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Executive summary
The following report has discussed “Guest and Services.” It highlighted three main aspects of the hospitality industry: Hotel standards, reputation management and service culture. A number of examples from the hotel industries have been mentioned in the following report to understand the concepts in detail. A list of recommendations has been given at the end which is based on current market trends of the hospitality industry. 
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Introduction
The following report will discuss the topic “Guest and Services”. It will be divided into three main categories. The area of focus for the following report will be Hotel Standards, Reputation Management and Service Culture. The first section will discuss hotel standards and how they vary from hotel to hotel. Secondly, it will discuss a few ways through which reputation can be managed. The last part, it will discuss service culture and its importance.


 
Main findings
Hotel standards
Maintaining brand consistency and standards is crucial as it leads to brand recognition. A brand which customers recognise is more likely to sell its products and services. The hospitality industry is a sector where the competition is very cut-throat as it entirely lies upon customer experience and satisfaction. Therefore, this industry needs to keep the customers at the core of every business aspect and decision. For instance, Amberly Castle is the most visited hotel in the UK as it has a long-held reputation to deliver outstanding services to customers. It has an overall rating of 4.7 out of 5 stars on Google Maps (Chan et al., 2021). Hotel Premier Inn is another highly popular Hotel chain in the UK which has over 800 hotels across the UK. According to a survey, 53% of hotel customers prefer Premier Inn over other hotels (Booking, 2023). Premier Inn has gained this popularity by maintaining consistency in its standards. 
One such standard is its “Good Night Sleep” offer. In this offer, this hotel promises customers a great night’s sleep (Wong and Kim, 2020). The reason for the success and popularity of both these hotels is due to their customer-centric business approaches and standards. The main purpose of maintaining a brand consistency is to enhance and improve the brand reputation and image and retain consumers in the market. 
All of the hotels do not have the same standards. The difference between the standards provided by hotels is the prime bedrock to gain a competitive advantage. The change in the standards is due to class, size or type of the hotel (Perez-Aranda et al., 2019). Additionally, it may vary due to the difference in missions and visions of different hotels or the unique value proposition of the hotel. For instance, in chain hotels, standardisation is given the priority. Such chain hotels include Hilton Hotels and Resorts, Holiday Inn, Premier Inn, Novotel, Ibis and more. Hotel standards are broadly classified into two categories: Operational Standards and Physical standards. 
Operational standards include efficiency, safety, accuracy, and consistency while physical standards include the condition and quality of fixtures and leased personal property (Alrawadieh and Dincer, 2019). 
Reputation management
Hotel reputation and management is a procedure which encompasses monitoring and influencing how a hotel is perceived online. The procedure may involve steps such as keeping track of review sites, engaging posts on social media and many more. Here are few methods used. 
a. Keeping up with social media: social media is a platform that gives a brand voice and connects potential customers and hotels directly. However, social media requires consistency where a corporation needs to be posting engaging posts consistently. Sundays and Fridays are considered to be the best days to post on social media globally (TripAdvisor, 2023). 
b. Optimise the search results: 93% of online experiences tend to begin with an online search (Booking.com, 2023). Therefore, it is in the best interest of hotels to make their website stand out. A few keys to making a website stand out are its discoverability, relevance and authority. 
c. Good reviews: According to an online survey, 53% of people say they do not book a hotel which has no online reviews (Radojevic et al., 2019). A brand does not always receive good reviews and has to face a few negative ones too. The negative reviews are not to be ignored rather a swift response to show an attitude of care toward them should be shown. 
d. Customer analytics: Customer data analysis, also identified as customer analytics is the procedure of gathering data and information to gain an understanding and insights into consumer behaviour. A well-developed and planned customer analysis helps the organisation forecast the customers’ reactions to the services, products, brand adaptation, and AD campaigns (Varadarajan, 2020). Apart from that, it also helps understand and identify consumers satisfaction and experiences. 
e. Competitors analytics: Competitors analysis is one of the key tools when it comes to shaping the organisations’ strategies. It helps in determining the strengths, along with the potential challenges within the market, offering the organisation distinct advantages and benefits over their direct and indirect competitors (Phadermrod et al., 2019). Apart from that, the competitor analysis also allows the organisation to understand more about their strength and weakness which in return can be extremely beneficial to come up with extremely favourable strategies and planning. With the identification of one’s strengths and weaknesses, the company will be able to build a solid reputation and image in the market by offering high-quality products and services which caters the needs of the consumers. 
