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Executive Summary 
Hospitality businesses like hotels are extremely service-sensitive and need to keep the business drivers responsive to market trends. The report has focused on hotel standards and reputation management to understand the standard maintenance as well as reputation maintenance contexts of the hospitality industry. Different examples of the hospitality industry have been represented in this report to strengthen the arguments. The brand consistency standards have been represented with the justification of whether all hotels have similar standards. The report has explored knowledge about automated feedback surveys, responding to reviews, and mergers are the effective reputation management strategies of the hotels. Effective guest management is significant for the hospitality industry to develop the customer base, sales, revenues, and traffic of the company. The loss of customer base, sales decrements, and reduction of booking numbers are the effects of negative guest reviews of the hotels. The report has analysed how the service culture has participated in the engagement of the hotel services. There are various workforce structures in the luxury and service-oriented hotel businesses operating in the UK. The importance and theoretical underpinning of service culture have been discussed in the report. Moreover, some adjustable recommendations for commercial improvements of the hotels have been identified. 
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[bookmark: _f9969aytbyj4][bookmark: _Toc144134325]1. Introduction 
The purpose of the report is to focus on the hotel standards, reputation management, and service culture of the hospitality industry. The hospitality industry in the world is rapidly increasing and the net worth of this industry is $4,699.57 billion in 2023 (Statista, 2023). The report aims to highlight the purpose of the standards of brand consistency for developing the business regulations and core competencies for the hospitality industry. Different hotels have different standards based on rating systems, food services, room variations, location, and ease of access. The report will highlight how the hotels manage effective guest reviews to increase their sales and customer base. The positive guest reviews are significant for the hospitality industry and the impact of negative guest reviews will be expressed in this report. The report will discuss the service culture and the difference between the corporate culture as well as the service culture. The moral approach, competency model, marketing consistency theory, and Public Relations reputation management theory will be used in this report to explore knowledge about the theoretical perspectives of the hospitality industry. 
[bookmark: _e1e5fqfc8c6z][bookmark: _Toc144134326]2. Findings 
[bookmark: _vrrbwlhk9lz7][bookmark: _Toc144134327]2.1 Hotel standards
Purpose of the standards of brand consistency: Brand consistency standards aim to deliver messages to the associated stakeholders that are aligned with the key brand values throughout the visual brand elements. Brand consistency refers to being recognisable, communicating personality, and establishing trust for capturing maximum customer interaction (Wood, 2015). The purpose of brand consistency is to enhance the customers’ loyalty and trust which develops the organisational core competencies. As an example, the Royal Hotel is recognised as the first modern hotel which was built in England to meet the contemporary customers’ demands. InterContinental Hotel Group owns Crowne Plaza and Holiday Inn to maintain the quality standards and exclusive guest experience which captures the brand consistency of the hotel. Marketing consistency theory helps hotels develop their marketing indexes for creating a unique brand identity (Wood, 2015).
Justify whether all hotels have similar standards: Food services, rating, room variations, amenities, ease of access, and location are the standard measurement units of the hotels. Food and beverage services of different hotels are different which provide different food options for the customers (Kent, 2017). As a luxurious hotel, Dorchester Hotel provides different continental foods, seafood, breakfast items, tea, coffee, and soft drinks. The food and beverage services of Marriott International are divided into breakfast cereals, lunch buffets, evening snacks, and dinner items (Tesone, 2014). The customers’ reviews, comments, and feedback on the pages of different hotels help measure the service quality of the hotel. Hilton Hotel has a 4-star rating, Dorchester Hotel has a 4.5-star rating, and Accor Hotel has a 4.1 rating out of 5. Different hotels have different types of room facilities including single rooms for single guests, double rooms for multiple guests, and suite rooms (Tesone, 2014). Marriott offers hotel reservations, accommodation, timeshare vacations, hotel packages, flight services, and car rental services to customers. Dorchester Hotel offers Dorchester spa, beauty services, swimming pool services, Wi-Fi services, gift vouchers for customers, accommodation services, tour guiding services, and food services. Easy access to the Hotel application and website develops the quality of the services for attaining an extensive hospitality experience for the guests (Walker, 2013). Hilton Hotel, Dorchester Hotel, Marriott Hotel, and InterContinental Hotel provided secured payment options for the customers with easy booking facilities. Location indicates the geographical areas of territories where the hotels are established. Marriott Hotel and Dorchester Hotels are located near the airport to provide easy access for customers to book their hotels near the airport. 
