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Executive Summary
Customer happiness is critical to success in the hotel business, which is a highly competitive market. Effectively managing brand consistency requirements, guest evaluations, and service culture are essential components of industry success. Standards for brand consistency aid in the creation of a recognizable and memorable brand that connects with customers and promotes the company's values. These standards should be applied consistently across all marketing products and touchpoints and encompass visual identity, message, and tone of voice. Maintaining a great reputation, attracting new guests, and creating loyalty requires active monitoring of guest evaluations. Hotels should monitor review sites and respond to both good and negative criticism in a timely and professional manner. Addressing negative comments can assist to reduce the damage to the hotel's reputation while also demonstrating to future customers that the hotel values guest opinion.
Finally, the presence of effective and efficient service culture is vital for providing a good and memorable experience that encourages repeat business and distinguishes hotels from their competition. A strong service culture prioritizes the requirements and expectations of customers and emphasizes the necessity of offering high-quality service at every touchpoint. Hotels may improve guest service by cultivating a culture that encourages workers to give excellent service. Overall, successful management of brand consistency standards, guest feedback, and service culture are critical in the hotel sector. Hotels may gain a competitive edge, boost customer happiness, and ultimately drive company success by prioritizing five components of success.
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[bookmark: _Toc136810697]1. Introduction
The hospitality industry is among the most competitive in the world, with several enterprises vying for the attention of travelers and guests. As a result, in order to remain relevant and profitable, hospitality firms must stay current on trends and best practices. The service center in the hospitality industry is consistently engaged in the process of providing effective and efficient service to the potential consumers in the market and further enhancing the quality of service provided to the consumers on a consistent basis. This makes the sector the most significant sector in the industry. Moreover, the service sector in the organization may be considered the only point of contact between the organization and the consumers, who are considered the most significant and valuable assets of the business over the period. 
Moreover, the incorporation of modern technology and software has enabled the sector to enhance its performance at an exponential rate to meet the consumer demands and trends in the market and thereby increasing the revenue generated by the business in the long run. 
[bookmark: _Toc136810698]2. Main findings
[bookmark: _Toc136810699]2.1 Purpose for brand consistency standards 
Brand consistency may be considered as one of the primary objectives of the business and the organizations performing in the hospitality industry over the period (Chen, 2019). The targeted consumers of most of the organizations conducting business in this industry are more fascinated with the concept of branding and technology. This may be considered the modern consumer trend in the industry over the past decade. Moreover, consumers are attracted to brand image and position in the market, which defines and influences consumer behavior, market trend, and consumer preference in the industry. Therefore, maintaining a consistent brand standard may be considered as a vital factor for a successful business operating in the hospitality industry. 
Moreover, the availability of a good and profound brand presence of the organization in the industry may enable the business to become confident in the process of further exploration of the market and various avenues in the industry (Im Kim and Miao, 2021). The business may be in a position to effectively manipulate the market and consumer behavior considering its brand position and standards in the market. This may further enable the business to introduce strategies such as product differentiation and cost leadership policy, which may enable the business to provide unique services and commodities to its consumers at a premium price range. This may enable the business to increase the generation of revenue over the period and further increase the metrics of profitability earned by the business from its revenue. Moreover, the presence of a strong brand image and position in the industry may further enable the business to attract potential consumers in the market and to maintain and enhance the relationship among the existing consumers in the market.
However, in case of Ritz Carlton, which represents a premium brand of the organization namely Marriott International may be considered to hold a profound position in the industry in terms of premium and luxury services that is provided by the brand over the period (Xiong and King, 2019).  The brand is further consistent in providing and upholding the premium is a luxury present in its hospitality and is further focused on providing a memorable and long-lasting experience for the consumers willing to avail their services for the period. The brand provides a variety of services to enhance the consumer experience for the period such as spa, working, indoor and outdoor activities, arranging tours for outside visitors, providing services to corporate clients, and many more, which are considered as their unique line of services that are offered to the consumers. 
[bookmark: _Toc136810700]2.2 Do all hotels maintain the same standard?
The hospital industry may be considered as a wide spectrum that houses numerous organizations conducting business activities and transactions in this sector and further includes the service sector in the process of functioning various aspects of the business (Liu et al., 2020). The product and services that are offered by the business and the hotels operating in this industry vary accordingly because of their product and service lines that are offered to the consumers, the presence of capital, and the principles that the organizations are following over the period to serve their consumers.  Moreover, the availability of several forms of hotels ranging at different price levels further affects the consistency of services that are offered to the consumers in the market. Therefore, it may not be possible for all the hotels to maintain the same service standard in the industry over the period. 
[bookmark: _Toc136810701]2.3 Ways the hotels may manage their reputation effectively
Hotels may effectively manage their reputation by continuously monitoring and responding to internet reviews and comments from guests. This includes reviewing review sites such as TripAdvisor, Google Reviews may help on a regular basis and reacting immediately and professionally to both favorable and negative remarks (Seric and Mikulic, 2020). Hotels can also encourage customers to submit reviews and offer comments through follow-up emails or in-room brochures. Furthermore, hotels should prioritize delivering high-quality service and facilities to customers, since favorable word-of-mouth recommendations may assist to boost their image.
