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[bookmark: _Toc133972066]Executive Summary
In this report, different issues concerning hospitality and guest services management have been written. Different aspects of service culture, organisational reputation management and brand consistency management have been highlighted with different examples from the hospitality organisations operating in the United Kingdom. Additionally, the obstacles that may adversely impact organisations to manage reputations, organisational consistency and the development of standard service culture have been included. Furthermore, recommendations have been provided for the hospitality organisations at the end of the report that may work to overcome the identified obstacles.
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[bookmark: _Toc133972067]Introduction
The hospitality industry is one of the subcategories within the service industry. Organisations engage that directly and indirectly relate to travel and tourism. The UK hospitality industry is one of the biggest contributors to the growth of GDP. According to Department for Business and Trade (2021), the hospitality industry of the United Kingdom holds more than 143000 businesses (Department for Business and Trade, 2021). Although the industry went through several challenges during covid-19, the situation is over now. It contributes around 3% to the GDP of the UK through the provision of accommodation services, travel and tourism facilities, food and beverage, entertainment and recreation options etc. (Department for Business and Trade, 2021). However, the industry has been very competitive for businesses. Thus, this has been important for organisations to identify different trends of service culture, brand consistency and reputation management to successfully operate through the provision of excellent customer experience. This report will assess these areas of hospitality management to help organisations identify the trends and obstacles. Also, the examples of management practices of various global organisations will be included in this report to realistically identify the importance of service culture, brand consistency and reputation management.


[bookmark: _Toc133972068]Main Findings
[bookmark: _Toc133972069]Service culture
Service culture is defined as the environment within which the employees provide different hospitality services to the customers. Michaelides (2017) defined service culture as the environment of a hospitality organisation, where employees remain obsessed to maximize services for the customers (Michaelides, 2017). An excellent service culture instructs the employees to go beyond their duties sometimes, so that the customers and service users may feel delighted to the maximum. It is different in various aspects from the corporate culture of hospitality organisations.
The corporate culture of an organisation collectively represents the values, beliefs and assumptions of the employees within an organisation. But the service culture only represents the values, beliefs and attitudes that may ensure outstanding services for the service users and customers (Vigolo et al., 2016). For example, the dress code of employees, office environment, business hours etc. are the part of corporate culture of Travelodge. It makes Travelodge different from its competitors. The service culture is also included within the corporate culture of Travelodge. Its ‘customers first’ policy demonstrates the service culture. The employees of Travelodge who works in the customer service management division try to maximize the satisfaction of the employees in different ways e.g. giving tips and arranging the best possible services according to the preferences of the customers (Michaelides, 2017). It makes the service culture of Travelodge unique. Thus, service culture is something more specific within the corporate culture of organisations and these two dimensions are not similar at all.
[bookmark: _Toc133972070]Importance of service culture
Service culture is important to hospitality organisations for some reasons. From the evidence of Premier Inn UK, it is pointed out below.
· An excellent service culture improves the sales of hospitality organisations (Andriani et al., 2018). It helps Premier Inn to get new customers.
· Service culture broadens the brand image of organisations. By focusing on service culture, Premier Inn has been the biggest brand in the UK hospitality industry.
· Service culture keeps an organisation productive (Andriani et al., 2018). It motivates the employees of Premier Inn.
· An excellent service culture helps to improve workplace conditions and it contributes to the retention of employees in Premier Inn UK.
· Service culture reduces the barriers to communication and improves connectivity between the employees and clients of Premier Inn.
[bookmark: _Toc133972071]Reputation management
Reputation management is the activity of influencing the stakeholders and their perceptions about an organisation or its brands. In other words, reputation management is the actions and strategies of an organisation to influence, conceal or enhance its reputation (Kadieva, 2017).
Reputation management is important for hospitality organisations for several reasons. It impacts the sales of hospitality organisations directly. In the development of relationships with clients and enhancing their trust, reputation management helps a lot. In a comparative study between Marriott International and Hilton Hotels, Şanlıöz-Özgen and Kozak (2020) have shown that a 10% improvement in reviews about Marriott and Hilton increased sales of the organisations by around 4.4% (Şanlıöz-Özgen and Kozak, 2020). By managing reputations, hospitality organisations can improve revenues and professional image as well.
[bookmark: _Toc133972072]Ways of managing reputation
Several methods can be applied to manage reputations. Hilton applies the below techniques for effective reputation management.
· By responding to the reviews given by the customers and diplomatically answering their questions, reputation can be managed (Doorley and Garcia, 2020).
