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Executive Summary
This report aims to demonstrate the service culture, brand consistency and reputation management. This report is necessary for understanding the brand performance and how reputation management creates a good reputation is included here. This study related to the concept of service culture and corporate culture and the differences between them are also included here. Recommendations are also provided to increase the brand image as well as brand consistency.
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[bookmark: _gjdgxs]1. Introduction 
As opined by Solnet et al., (2019, p.392) guest service Strategies or customer service strategies consist of regular communication with the clients and engaging with the customers. Strategies have been chosen to keep in mind the fact that in recent days customers don't buy only products or services. They also buy ideas and experiences to meet their demand for them (Troise et al., 2022, p.329). Customer satisfaction is crucial for any hospitality organisation and as of this many business organisations spend more money for fulfilling the customer's needs. In this report's description of the service, the culture of the hotel is mentioned and differences between service culture and corporate culture are also mentioned in this report. Recommendations are provided to the hospitality industry for achieving success in that specific industry.    
[bookmark: _30j0zll]2. Main findings 
[bookmark: _1fob9te]2.1 Definition of service culture
As opined by Koc, (2019, p.513), service culture is the nature in which employees are mostly so much obsessed with providing service to the customers to clients. It means that the service of the organisation helps a business to stand out in the marketplace. It has been observed that there are lots of reasons why service culture is crucial for the business. Service culture is the term that mainly focuses on a company's culture of service (Yan et al., 2023, p.505). A company with good service culture mainly focused on the mission and processes of customer service. Customer service culture is essential because it's the feature that leads the service.   
[bookmark: _3znysh7]2.2 Difference between service culture and corporate culture 
According to Li et al., (2021, p.3265), Corporate culture is the method of the thinking process of the members of any organization and it also includes the method of understanding the world surrounding them. Hence, workplace culture is more employee oriented and more organized. Service culture puts the customers at the forefront of each and every business vision of the organization, business goal and support outcome. An example of corporate culture, Nike is a well-known organization who have a culture of sports, and style and chases greatness. They are passionate about the tools of investing in employees (Isensee et al., 2022). One example of service culture, Zappos is one service organization that focused on customer service based on practices of the choice of employees (Stamolampros et al., 2020).     
[bookmark: _2et92p0]2.3 Importance of service culture in the hospitality industry
In the hospitality industry customer service is important because it offers the chance to interact with the customers and guests. First impressions of it are necessary because businesses make sure of the service of customers. When customer service is excellent they are more likely to go with the business and encourage people to try it (Baum, 2019). The major critical fact of customer service is customer service representatives need to be more courteous and they must be efficient for the customers. At the time providing customer service to the clients, the employees need to be focused on the proper transport system, accommodation and entertainment.    
[bookmark: _tyjcwt]2.4 Definition of reputation management
According to Christensen and Lægreid, (2020, p.713), Reputation management is identified as the practice of influencing the perceptions of stakeholders and conversations based on the organization and also its brands. This term is related to guiding the perceptions and responding to the conversations about threats and opportunities for boating reputation. This term is essential because it helps to manage the reputation of any organisation. The PR of reputation management consists of removing online articles based on the brands and responding to online customer reviews and utilising them because of influencing the clients.    
[bookmark: _3dy6vkm]2.5 Importance of reputation management 
As stated by Tian et al., (2019, p, 5971), Reputation management is an important part of every business organisation as it allows them to perceive various methods which are related to the client's thinking about them. It has been observed that it helps to obtain and manage online reviews. Those businesses which are customer-oriented are mostly present online and on many websites. The reputation of an organisation is important because it acquires new clients (Bellini et al., 2020, p.21127). For example in reputation management, people choose those hospitality organisations who have good reviews on social media, blogs and many other websites. Online reviews mainly create a major impact on SEO and take crucial efforts for dealing with online rewards.     
