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Executive Summary
The primary purpose of creating this report is to elaborate on the service culture, reputation management and brand consistency of the hotel industry and its importance for organisations. Services culture refers to the environment in which the employees are eager to provide their customers with the best quality service. In order to maintain a strong and effective service culture, the management ensures to value their customer service team and treat them with great respect. In the hospitality industry, reputation management is regarded fundamental as it is considered a manner for enhancing revenue by earning potential consumers' trust and developing positive relationships with past consumers. For instance, Marriot International Hotel utilises social media platforms to manage its reputation. It is fundamental for hotels to increase their brand quality as well as consistency. Ritz Carlton shows consistency on their social media platforms and demonstrates the modern services and amenities that they are offering, which aid the business in generating a compelling brand image and attracting guests. 
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The primary purpose of creating this report is to elaborate on the service culture and how it deviates from the corporate culture of an organisation. Moreover, it also includes the reputation management of a hotel along with its brand consistency. It would also support the argument made in this writing with real-life examples of hotels in the hospitality industry of the UK. At last, the report will also make some recommendations to the hotels in the sector regarding the market trends based on the analysis done in it.
[bookmark: _Toc135864690]2 Main Findings
[bookmark: _Toc135864691]2.1 Service Culture
Services culture refers to the environment in which the employees are eager to provide their customers with the best quality service. In order to maintain a strong and effective service culture, the management ensures to value their customer service team and treat them with great respect (Michaelides, 2017). However, the services culture differs from a corporate culture as a corporate culture is the tradition of an organisation and the way the activities of the business are being executed in the company. While on the other hand, a service culture is the culture of a business that motivates its employees to prioritise their customers at the top. The project, along with the goals and objectives of the hotel, is purely based on the demands and requirements of the company. This indicates that a healthy and productive work environment can also prove to be a great service culture of an organisation, as customer satisfaction would also increase for the business (Vigolo et al., 2016). A very good example of an effective service culture in a hotel in the hospitality industry of the UK is the Ritz Carlton London, which is a 5-Star luxurious hotel. The culture of the hotel is to put the demands of their customer's forefront and provide them with the best quality services (Sotiriadis and Varvaressos, 2016). It is necessary for the hospitality industry to implement a service culture in its hotels because the service it provides its customers is to provide a place to stay in an unknown place. In other words, it requires the hotels to lay out the comfort of home for their guests; therefore, it is essential that the quality of service offered by the hotel is up to the mark and remarkable so that customer satisfaction would increase. It also helps the hotel in enhancing its hotel reputation (Ngacha and Onyango, 2017).
[bookmark: _Toc135864692]2.2 Reputation Management
According to Cornelissen (2020), reputation management is considered the practice of impacting the perception of stakeholders and conversations of the public about a business and its brands. It involves monitoring conversations and perceptions, responding to threats to reputation, and proactively seizing opportunities to boost the image of the brand. In the hospitality industry, reputation management is regarded fundamental as it is considered a manner for enhancing revenue by earning potential consumers' trust and developing positive relationships with past consumers. A positive image of a hotel is vital for impacting sales as well as revenue (Raguseo and Vitari, 2017). For instance, Marriot International Hotel utilises social media platforms to manage its reputation. Through this medium, they effectively communicate with consumers and provide them with information related to the services and products that they are offering. The hotel further utilises social media platforms to generate awareness about new offers and discounts that they are offering in their services (Marriott, 2023). 
In the view of Iqbal et al. (2015), reputation impacts how a business operates and performs. From the worth of the business to the sale of the business and who to hire in the organisation has an impact on reputation. Managing consumer reputation puts a consumer in control of the narrative of the brand. A positive reputation for the hotel will generate a direct influence on occupancy levels of the hotel in the long run. Reputation management of the hotels is necessary for business growth. Practising this can aid a business in improving its brand values, enhancing repeated consumers and boosting the revenue of the hotel. For example, Hilton hotel brands are effectively known to interact with consumers and attain their feedback. The hotel further communicates with a guest that has attained an experience from the hotel and has left feedback on known websites like TripAdvisor and Booking.com so that company can show that they prioritise guest experience (Hilton, 2021). 
