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Executive Summary
This report focuses on the investigation of guest service, hospitality management, and international hotel management. It examines the hotel standards, reputation management, and service culture of UK hotels in order to derive pertinent insights. The preservation of hotel standards is discernible through the calibre of service rendered in guest accommodations, notwithstanding the discrepancies in standards among various nations and rating methodologies. In the current era of digital technology, the management of reputation is of great significance as potential customers tend to be attracted to accommodations with favourable appraisals while avoiding those with a greater number of unfavourable reviews than favourable ones. The cultivation of a service-oriented culture is crucial for hotels, as it serves as a key factor in the attraction of guests and the potential increase of revenue.
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Introduction
The objective of this report is to examine the diverse factors that impact the quality of hotels, their standing, and their approach to hospitality. There exist a multitude of factors that can exert an influence on the service culture of a hotel, and the extent of their effects can exhibit considerable variation. It is feasible to reword the text provided by the user in an academic fashion without incorporating any additional data (Choi and Choi, 2021, p.3356). The domain of governance has the potential to encompass a wide range of aspects, which may include but are not restricted to consumer conduct, delivery of services, and corresponding standards for evaluation. The perception of customers is shaped by a variety of factors, such as the management of reputation and heterogeneous research outcomes. Undoubtedly, there are discernible differences between the organisational cultures of the business and hospitality sectors. Subsequently, hotels will be provided with recommendations to enhance their customer service and attract a higher number of returning customers. 
[bookmark: _heading=h.1fob9te]Main Body
[bookmark: _heading=h.3znysh7]Hotel standards
[bookmark: _heading=h.2et92p0]Purpose of brand consistency standards
The United Kingdom employs a standardised system of quantifiable criteria to certify hotel rooms and describe their quality standards. Brand standards refer to a predetermined set of guidelines that are designed to ensure uniformity in a hotel's brand identity across all of its properties, regardless of their size or geographic location (Liu, Hsu and Fan, 2020, p.2286). The adoption of standardised procedures can promote consistency in the delivery of services and the calibre of customer satisfaction.
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Figure 1: Importance of brand consistency
(Source: Hu et al., 2020)
The provision of brand guideline training to employees can enable hotels to ensure that their staff members possess the requisite knowledge and competencies to consistently provide superior service. The aim of instituting hotel standards is to guarantee that every guest room conforms to the specifications outlined in Rule 15 of the detention centre regulations of 2001 (Chen, 2019, p.4). The principal aim of maintaining conformity with brand consistency standards is to distinguish hotels from their rivals and maintain customer trust and loyalty. The establishment of brand authority is a critical aspect for hotels, including Marriott International.
[bookmark: _heading=h.tyjcwt]Same standards for hotel
The standards for hotels can differ based on their classification and characteristics. The Ministry of Tourism in the United Kingdom has implemented discretionary benchmarks to assess and facilitate hotel development initiatives, and to categorise operational hotels according to their star rating (Pham, Tučková and Jabbour, 2019, p.386) The aforementioned regulations refer to the set of standards that govern the attributes, additional facilities, and provisions provided by hospitality establishments. In the hospitality industry, there is a tendency to adhere to established norms in multiple domains, including but not limited to architectural design, customer service protocols, dress codes, provision of amenities, customer loyalty initiatives, and integration of technological advancements. Within the domain of British hospitality, the principal bodies tasked with evaluating and classifying hotels, including Sheraton, Marriott, and Balmoral, are the 5-star and Visit England rating frameworks (Yeşiltaş, Gürlek and Kenar, 2022, p.131051). The AA and 5-star are regulatory bodies tasked with evaluating and elevating the calibre of the hospitality industry in the United Kingdom. 
[bookmark: _heading=h.3dy6vkm]Reputation management
[bookmark: _heading=h.1t3h5sf]Managing reputation effectively
The management of reputation is of significant importance within the hospitality sector. This involves the creation and sustenance of a positive image of the organisation among its various stakeholders. The main focus of hotels' efforts in online reputation management (ORM) typically revolves around addressing negative online reviews and feedback (Farmaki, 2019, p.2298). Hotel owners utilise various strategies and tools to manage, handle, and improve the online perceptions of their property, services, and brand. The hospitality industry can adopt various approaches to effectively handle their online reputation. These may include prompt responses to reviews, vigilant monitoring of social media platforms for references to the hotel, and offering incentives to guests to encourage favourable feedback. Regarding the hospitality sector, the management of reputation for Marriott Worldwide, The Randolph, and Park Global Inn pertains to the oversight of their online reputation (Amoako, Obuobisa-Darko and Ohene Marfo, 2022, p.26). The management of reputation can potentially improve a hotel's brand, mitigate any negative perceptions, and provide protection against unexpected crises.