[bookmark: _1t3h5sf]2.6 The way hotel manages their reputation
Strategies mostly include tracking review sites and replying to the reviews that are necessary at a specific time and also in a proper manner (Doorley and Garcia, 2020). Hotel managers create campaigns which help them to boost the reviews and they use reputation management tools to promote the brand image. One way to encourage the customers is to prevent the clients to comment on any negative ones. It has been observed from one study of TripAdvisor giving the option among identical properties, 79% of users mostly choose the one which gets a higher rating (cloudbeds.com 2023). As an example hotel industries such as Beds and bars groups have good ratings hence this is the reason people choose this hotel except for low-rating brands. 
[bookmark: _4d34og8]2.7 Impact of having a poor reputation
 As opined by Walentek, (2022, p.1121), poor reputation is mainly the fact that contains the disrepute at that time any specific person or group who has a really bad reputation. The impact of having a poor reputation is so disgraceful for the organisation because as for this any organization suffers from loss of esteem, infamy and dishonour. Business organizations mostly try to maintain a good reputation otherwise customers mostly avoid visiting that place. A good reputation increases the revenue of the hospitality industry and as per this, they earn trust from the clients.  It has been observed that hotel brand enhances their paramount as of the product's sales and maximise revenues. For removing poor reputation business organisations choose some major strategies that enhance the productivity of that particular industry.     
[bookmark: _2s8eyo1]2.8 Definition of Brand Consistency 
As stated by Mi et al., (2019, p.3266), brand consistency is the fact that ensures the method of the present company and it remains specific as per the marketing trends and marketing channels. It has been observed that brand consistency is identified as an indicator of maintaining a good brand image from another business crowd. As per the strategy of brand consistency the hospitality industry can achieve more success as per high brand reputation and service culture. Good brand image and service culture drive customers all total market sustainability based on the competitive edge. As for improving the brand consistency the stakeholders of the specific hotel considers the idea of logo design, typography and images for increasing the visual appearance.    
[bookmark: _17dp8vu]2.9 The way hotel ensures their brand consistency
In the hospitality industry in the recent competitive market, it is necessary to adopt essential ideas which will help them to design more crucial services for targeting audiences and also maintain profitable growth. As an example, the hospitality industry such as Hilton used protocols for providing services to individual persons and family members. As for improving brand consistency stages and upgrading the market reachability rate, the hotel chain utilises social media and many other social sites to promote the brand. The hotel management team mostly focused on the fact that every customer must be happy through their services and they also took those steps for making a customer loyal to them.   
[bookmark: _3rdcrjn]2.10 Importance of brand consistency for a hotel
The importance of brand consistency is to create loyal customers and also make a happier customer experience. Brand consistency ensures the fact that team members of the hospitality industry must offer brand responsibility for delivering consistency and offering guest experience. 
[bookmark: _26in1rg]3. Conclusion
From the overall discussion of the assignment, it has been stated that service culture is a crucial factor in every hospitality industry. This business organization is mostly careful about giving proper service to the clients and measuring the brand consistency which helps them to earn great productivity. Reputation management is another important factor that boosts conversations and also maintains competitive strategy. The brand consistency of the organization is also included in this report and the importance of this in making loyal customers are evaluated here.  
[bookmark: _lnxbz9]4. Challenges faced by Hotel in regard to market trend
As per the hospitality trends which are related to marketing they face several challenges which they need to be careful about. It consists of an increasing focus on voice search and local search. The hospitality industry has faced customer decline to a high degree and decreased sales which could affect the business performance. As of that, the growth level of customer revenue has been reduced which affects the organisation's performance. Decreasing the level of brand image and employee satisfaction, more employees left their job and as of that huge levels of employee turnover have been observed.   
[bookmark: _35nkun2]5. Recommendation
After discussing the challenges it is necessary to find solutions for them. As of that recommendations have been provided:
· For enhancing awareness the hotel management team could organise brand awareness campaigns that would be integrated into several happy customers and loyal customers. 
· Preventing negative reviews would be an effective way to minimise the impact of a bad brand image. Reputation management strategies would be essential for the hotel industry because it improves employee productivity.  
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