[bookmark: _kkduuywgyqrf][bookmark: _Toc144134328]2.2 Reputation Management
Effective reputation management of the hotels
Automated feedback survey: The hotel managers directly ask the guests for feedback resulting in more reviews as the guests are more likely to share their experiences. Public Relations reputation management theory is applied in the hotel industry to provide uninterrupted guest management services (Walker, 2013). The automated feedback survey helped Pahang to become the largest hotel in the world in 2015 with 7,351 rooms (Heppell, 2015). 
Respond to reviews: The hotel managers focus on responding to the customers’ reviews within 24 hours or 48 hours. The 24*7 customer chatbot is used by more than 78% of the hotel industry across the world to regularly chat with consumers to develop their services (O'Fallon and Rutherford, 2010). As an example, Airbnb responds with creative marketing approaches such as personalised customer experiences and social media campaigns through smart devices to attract more customers. 
Merger and acquisition: Merger and acquisition are the most important reputation management strategy for the hotel to maintain a strong collaboration among different hotels (O'Fallon and Rutherford, 2010). As an example, Marriott owns Renaissance and AccorHotels owns the brands Sofitel as well as Novotel for developing the engagement of the consumers. 
Significance of effective management of guest reviews
Customer retention increments: Effective management of guest reviews helps the hotel industry maintain higher customer retention. Around 65% of consumers book a hotel that responds to reviews regularly and 85% of consumers across the world check the impression of the consumers for developing the services of the hotels (Kent, 2017). 
Revenue increments: Effective guest review management helps the hotel industry enhance its sales and revenues. InterContinental Hotels Group is capable of increasing sales by 10% in the recent few years. The Dorchester Hotel enhanced its revenues by 23% in the previous decades by maintaining brand consistency standards (TripAdvisor, 2023). 

[image: ]
Figure 1: Positive guest reviews for Dorchester Hotel
(Source: TripAdvisor, 2023)
Increasing traffic and bookings: Effective guest review management is important for enhancing web traffic and bookings which makes the guests feel more confident regarding their decision to stay at the hotel (Heppell, 2015). Hilton Hotel focuses on securing positive online reviews to improve the hotel business through weekly online consumer surveys. 
Effect of the negative reviews 
Loss of customer trust: Negative reviews result in the decrements of the customers’ trust which negatively affects the engagement of the customers (Heppell, 2015). As an example, Marriott International faced challenges in developing customer trust affecting the hygiene of room service maintenance by the hotel during COVID-19.   
Sales decrement: The lack of customer attention due to the negative reviews on the websites or social media pages of the hotel leads to decrements in the sales of the hotel. As an example, Waldorf Astoria faced challenges in attracting customers due to the negative guest reviews in the recent few years (TripAdvisor, 2023).
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Figure 2: Negative guest reviews for Waldorf Astoria
(Source: TripAdvisor, 2023)

Reduction of booking: Around 85% of people in the world check the online guest reviews on the webpage or social media sites of the hotel before booking their rooms (Heppell, 2015). As an example, the booking of the guests of Fairfield Inn and Suites was reduced by almost 35% in the 2021-2022 fiscal year due to the negative guest reviews (Statista, 2023).
[bookmark: _ov2iewqopjfn][bookmark: _Toc144134329]2.3 Service culture
Service culture: According to Kokemuller (2013)‌, a service culture is the functional interpretation of the employees inspired to cater customer-centric service optimisation and achieve excellent service experience to the customers. The changes of the employee duties, responsibilities and hotel activities revolve around the needs of the customers, changes based on the nature of the customer needs (Kokemuller, 2013)‌. Few hotels in the UK that embodies the idea are Zappos, Nordstorm and Ritz-Carlton. Ritz-Carlton provides service culture training with personalised mission, philosophy, policies and procedures ‌(Louveau, 2023). The communication process with the customers is encouraged for the key performance indicator in the service culture. 
