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Executive Summary
Hotels industry is the most developing sector in the UK, especially after the Covid 19 pandemic. The accommodation service in the UK has to focus on service culture, hotel standards and reputational management of hotels which are the main determinants for revenue generation and overall prosperity of the hotels, which lead to customer satisfaction and employee motivation. This report is a comparative study of these factors considering some popular hotels in the UK. 
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[bookmark: _Toc137478788]Introduction
Hotels are certainly one of the most rapidly developing sectors in the tourism category. It bears the predominant origin of accommodation which is the crucial part and main facet in the advancement of any nation. The hotel industry and tourism constantly go hand in hand. There are plenty of hotels available that offer more choices and value for commuters to pick as per their preference. Therefore, businesses must deliver the best customer experience people desire and expect. Hospitality mainly creates income for regional economies and employment straightforwardly when sightseers visit and give money in inns, restaurants, and amusement venues (Wood, 2015). This hospitality sector is highly competitive, and trades need to match new hospitality styles to ensure they are included (Khatri, 2019). Furthermore, keeping momentum in this industry is essential to guarantee the best service culture. This report focuses on the contemporary topics of service culture, hotel standards and reputational management of hotels in the UK. 
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[bookmark: _Toc137478791]Purpose of Brand Consistency and current scenario of Hotels
Brand consistency can be defined as the arrangement of delivering messages associated with its core principles, brand promise, consumer experience, and brand identification factors. To foster long-lasting clients, Hotel companies are required e to build customer confidence through brand consistency (Garmaroudi, King and Lu, 2021). In fact, the more constant the brand name is, the more apparent it is for users, providing a sensitivity of reliability. It also aids the customers relying on the Hotel brand on a more individual level. Brand consistency leads to brand awareness among customers.
The example of Marriott can be considered in this place. The Marriott brand has shown quality, consistency, trust and reliability. Marriott's singular blend of condition, consistency, and embodied service, along with recognition, is favoured by customers whenever they travel anywhere in the world (Fagyas and Dutta, 2023).
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Figure; Brand Awareness of Marriott in the UK
Source: (Kunst, 2023)
A survey was conducted utilising the concept of supported brand recognition. The respondents replied that they are aware of Marriott's brand consistency, logo, and printed brand name. In terms of hotel clients, the brand knowledge of Marriott has been considered as  80 per cent in the UK (Kunst, 2023). 
On the other hand, Hilton Hotels London’s brand consistency is based on the consistency balance accompanying local components that get a flavour of the local market in the UK. They guarantee that every guest feels cared for, valued and esteemed (Gupta, 2020).
Premier Inn believes in "consistent brand evolution" and helps to spur its brand on a budget-friendly image and stay ahead of its competitors (Berry, 2022). 
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Figure: Band awareness of leading hotels in the UK
Source: (Kunst, 2023)
The above graphical representation demonstrates that Hilton and Premier Inn are one of the greatest resorts and hotel companies in the UK in terms of revenues. Premier Inn comes first, and Hilton  in this place, accompanying a brand awareness at around  89 percent% (Kunst, 2023).
The consistency standard is not the same for each hotel. This consistency changes for hotels in the UK change by the class and type of hotel are diverse and contingent upon the idea of what that particular hotel is trying to obtain and the hotel’s one-of-a-kind value proposition (Chang et al. 2021). Standardisation has been one of the most substantial factors in terms of chain lodgings.
[bookmark: _Toc137478792]Reputation Management
[bookmark: _Toc137478793]Effective reputation management of hotels
According to Igniyte.co.uk (2023), 89 per cent of Consumers in the Uk get influenced using negative reviews. Therefore, there has been a climbing rectification culture among British travellers. This develops in holiday creators congregating to create claim their money back when customers endured a  bad experience at the hotels. 
This implies a warning of the online reputation of that particular hotel and review sites. For this, TripAdvisor allows unhappy vacationers to leave effective reviews for future rectifications.
The hotels can manage their reputation in the following ways:
· To provide ultimate Customer Satisfaction: A gratified client will be implausible to give a  negative review. Therefore, the hotel's customer service manager should focus on ensuring that their customers leave their hotel happily and guarantee the inn's online prominence is protected (Zhao, Xu and Wang, 2019).
· To gather good reviews: The hotels should encourage satisfied customers. They will leave positive reviews, which can combat negative reviews from others. Directing guests towards mediator or third-party review software, to a degree like TripAdvisor or Google Maps ratings, may help in this case (Chang, Ku and Chen, 2019). 