Positive online reviews are directly interlinked with a number of potential customers. The impact of these reviews on client choices is more powerful. Gives consumers more confidence in their decisions. It is social proof of credibility and the customer experience provided by the hotel. An effective guest review helps elevate and increase the bookings and traffic, also it can make the customer feel more confident and secure about their decisions. For instance, the Hotel Shangri-La the Shard in London attracts over 900,000 visitors every year due to its positive image perceived by online viewers. It has been rated 5 out of 5 stars on TripAdvisor based on more than 6500 reviews (Madden, 2022). 
Listening to the guests is critical in the hospitality industry whether it is to retain a customer or to attract a new one. A negative review must be taken as an opportunity by the corporation to improve on the pointed-out element. The hotel must aim to anticipate the expectations of their guest in the near future. However, negative reviews may have a negative influence on customers’ minds as they tend to perceive the positive reviews to be fake after seeing a negative comment. 86% of customers hesitate to take a step forward for booking when they come across negative comments (Gössling et al., 2019). Therefore, it may ultimately cost the web traffic and the revenue the hotel generates. 
Service culture 
Service culture is a success-underpinning component of a corporation where the employees are dedicated to providing superior experiences to their customers (Lai, 2019). The employees go beyond the call of duty to provide exceptional services to the customers for ensuring their customers are delighted with the service. Service culture is completely different from corporate culture since corporate culture is employee oriented (Pollák et al., 2019). Service culture is the intersection of potential customers and services being provided to them by the organisation. Organisational culture uplifts the efficiency of employees to put their optimum input to serve the guests at the hotel. Therefore, organisational culture and service culture vary but organisational culture may have an influence on service culture. Service culture is specially designed to trigger the emotions of the customers which may result in immediate actions of them (Salman et al., 2019). Additionally, the corporate culture is the way the companies’ members and staff think and understand the world and atmosphere around them. So, service culture is the organisational culture where there is a collaborative way worker think about offering excellent and quality services. 
Service-culture is of significant importance in the hotel industry since this sector revolves around the quality of service being provided to the customers. Establishing a relationship between organisational culture and service culture can assist the hotel industry to be self-sustainable and support the ecosystem. A wide service culture of hotels encapsulates customer service, finances, relationships, business processes and corporate strategies. Service culture sets the tone for staff and teaches them to take the best actions and to choose appropriate wording. The culture of the hotel industry represents its character and personality. A positive service culture in hotels affects the number of visitors as well as several potential customers. Miller and Carter's Hotel is the most popular in the UK in terms of its service culture (Madden, 2022). 


 
Conclusion
The above document discussed the topic “Guest and Services”. It discussed the importance of hotel standards, reputation management and service culture. Business activities of hotels must be customer centric as the business depends upon how it is perceived by the customers. Online media has a huge role to play in the perceived images. Therefore, the above report highlighted the importance of having a concrete and positive presence on social media platforms. Additionally, positive feedbacks and reviews are great tools for promotion and increasing customer traffic. 
Recommendations
The image perceived by the customers is very significant to attain success in the hospitality industry. Therefore, enhancements should be made in the area where the image of the company on online sites can be improved. Following are a few recommendations for the hotel industry in the context of market trends. 
1. Voice search: Each hotel website must consider enabling voice search on their websites as it is a new trend. 
2. Introducing chatbots: This feature can enable hotels to anticipate swift replies even when the staffs are not available. 
3. Influencer marketing: Social media influencers reaching out to the audiences and promoting businesses are having a significant impact on popularity.
4. User-generated content: Such content refers to the material that is written and published by internet users. The examples may range from vloggers to customer reviews. It is the most commonly shared form of content on the internet (Koc, 2019). 
5. Personalised marketing: This aims to promote more targeted content for promotions. The hotels may send personalised e-mails for personalised marketing. Contents can also be tailored by obtaining the interest of users. 
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