From the hotel's examples, it is identified that hotels manage their reputation by responding to reviews of guests, as it can have an impact on the occupancy levels of the hotel. By responding and generating a good guest experience, the business can develop good brand recognition and equity that aid the business in the long run. The poor reputation of a business can lead towards loss of partners the business, loss of confidence of the stakeholders and board, and revenue and employee turnover. A bad reputation for a hotel will stop guests from booking with the business, which would contribute towards a decrease in revenue (Antonio et al., 2017). 
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Taiminen and Karjaluoto (2015) described that brand consistency means making sure that the way a business presents its company should remain the same across its marketing channels. This would aid the consumers in assessing the reputation of the business and understanding the message of the company. This would further contribute towards enhancing the image of the brand and attaining current and potential consumers. Brand consistency demonstrates how often the business demonstrates and offers desirable service qualities to consumers—consistency of services of expectations of guests in the hotel industry. The guests prefer and want no unpleasant surprises and peace of mind. 
Based on the research of Tuomi et al. (2021), it is fundamental for hotels to increase their brand quality as well as consistency. This can be done by developing a solid strategy of brand, avoiding inconsistencies, developing a corporate identity and sharing the satisfaction of guests. A satisfied guest can aid the business in promoting their business. Guest take photos and share them on social media platforms which aid the potential consumers in assessing how the business is operating and the services that they provide. Ritz Carlton is a hotel that utilises hotel news, press releases and media contacts to provide information about the services that they are offering. Through social media, the hotel's purpose is to inspire travel experiences and aid guests in attaining good experiences. The brand shows consistency on its social media platforms and demonstrate the modern services and amenities that they are offering, which aid the business in generating a compelling brand image and attracting guest (Forbes, 2015). The hotel brands develop their consistency by providing offers and discounts to consumers, which contributes to attracting current and potential consumers. 
According to Jun and Yi (2020), brand consistency is about developing trust, communicating personality, and being recognisable. With business consistency, the brand can enhance consumer loyalty and trust. Good branding offers the business personality making consumers want to interact with the organisation. It is further required by the hotels to generate consistency in their marketing strategies which would aid in developing a uniform voice which contributes towards strengthening the business image. Brand consistency is considered fundamental for the hospitality business to enhance consumer loyalty and increase brand recognition. If a hotel fails to prioritise its consistency, it can lose its consumers as well as its revenues and profits. Brand consistency is regarded as a primary factor that leads towards brand recognition (Huang and Cai, 2015). 
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In a nutshell, this report argues that service culture is essential for the hospitality industry as it provides a big helping hand to the hotel in maintaining a good reputation in the market as well as in the eyes of its customers. The reason for this is that it is also necessary to manage the reputation of the hotel brand, as a positive reputation of the hotel would also help in enhancing the business of the hotel. In order to do so, the hotel brands in the UK also pay great attention to being consistent with their offerings by providing discounts and other benefits.
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The hospitality industry is continuously changing, and it is required for hotels to work with market trends if they want to attain good profits and sales. Hotels need to integrate the recommendations that are provided below related to market trends:
• Hotels need to work on increasing their market image by integrating social media and influencer marketing. These marketing strategies will aid the business in generating awareness in consumers about the services that they are offering. 
• Hotels further need to integrate advanced technology that will aid businesses in forecasting the potential market trend so that they can integrate them into their services and generate a better image for themselves. Lack of forecasting is the primary obstacle that hotel face related to market trends. They need to solve the issues by utilising modern technology.
• Hotels further need to promote their sustainability initiatives and strategies as this would aid the businesses in generating a good image and working with increasing market trends. 
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