[bookmark: _Toc137478794]Importance of effective guest reviews management
Guest review management has immense importance for hotels. Online reviews, negative or positive, are a critical constituent of the hotel trade. Online reviews wia intensely fundamental part of for dignitaries to see and consider when they search for the name of hotels online; this stimulates to increase in online traffic and, eventually, bookings. This also makes guests more convinced s concerning their decision whether to sit at that hotel or not. Prevention of customer mismanagement is essential (Walker, 2013). The primary importance of guest reviews:
· Identify regions for improvement: Visitor feedback can tell strengths and defect in the services and facilities of the hotels, which help hoteliers to make conversant conclusions on bettering and investments (Siti-Nabiha et al. 2021).
· Enhance visitor satisfaction: By discussing the suggestions and concerns elevated in response, lodgings can make developments that raise guest satisfaction and adherence.
· Gain a back-and-forth competition: Accepting guest reviews admits lodgings to tailor services to, bestowing them a back-and-forth competition in the hotel market (Shahid and Paul, 2022).
· Monitor staff efficiency: Feedback can disclose the efficiency of each staff appendage and assist management in recognising training urgencies or fields of excellence.
Manage online and offline prominence: In this digital era, ratings and online reviews can considerably impact an inn's reputation. On the other hand, word of mouth can direct the offline reputation of hotels. 
In the UK, Premier Inn has been rated as a high-quality-performing hotel overall, with an engaged score of 78 per cent and ratings of 4 on TripAdvisor for comfort, cleanness, and customer service. Visitors admired this chain as “trustworthy” and contributing to the highest “quality service”. According to Kubnst (2023), Premier Inn has been one of the first standards in brands as of the 4th quarter of 2022, following YouGov's ratings in the UK. 
[bookmark: _Toc137478795]Impact of negative reviews
Negative customer reviews can influence the hotel's brand prominence badly and cripple their reliability. Most customers nowadays depend on reviews and ratings online and are unenthusiastic about booking a hotel if it has negative reviews. It eventually decreased their revenues. 
Regarding negative reviews, Britannia Hotel chain has been chosen as UK'sone one of the worst lodging chains, coming last in a services survey for the 10th consecutive year in a row. Guests bestowed this chain with an average of 2  stars across all classifications, reaching an overall client vindication score of only  56 per cent. For this, it has faced about £10 million loss and cut down 1,000 jobs in 2022 (Manchester News. co. uk, 2022)
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[bookmark: _Toc137478797]Definition of service culture
A service culture in the hospitality industry has been referred to as a company's culture based on customer service. It is a practice where the works of employees are customer-centric. This indicates going further their responsibility and different expectations to guarantee visitors are gratified (Kim and Qu, 2020).

[bookmark: _Toc137478798]Difference between service culture and corporate culture
The difference between service culture and corporate culture is that It has been a habit that a company's representatives act, think, and comprehend the experiences around them." On the other hand, service culture is customer oriented. There are a composite way staff members: consider providing superior service.
[bookmark: _Toc137478799]Importance of service culture in the hotel industry
Service culture is essential as it goes beyond the feasibility of a more significant level of consumer loyalty. A good, powerful service breeding undoubtedly leads to elevated clerk motivation and revised customer experiences. A hotel without employee motivation will annoy consumers and their employers (Raza et al., 2020). Another significant role played by service culture in hotels is brand reputation. If a hotel is known for rudeness to consumers or ineffective staff, the possibilities are there that they will stretch to choose their competitors.
Travelodge, which is another eminent hotel chain in the UK, has emphasised price and quality that are customer-oriented (Travelodge.co.uk, 2023) 
[bookmark: _Toc137478800]Conclusion
To conclude, this report focuses on the service culture, hotel standards and reputational management in the hotel sector in the UK. This study has discussed brand consistency if some of the renowned hotels have infringed on getting brand awareness from customers. Examples of Marriott, Hilton Hotels, Premier Inn and other famous hotels have been mentioned to draw a comparative study of the current scenario. These hotels have emphasised customer review management for better customer loyalty and satisfaction. In the case of service culture, hotels have a customer-centric approach to please both customers and employee motivation.
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Developments in the marketing and advertising trend frequently need help from the hotel sector. Further, traditional marketing means are not now persuasive. Therefore hotels with traditional ad age-old marketing channels are staying behind their competitors. For instance, Marriott focuses on digital platforms (Tairova, Xurramov & Odinaeva, 2021).
[bookmark: _Toc137478803]Recommendation
Therefore, online marketing has to be incorporated to reach an expansive range of customers for owners to authorise their strengths. Online deals by genuine mediators and significant undertakings paying in advance will lead to more customer assurance.  

· Challenges
Inflation for the Covid 19 pandemic and travel restrictions have led to dynamic functional cost pressure. Additionally, they feel an expense crunch, driving pressure on inns to increase payrolls (Izadi et al. 2021).
Recommendation
To address this issue, hotels in the UK can shift to automation electronics where they can use cloud-based automation that is less time-consuming. For instance, the hotels' website can combine an AI chatbot for introducing self-check-in and checkout processes (Nam et al. 2021).
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