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Executive summary
The present report has been prepared on the basis hotels managing their reputation efficiently in the UK through brand consistency and service culture along with using different social media platforms for increasing reputation of the organization and also focusing upon providing efficient customer service. It also includes that guest review management plays great role in increasing brand reputation of hotels in the competitive market and hotels should try to implement online booking for avoiding any kinds of issues and provide efficient services to customers for increasing sales. 
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[bookmark: _Toc136884982]Introduction
In the present era the hospitality industry is becoming very competitive and it i also becoming essential for the organizations to implement various trends in the hospitality for attracting customers followed by remaining completive in the competitive market. Hotels standards highly focus upon providing leisure products and services to its clients and make them satisfies to a huge extent and service culture of hotel is related with focusing on customer service along with focusing upon process and mission to service customers foremost and first (Chan, Gao and McGinley, 2021). 
The present report has been prepared on the basis of enlightening knowledge and information about the hotels along with their reputation management and the purpose of brand standards. It will also describe about the different ways through which hotels manage their reputation efficiently in the UK and the significance of reviews management of guest and the report will include the importance of service culture. 
[bookmark: _Toc136884983]Main findings
[bookmark: _Toc136884984]Standards of hotel
The main purpose of brand consistency standards is to implement practice to deliver messages that are aligned with the core brand values along with presenting the logo of the brand is same way. Hotels in the UK are also require to adopt standards and efficient strategies in hotels in terms of attracting people so that they can visit the hotel repeatedly which in turn also increases sales and revenues of hotels in the UK to a wide extent. The major purpose of brand consistency standards in hotels is to maintain consistent efficiently and also helpful in defining clear understanding about hotels in terms of giving proper knowledge and information about the offers, products or services that are given by the organization (González-Rodríguez, et al. 2019). Moreover it also helps in providing tools to set rules as well as brand standards that also provide tools for keeping brand identity consistent in terms of attracting huge number of customers towards hotels of the UK.
Brand standards are also important as it helps in building trust among customers by spending higher efforts and time on advancing websites, logos etc and digital communications along with adopting efficient campaigns of marketing for effective standards in hotel. It also contributes in making brand more recognizable among national as well as international customers for achieving higher consistency and it contains particular regulations for using various elements of hotels like logos, etc and it is also responsible for creating efficient communication for clearly understanding about hotels in the UK which in turn assist in adding value to the brand followed by maintain quality of the hotel image in the selected country to a huge extent and vice versa (Gössling, et al. 2019).          
In the present era all hotels in the UK are not having same standards as some of the hotels highly focus upon enhancing or updating hotel logo, websites etc and some hotels highly pay attention towards enhancing its services by brad consistency through updating websites and best colours of logos. They also focus upon providing complete information and insights of hotels in the UK through brand consistency and attract people to a wide extent and builds brand recognition and brand awareness in the target market and vice versa (Radojevic, Stanisic and Stanic, 2019).   
[bookmark: _Toc136884985]Reputation management in the hospitality industry
It is very necessary for hotels in the UK to manage their reputation efficiently in terms of attracting people along with increasing profitability criteria. There are various ways through which hotels manage their reputation effectively such as:
Monitoring
It is one of the best ways to manage reputation by hotels efficiently as it includes inspection of accommodation reviews on sites of third party that also includes Google, trip advisor, and any other agencies of travel where list of hotels are included (Lam and Law, 2019). It helps in knowing the actual position of hotel and further helps in improving any issues and weakness that leads to manage brand reputation to a huge extent and vice versa.  
Implementation of tactics
There are various tactics and strategies that are adopted by hotels in the UK in terms of encouraging positive reviews and preventing negative reviews for improving brand reputation in the target market (Mariani,  Borghi and Kazakov, 2019).  
Responding
Hotel in the current times are also effectively responding to reviews and replies of customers and trying to engage with customers in real time so as to win their heart and make them regular visitor in hotel which in turn results in increasing brand recognition and also increase brand sales and revenues (Wahyuningsih, et al. 2019). 
