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Executive Summary
The report aims to understand the difference in brand consistency standards by analysing different hotel industries in the UK. It also analyses how hotel industries should manage the reputation of the industry and avoid negative reviews. The importance of strong service culture will also be discussed that will help to understand how hotel industries should overcome the marketing trends obstacles. 
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[bookmark: _Toc135435586]The brand consistency standards of different hotels and their major purposes are discussed in the report. It will also describe the difference in the standard that can be seen among the hotel industries. The report will also discuss the importance of reputation management in the hotel industry along with the service culture. Lastly, probable recommendations will be made that can help hotel industries to avoid the major challenges of the market. 
Brand Consistency Standards of Hotels
Every hotel industry needs to maintain brand standards because it is a crucial element for business. Brand Consistency refers to maintaining a consistent result of fulfilling customer experience (O’Gorman, 2010). This will helpful for the customers to understand what they will get from the business when they will visit again in future. 
[bookmark: _Toc135435587]Purpose of Brand Consistency Standards 
Implementing brand consistency standards across the organisation helps the hotel industry to gain a reputation and has a lot of benefits (Kim, 2009). There are several purposes of brand consistency standards that are explained below:
Improving customer experience: The standards aim to make a consistent experience for the customers so that they will be satisfied to visit again. The consistent performance of any hotel industry helps to increase its reputation. For example, Four Seasons Hotel London has improved the customer experience by implementing brand consistency standards (Bader and Lababedi, 2017). The hotel does not even take cancellation fees from the customers and this has increased its reputation. 
Improving team experience: Brand consistency standards also help the team to understand their jobs clearly. Because of this, every employee in any hotel industry knows what the organisation expects from them (O'Fallon and Rutherford, 2010). The industry also provides them with the tools that are needed to make their work more effective. The Savoy is a popular hotel in the United Kingdom that has an excellent and experienced team.
Achieve a 5-star rating: Brand consistency means providing the same quality of service to the customers. This is a major element of every organisation that ensures that the service of any hotel industry does not decrease (Anggani and Suherlan, 2020). A 5-star rating helps the hotel industry to increase its reputation. Usually customer books hotel by seeing review, feedback and ratings. Having a 5-star review means achieving a large target customer base who will visit the hotel over and over again (Heppell, 2015). The Ritz London has a rating of 5 stars that expresses strong brand standards and consistency.
Achieve competitive advantage: Establishing brand consistency standards across the organisation helps to increase the value proposition of the business which gives it a competitive advantage (Tesone, 2014). This also makes a hotel unique and innovative. Having a competitive advantage also increases loyal customers to the hotel.
Costs Reduction: The hotel industries invest a lot of money in different sector of the industry in order to maintain operations. However, hotels also invest a lot of money that ultimately fails to bring success to the organisations due to taking wrong decisions. Brand consistency helps hotels to maintain their operations and prevents them from taking any wrong decisions (Kim, 2009). This ultimately reduces the total costs of operations of the hotel industry. 
[bookmark: _Toc135435588]The Difference in Brand Consistency Standards
Some of the most luxurious hotels in the world can be seen in London. Every hotel has its unique service and appearance (Walker, 2013). However, the brand consistency standards of the hotels are not the same. In fact, it varies from hotel to hotel. 
For example, The Ritz London has been operating its business since 1906 and since then it is maintaining its standards. The location of the hotel is in the heart of Piccadilly that helps the customers to visit the attractions of that area easily. This hotel has 136 luxurious rooms and with the Ritz Club, the hotel has an advantage over The Savoy.
The Savoy, on the other hand, is another British luxurious hotel that offers several services to customers. It does have a spa and casino that attracts the people most. Though it has more rooms in comparison with The Ritz, the prices of The Savoy are also higher. Moreover, the spa service makes it unique and this is the brand consistency of this hotel that is being maintained in order to have a competitive advantage (Su and Reynolds, 2019). 