Difference between service culture and corporate culture in hotels: The moral approach of the service culture is more of a customer-centric and brand image-sustaining approach. As an example, the Grove Hotel in Watford constantly fills the needs of the customers by communicating with them. According to Vallen and Vallen (2014), all of the key experiences are to make the guests in the hotel feel welcomed and comfortable for lodging. On the other hand, corporate culture tends to ensure the entire experience of booking, lodging, travelling and commuting is more accessible and affordable for the guests. The pricing coherence makes corporate culture flexible for hotels like Holiday Inn, and Premier Inn where the guests require minimal attendance and maximum commute, affordability, and convenience. 
According to Vallen and Vallen (2014), the travelling aspect of the guests is also different in the case of service culture, and corporate culture hotels. Service culture hotels are more of a luxury stay convenience whereas the purpose of the corporate culture hotels remains to be commercial.
Importance of service culture in the hotel industry: According to Chung-Herrera et al. (2003), , the competency model is a framework that creates a competitive hierarchy based on knowledge, skills and abilities (KSAs). The technical KSAs, interpersonal KSAs and attitudinal KSAs are the major competencies that are evaluated in the service culture for competitive hierarchy among employees. Hotels like Grove hotel uses 46-set KSAs for its 7 segmented division relentlessly working for the service-experience of the guests. According to Horner and Swarbrooke (2020), KSAs are also used as indicative factors for recruitment, training performance appraisal and career opportunities of the employees.
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Figure 3: The Competency Model
(Source: Chung-Herrera et al., 2003)
Furthermore, hotels like Balmoral Hotel, Connaught Hotel, The Stafford London, The Lanesborough and Dorchester Hotel are mentioned in many articles to use the service culture. According to O'Gorman (2010), the service culture model necessarily focuses the entire workforce planning toward excellent customer service. However, Johnston and Clark (2005) contradicted its capability of providing job satisfaction for employees who are not successfully committed or convinced to be committed in the service enhancement of the hotel.
[bookmark: _f7rmdvwv2ajb][bookmark: _Toc144134330]3. Conclusion and recommendations
[bookmark: _Toc144134331]3.1 Conclusion 
The report has focused on the brand reputation and recognition management in hotel services with service culture embedded in the daily workforce. The evaluation and justification of the hotel standards in various hotels and how they differ from the corporate culture has been discussed across the study. The report has created elaborate discussion on the effective management styles for managing the reputation of the hotels. 
[bookmark: _548d8qh40fjr][bookmark: _Toc144134332]3.2 Recommendations
360-degree service for 24/7: Luxury hotels mostly follow service or corporate culture which requires to be adjusted with a 360-degree attendance. The all-time active international commute, transport and with busier lifestyle, the check in time of the guests are becoming almost unpredictable. Therefore, the hotel must focus on ensuring that there are sufficient staff to cover a major event, service or even housekeeping service at any time of the day. 
Extra concern on health and hygiene: After the 2020 pandemic outbreak, health and hygiene concern has become extremely relevant for all lodging accommodations. With luxury purpose, the importance of health and hygiene needs to precede the expectation of the employees. 
Employee-centric service: Modern job market is more sensitive regarding the necessity of job satisfaction. The presence of sufficient organisations and outlook for new venturing reflux, employee satisfaction has become extremely important.
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Front desk chaos

I'have stayed at this hotel a number of times over te years and | stayed a single night and | am glad it was
not longer. | arrived at 4.30pm and my suite was not ready | had a dinner engagement and needed to get
changed as | had been flying for 9 hours, for a dinner engagement. | got my suite at 5.10 pm the suite was
nice enough but not exactly what | ordered in my reservation. | returned to the hotel | realised | had left
my key in the room so | went to the front desk they messed me about for 15mins before | could get back to
the room. The bathroom had not been cleaned since | left the hotel. Just not good enough. | have learnt
my lesson and will not be going back to the New york Waldorf.




