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Executive Summary
Throughout the assignment, I will discuss the effect of both positive and negative reviews could have on a brand or hotel and how this would encourage or discourage customers to return. How social media is the way forward. I will discuss the options brands and hotels have for marketing and how branding makes a difference.
Introduction
In this assignment I will be discussing Hotel standards, reputation management and service culture. I will be showing my findings below and comparing the difference between service culture and corporate culture. 
Main Findings 
Hotel Standards
The purpose of brand consistency within not only the hotel industry, but every company out there selling a product, goods, or a service, is to ensure the way the company or brand is portrayed to the world and what it stands for, remains the same in all aspects, unifying the image and message to the customers. It is about being able to increase customer trust and loyalty. being able to stand out from competition and about building brand authority. “A product's physical appearance is difficult to quantify, and the impact of product appearance on demand has rarely been studied using market data. The authors adopt a recently developed morphing technique to measure a product's aesthetic design and investigate its effect on consumer preference. Drawing upon categorization theory, the authors consider the effects of three dimensions of aesthetic design—segment prototypicality (SP), brand consistency (BC), framework” Y Liu. Having a brand that stands out from the competition would entice customers to come back again and again. “Five experiments demonstrate that consumers devalue unattractive produce because of altered self-perceptions: merely imagining the consumption of unattractive produce negatively affects how consumers view themselves, lowering their willingness to pay for unattractive produce relative to equivalently safe but more attractive alternatives” L Grewal. 
Most hotels follow a basic pattern where standards are concerned in terms of hygiene and cleanliness, Service efficiency, guest's wellbeing. Hospitality and personal approach. Staff appearance, use of language, communication. Staff manners and courtesy and the standard of customer service albeit there are some elite brands that offer much higher standards and are changed according to the type and class of the hotel or brand. “The present study seeks to offer an understanding of how high-end hotel websites produce privilege, creating a sense of belonging and entitlement for their 4/5-star guests. The experience of tourism is intrinsically linked to embracing otherness, and as a reflection of this, hotel websites offer a characterization of cultural otherness in an attempt to make it resonate with the potential expectations of a socioeconomically privileged client” Rosana.
Reputation Management
One way hotels are able to manage their reputation effectively, is by ensuring all staff are trained to follow the same regulations and procedures as consistency is key with each aspect within the hotel/brand. Research shows that the operationalization of hotel reputation management as a superordinate. “This study shows the operationalization of hotel reputation management as a superordinate second-order construct affecting six individual first-order dimensions, strongly impacting on three key benefits as perceived by hotel managers (i.e. financial benefits, customer relationship benefits and customer-based brand benefits), within the context of online review platforms” J Perez-Aranda.
It’s important to find the right balance between staying visible and not overwhelming your audience both online and in person. Keeping in touch across the different marketing platforms, responding to queries promptly showing customers are not being ignored and their reviews and opinions are valued. “This study aims to adopt a cognitive heuristic approach to investigate the interaction effect of a message source characteristic (reviewer expertise [RE]) and two message structure characteristics (review rating consistency [RC] and review valence [RV]) on the perceived credibility of hotel online reviews. Results show a three-way interaction effect of RE, RC and RV on the perceived credibility of hotel online reviews. The main effects of the three factors are also determined. Higher perceived credibility scores are found for negative reviews, reviews written by experts and reviews with a consistent rating” A S Lo and Yao.
A lot of customers rely on the honest reviews from visiting customers. Customers who have already experienced first hand the service and hospitality of a place they are thinking about visiting. When customers have a positive interaction with a brand or hotel, they’re more likely to visit and commit to the hotel long term. Therefore, it is of the utmost importance reviews are positive and any that have queries or could come across as negative, are managed and responded to efficiently and seen to solve any problems that could have arisen. “The provision of an online response (versus no response) enhanced inferences that potential consumers draw regarding the business's trustworthiness and the extent to which it cares about its customers” B.A Sparks.
Negative reviews would dissuade any potential new customers and any returning customers to use the hotel and its facilities again. No one can stop customers leaving negative reviews, but this can be turned into a positive thing by responding to the review, acknowledging there was an issue, apologising for the inconvenience and potentially giving the customer an offer, they cannot refuse. This would keep the customer happy and show to any potential new customers that the brand or company, values the customers opinions and aims to please. “Real-world reviews may showcase different sentiments of the customers towards a hotel and each review can be categorized based on different aspects such as cleanliness, value, service, etc.” B Ray. 
Service Culture
Service culture within the hotel industry is where employees and management are focused on providing superior customer service to customers. Meaning always aiming to go above and beyond to ensure their guests using the hotel and its facilities are always happy, overly satisfied and aim to return. “Lack of strong bonds and true customer loyalty was noted in hotels of lower grade. Positive and moderately significant relationship between customer orientation practices and customer retention was evident” J Weru. Corporate culture is the way an organization's members think, act, and understand the world around them. it is important in the hotel industry as hotels are customer and guest driven. Without guests, the hotels would not have an income and would be at a loss.
Conclusion
In conclusion, hotel standards, reputation management and service culture are all equally as important within the hotel industry. The industry thrives on customers and them returning and recommending them to family and friends. Social media and online reviews are very important these days as this is what a lot of people rely therefore a hotels reputation is looked at fairly closely before a customer decides to visit and stay there. Service culture is what bring the customers back as this is the interaction with the employees of the hotel and having a positive interaction will make anyone feel happy and left wanting to return. With out these 3 important key elements, a hotel would not be rising.
Recommendations
I would recommend social media is to be targeted. Everyone is on social media nowadays and it is easily managed and a lot of trends begin here. Seeing something on social media that has recommended a hotel by real life people who a customer knows and can relate to, as well as looking to the other side, popular celebrities that visit the higher-class hotels recommending hotels and brands would drum up a lot of revenue. There are negative aspects to social media as both negative and positive reviews are shared but as a whole, this is the platform that is used more then anything nowadays. Everything is trying to be paperless therefore poster and flyers that customer receive may go directly into the bin. The way forward now is online and social media.
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