Social media
Social media is one of the best ways to increase customer engagement and motivate people to visit hotel and different social media platforms are also helpful in conveying important message and information to customers about the brand. Hotels in the UK are focusing towards staying active on different platforms of social media along with trying to replying people and giving information about the hotel through these different platforms which is also helping in increasing or improving brand reputation in the competitive market. Social media platforms like Facebook, Instagram that are actively utilised by hotels are contributing to improve customer loyalty and trust along with enhancing credibility and visibility of hotels to a huge extent (Mariani and Predvoditeleva, 2019).    
Effective guest review management plays great role in increasing brand reputation of hotels in the competitive market as it assist in building customer trust, increasing sales conversion along with driving customer satisfaction that results in improving services. It is also important to display, collect, monitor and respond to guest feedback from multiple online platforms because guests reviews are valuable and play a great role for both existing as well as potential customers and it is also beneficial in competing with other rival brands (Järvi, et al. 2020).  
There is huge negative impact of single negative reviews by customers as it can highly influence and impact other guests to visit the hotel which also impacts the sales and revenues of the organization and firm can face losses. In addition, it can seriously impact the business of the hotel in the UK and increase the potential to lose customers and it can change mindset of the people to visit the hotel which impacts the brand reputation of the hotel in the target market negatively (Mariani, Borghi and Okumus, 2020). 
[bookmark: _Toc136884986]Service cultures
Service culture is define as focussing on customer services followed by fulfilling their expectations by providing them luxurious facilities and services in the hotel and it is also important in creating value for others outside and inside the hotel. Service culture also refers to professional as well as positive factors for satisfying guests by providing guests various services like personalized greetings, pick and drop facilities, facilities of event management, offering jogging area, gym equipments, spa facilities, etc (Hossain, et al. 2022).  
On other side, service culture is totally different from the corporate culture as corporate culture is hard to implement and very few companies are having corporate culture which is hard to build and even hard to adopt. Whereas service culture only applied in hospitality sector and customers are not welcomed and greeted with pleasure in corporate culture just like in service culture and the main motive is profit motive with providing hospitality services and in corporate culture the motive is only to earn profit (Font, et al. 2021). 
Service culture is one of the most important elements in the hotel industry as it helps in attracting people and forces them to visit the hotel repeatedly and which in tune leads to improve brand reputation to a huge extent. Service culture helps in probing various facilities like gym, spa and other luxurious facilities which highly attracts people because these provide higher facilities to people in their daily routine (Mariani and Matarazzo, 2021). Further, hotels service culture is also responsible for providing different area for dining along with offer open areas for air space that also helps in adding facilities that are loved and enjoyed by people and encourage them to visit the hotel at the maximum extent possible and service culture also increases demand of people to visit the hotel which in turn results in increasing profitability criteria of hotel and vice versa (Pham, Tučková and Jabbour, 2019).    
[bookmark: _Toc136555595][bookmark: _Toc136884987]Conclusion
The above report concludes that brand consistency standards in hotels is to maintain consistent efficiently and also helpful in defining clear understanding about hotels by providing accurate knowledge and information about the offers, services that are offered. It also concluded that brand reputation is highly increased by implementing nice and efficient hospitality services and different social media platforms like are actively utilised by hotels are contributing for improving customer loyalty and trust and enhancing credibility and visibility of hotels. 
[bookmark: _Toc136884988]Recommendations
· It has been suggested that hotel industry should try to invest more so as to provide luxurious facilities sna services to people because people are not having interest to visit the hotel after pandemic Covid-19 and it is the main obstacles faced by the organizations. It will help in attracting people to visit the hotel and which will contribute in increasing sales and revenues to a huge extent (Elkhwesky, et al. 2022).
· It has been recommended that hotels in the UK should implement online booking at higher speed for avoiding any kinds of issues during offline bookings. 
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