· By running satisfaction surveys and managing improvements according to the comments of the respondents, organisations can manage their reputation (Doorley and Garcia, 2020).
· Hilton focuses on effective customer service management and it has developed an excellent service culture for reputation management.
· By involving stakeholders in decision-making affairs, the perceptions of people about the organisation can be changed and it leads to better reputation management.
[bookmark: _Toc133972073]Impact of having a poor reputation
Poor reputation adversely impacts hospitality organisations. It damages the trust between the stakeholders e.g. customers and the organisation. It increases the rate of employee turnover and limits the options for organisations to find better employees (Chondrogiannis et al., 2019). It affects the customer base of organisations and decreases sales performance and operating margins.
For example, when the sensitive data of 500 million customers of Marriott was exposed in 2018, the organisation was forced to experience reputational damage. Within a month of the data disaster, the share price of Marriott dropped by 8.7%. Due to the data breach, approximately 4% of Marriott’s annual income declined globally (Telford and Timberg, 2018). It decreased the brand value of Marriott International. Many trusted customers switched to other organisations in 2018. A large number of employees also left Marriott. So, a poor reputation can negatively impact a hospitality organisation in the long term.
[bookmark: _Toc133972074]Brand consistency
Brand consistency is the art of consistently delivering messages to the customers containing its core values, customer experience and brand promise without major changes (Roy et al., 2019). There are three elements of brand consistency; clarity, constancy and consistency. 
InterContinental Hotels Group (IHG) is one of the leading hospitality organisations in the UK that is commonly known to the people for luxury services and managing cleanliness. While asking for services from any of the 18 hotel brands of IHG, customers know that IHG will ensure luxury services and manage the maximum hygiene and cleanliness for them (Withiam, 2013). This is an example of brand consistency management, where IHG has been successful to establish itself as another name for luxury and cleanliness globally.
[bookmark: _Toc133972075]Importance of brand consistency
There are several techniques to check the consistency of a brand. Brand consistency management requires a hotel to set brand tones first, which will figure out it to the customers. Upon the development of brand identity, brand consistency can be checked. Withiam (2013) explained that the analysis of the current state of the hotel’s identity against the identity of the competitors can expose the state of brand consistency. By comparing the value proposition of a hotel with the value propositions of the competitors, finding out the degree of uniqueness of the hotel that sets it apart from the competitors in the market and mapping the differences between the customer services of the hotel and its competitors, a hospitality organisation can confirm the degree of brand consistency it has been successful to create and the areas for improvement (Withiam, 2013).
Brand consistency gives recognition to an organisation. By developing a consistent brand image, an organisation can enrich the awareness and loyalty of its customers (Withiam, 2013). Indirectly this leads to increased management of revenues, as consciously or subconsciously brand consistency moves the customers towards the particular organisation for its uniqueness and appealing values.
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Due to the increasing competition between different organisations in the hospitality industry, the values of service culture, brand reputation management and brand consistency have been very important. By ensuring excellent services for the customers, organisations can manage a better reputation. Besides this can help organisations to deliver consistent messages about the unique nails of the brand. So, these three areas of hospitality management are interconnected. Through proper assessment, goal setting and improvement, organisations can manage efficiency in hospitality arrangement and guest services management.
[bookmark: _Toc133972077]Recommendations
Hospitality organisations across the world are facing different obstacles to effective operations and management. Customers are seeking personalized services, but due to the differences in interests and customer expectations, this has been very tough for organisations to provide excellent individual experiences. Besides sustainability management has been a major challenge (Medvidović, 2019). Most importantly, the price of hospitality commodities is rising rapidly in the post-covid-19 era. These are putting barriers to the constant development and growth of hospitality organisations. However, hospitality organisations are advised to have a look at the below recommendations to improve operations by overcoming these obstacles:
· Organisations should take steps of educating staff for the improvement of service culture (Goryushkina et al., 2018). It can contribute to the achievement of higher satisfaction of the clients.
· Frequent surveys should be run by organisations to identify the needs of the customers (Goryushkina et al., 2018). It will help to update the customer persona, which will lead to the maximization of revenues and profit margins.
· The latest technologies should be used by organisations. It will bring transparency to operations and management, reduce the workloads of the employees and improve the quality of operations and management (Medvidović, 2019).
· Organisations should think about improving the sustainability of the organisations, as it is one of the trending needs of this era. By acting more friendly to the environment, organisations can focus on long-term goal achievement.
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