[bookmark: _Toc136810702]2.4 Importance of effective guest review management
Effective guest review management is critical to the success of any hotel or hospitality business. Online reviews and feedback from visitors may have a big influence on a hotel's reputation and overall performance (Kwon et al., 2021). Positive reviews can assist to attract new visitors and create loyalty, whilst negative reviews can drive potential customers away and hurt the hotel's image. Hotels that actively manage guest feedback might receive useful insights into areas where they can enhance their service and facilities. Responding quickly and professionally to bad reviews can also assist to limit any harm to the hotel's image and demonstrate to future customers that the hotel takes guest input seriously.
Furthermore, carefully monitoring guest reviews can assist to create trust and credibility with customers (El, 2020). When a hotel reacts to reviews and takes efforts to remedy any concerns expressed by customers, it indicates a dedication to delivering outstanding service as well as a readiness to listen to and handle guest comments. Overall, good guest review management is critical for maintaining a great reputation, recruiting new visitors, and creating loyalty in the competitive hotel business.
[bookmark: _Toc136810703]2.5 Impacts of the negative review
Negative reviews can have a substantial influence on a hotel's reputation and business. In today's digital era, online evaluations and comments from visitors may spread swiftly and impact the decisions of new consumers (Gaur et al., 2021). Negative reviews can turn away potential visitors, undermine the hotel's reputation, and eventually lead to a loss of revenue. Negative reviews can also have a long-term impact on a hotel's image since they can stay online for years and affect future customers long after the issue has been remedied. This is especially true for review sites like TripAdvisor, where unfavorable ratings can display prominently in search results and be read by a large audience.
Negative evaluations can harm employee morale as well as the hotel's reputation (Zhu et al., 2019). When employees receive bad feedback, they may become discouraged or demotivated, which can have an effect on the level of service they deliver to visitors.
[bookmark: _Toc136810704]2.6 Service culture
The beliefs, attitudes, and behaviors that define the way a firm offers service to its clients are referred to as service culture (Steffensen et al., 2019). Employee training and development, as well as customer service rules and processes, are all part of it. A strong service culture prioritizes customer demands and expectations, emphasizing the necessity of providing high-quality service at all touchpoints. This entails not simply responding to customer inquiries and addressing problems as soon as possible, but also anticipating client requirements and going above and beyond to provide a great and memorable experience. Companies may distinguish themselves from rivals and promote client loyalty and repeat business by cultivating a strong service culture.
[bookmark: _Toc136810705]2.7 Ways the service culture differs from corporate Culture
Service culture and corporate culture are both different from each other in terms of values, beliefs, and behaviors that affect the way a company runs and interacts with workers, customers, and stakeholders are referred to as corporate culture (Padma and Ahn, 2020). It includes everything from the purpose and vision of the firm to its leadership style, communication practices, and organizational structure. Service culture, on the other hand, is a subset of corporate culture that focuses on how a firm serves its customers. While it is impacted by broader corporate culture, it is primarily focused on developing a culture that prioritizes customer wants and expectations and emphasizes the significance of providing high-quality service at all touchpoints.
On the contrary, corporate culture may incorporate the elements that impact the business functions, whereas service culture is a subset of corporate culture that focuses on how a business interacts with its customers (Xu Stienmetz and Ashton, 2020). Although a strong service culture is an important component of a successful company culture, it is not the sole or most significant component.
[bookmark: _Toc136810706]2.8 Importance of service culture in the hotel industry
Service culture may be considered an essential sector in the hotel business since it is a service-based industry where client happiness is crucial to success. In the hospitality sector, clients want personalized and high-quality service, and they have numerous alternatives when it comes to choosing a hotel (Latif Perez and Sahibzada, 2020). As a result, hotels must prioritize service quality and build a culture that prioritizes guests' needs and expectations. A good service culture in the hotel sector may offer various advantages, including:
· Prioritizing great service, hotels may provide a good and memorable experience for guests, leading to enhanced customer satisfaction and loyalty;
· Satisfied customers are more likely to suggest the hotel to others, which can lead to higher reservations and income (Ampong et al., 2021);
· A great service culture may help hotels stand out from their competition and attract more customers; and 
· Empowering workers to give excellent service may enhance their morale and job satisfaction, eventually leading to better service for visitors.
[bookmark: _Toc136810707]3. Conclusion
In the hotel sector, efficient management of brand consistency standards, guest feedback, and service culture are essential components of success. Brand consistency standards aid in the development of a recognizable and memorable brand that connects with customers and supports the company's values. Maintaining a great reputation, attracting new guests, and creating loyalty requires active monitoring of guest evaluations. Finally, a strong service culture that prioritizes guests' wants and expectations is critical for generating a good and memorable experience that generates repeat business and differentiates hotels from rivals. Hotels may gain a competitive edge, boost customer happiness, and ultimately drive company success by prioritizing five components of success.
[bookmark: _Toc136810708]4. Recommendations 
The following recommendations can be considered to manage the service standards in the hospitality industries. 
· The hospitality industry can consider obtaining feedbacks and suggestions from the customers relating to different ways of improving the service culture. Additionally, keeping a constant check on the digital market presence, in order to manage the brand image of the hospitality industry is crucial. 
· By focusing on the quality of customer experience provided is also an important consideration for these hospitality industries. They can appoint customer relationship managers and customer executives to look after the quality of services. 
· The hotel sector must incorporate latest technologies in order to optimise the customer experience. 
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