalisation marketing trends. By implementing this marketing trend, hotels can easily understand guest preferences and their attitude (Peyravi et al., 2021). Depending on the preferences, hotel can create customised experiences and easily mitigate the mentioned issue. 
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