[bookmark: _Toc135435589]Reputation Management in the Hotel Industries
Every organisation has to maintain its reputation in order to reach a large customer base and attract new customers (Wood, 2015). This will help the hotels not only attract new customers but also create loyal customers for the organisation. There are several ways through which a hotel can maintain its reputation while avoiding any negative reviews. 
[bookmark: _Toc135435590]Managing Reputation Effectively
There are several ways to manage the reputation of the brand. The first thing that every hotel should adopt is to stay active on social media. As the current world is digitalised and most people rely on technology, using social media marketing can increase the reputation of any hotel (Bhandari and Sin, 2023). Hotels can engage with customers through online platforms too that will help the audience to understand the service that it offers. Through websites and social media searches, hotels can understand the current trends of society that will help them to bring more offers according to customer preferences (Anggani and Suherlan, 2020). However, it is essential to avoid negative reviews because one negative review can decrease the total reputation earned by the hotel after giving services over the years. The Ritz London is managing its reputation effectively over the years.
[bookmark: _Toc135435591]Importance of Effective Guest Review Management
Effective Guest Review Management helps to build a strong relationship with the guests of the hotels that bring loyal customers in future. The hotel industry can maintain good relationships with guests by going above and beyond for them. The hotels maintain a good relationship by providing cards and coupons that encourage them to visit the hotel again in future (Bhandar and Sin, 2023). The guest review can be effective when the hotel employees will respond to the reviews even if it is negative. These negative reviews should be handled carefully and future discount offers to the guests can reduce the risks of negative impact on the hotel industry. This is how continuous monitoring will make the review management for the hotel industry effective (Rutherford, 2021). The Savoy has an excellent guest review management service that helps the hotel to increase its reputation. 
[bookmark: _Toc135435592]Impact of Negative Reviews on Hotels
Reviews are something that explains the customer experience while they are staying at the hotel. Other guests check the reviews of a hotel before making any bookings and this is why reviews are important for every hotel industry (Qoura and Khalifa, 2016). However, negative reviews can affect the reputation of the hotel badly that will also reduce the number of guests. For example, the Grand Hotel Scarborough has several negative reviews that have reduced the number of guests making bookings to that hotel. The major negative impact of the negative review is that it can weaken the reliability of the hotel. The negative reviews need to be managed in order to maintain the reputation of the hotel industry. Negative reviews can only be prevented by improving the customer experience services of the hotels and engaging with customers through proper communication mediums (Rutherford, 2021).
[bookmark: _Toc135435593]Importance of Service Cultures in the Hotel Industry
The service culture refers to an environment where offering customers superior services will be a top priority in order to increase the customer experience and the customers will be obsessed to implement the culture properly. The service culture includes two elements and one of them is how the customers are treated by the organisation and how the employees are being treated whose job is to take care of the customers (Chang and Ma 2015). Every organisation has its own culture and this differs from organisation to organisation. For example, the hotels like The Ritz London focus not only while customers are staying at the hotels but also when they are willing to explore the tourist spots. On the other hand, restaurants like Starbucks do not focus on the future relationship rather than it focuses on the customer while they are taking service from the organisation. Service culture is important for the hotel industry to create loyal customers that will visit the hotel again in future and this can only happen when the employees are treated well by the hotel (Johnston et al., 2012). For example, Savoy treats its employees and guests in a better way that shows a good service culture. 
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In conclusion, it can be clearly understood that every hotel has different brand consistency standards that are important for the success of the organisation. In order to hold a strong position in the market every hotel industry should focus on the guest review management and avoid negative reviews. Moreover, a strong service culture can help hotel industries to avoid the major obstacles of the market. 
[bookmark: _Toc135435595]Recommendations
Hotels across the world are currently facing several market trends and obstacles such as sustainability, ever-changing customer demands, personalisation experience, technological advancement and increasing costs of operations. As the current world is focusing on building a sustainable environment, hotel industries should adopt environmental practices to do sustainable business. Proper market research with the use of advanced technology can also help hotels to avoid challenges (Vallen and Vallen, 2014). This will also help to understand customer preference and proper management can help the industries to reduce costs. 
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