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Figure 2: Key aspect of reputation management
(Source: Qiaoqiao, 2022)
[bookmark: _heading=h.4d34og8]Importance of effective guest reviews management
Client feedback is of great significance for hotels in the United Kingdom as it facilitates the enhancement of customer service and visibility, thereby providing benefits to the customers (Olorunsola et al., 2022). The analysis of hotel reviews can facilitate the recognition of potential areas for enhancement in diverse domains, including but not limited to cleanliness, food and beverage provisions, and staff education. The provision of feedback in response to hotel reviews is a pivotal element of the hotel's digital footprint. The utilisation of reviews can prove to be highly beneficial for both tourists and hotel proprietors. When exploring accommodation alternatives, it can serve as a valuable asset for the potential customer (Hu et al., 2020, 9913). The adoption of a specific strategy designed to enhance the visibility of hoteliers and promote customer interaction has the potential to yield advantages for guests.
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Figure 3: Ways for effective guest management
(Source: Chen, 2019)
[bookmark: _heading=h.2s8eyo1]Impact of negative reviews
The presence of unfavourable evaluations can significantly influence the number of reservations made for a hotel. According to the results of a survey carried out by Customer Alliance, the presence of unfavourable reviews can lead to a reduction of 22% in a company's bookings (Buhalis and Sinarta, 2019, p.564). The figure mentioned above indicates a significant increase in the frequency of distributing multiple challenging surveys through diverse channels, which may lead to a potential reduction of up to 70% of a hotel's customer base. The vast majority of travellers, amounting to 81%, typically engage in the practice of perusing online reviews prior to making a hotel reservation. The notion that a considerable percentage, precisely 93%, of consumers engage in the examination of online reviews is widely recognized (Wavei, 2023). In addition, the existence of persistent and dominant unfavourable evaluations has the potential to result in a decrease in earnings if not proficiently handled. 
[image: ]
Figure 4: Key reasons why negative reviews should be addressed carefully
(Source: Sann and Lai, 2020)
[bookmark: _heading=h.17dp8vu]Service culture
[bookmark: _heading=h.3rdcrjn]Description of the service culture
Within the hospitality sector, the United Kingdom is famous for its outstanding service culture. In the UK, the essential tenet of the service culture is seen to be the delivery of great customer service. The employees at hotels in the United Kingdom are taught to be affable, courteous, and helpful to their clients (Akdim, 2021, p.241). Additionally, they get instructions on how to educate guests about the neighbourhood, its attractions, and future events. The idea that goods and facilities should uphold higher standards of quality is the foundation of the service culture in the UK. The hotels in the United Kingdom are well known for offering outstanding levels of luxury, comfort, and cleanliness. Customers have access to a wide range of facilities and services, such as bars, restaurants, swimming pools, fitness centres, and spas. The service culture has a tremendous influence on tourism across the world. The growing number of tourist sites demonstrates how international tourism is developing as an important and sustainable phenomena (Mardumyan and Siret, 2023, p.113756). A company's customer culture, service performance, staff service excellence, service objectives, governance structure, and culture are all significantly impacted by the customer experience. 
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Figure 5: Importance of Service Culture
(Source: Buhalis and Sinarta, 2019)
[bookmark: _heading=h.26in1rg]Differences in corporate culture
The service culture of a hotel refers to how staff members interact with customers and deliver services. The way they make guests feel welcome and comfortable is what makes people feel welcome. The words "corporate culture" and "values," "beliefs," and "practices," on the other hand, refer to what motivates workers' behaviour inside a corporation (Sann and Lai, 2020, p.102678). It is the way that representatives interact with one another and work together to achieve common goals. A strong service culture exists in hotels in the United Kingdom that prioritises individualised attention and client pleasure. They aim to provide each visitor with a singular experience that satisfies their unique needs and tastes. The part corporate culture plays in building a happy workplace for staff members at UK hotels is also crucial. Its defining characteristics include teamwork, open communication, and a focus on attaining shared goals. For instance, a Park Hotel in the United States may have a different corporate culture than a facility of a comparable kind in the United Kingdom. Employee treatment may differ due to changes in the company's culture. It won't alter the reality that service culture is more closely tied to job duties. While corporate culture is mostly driven by leadership, service culture is largely impacted by written or established standard regulations (Qiaoqiao, 2022, p.41). As a consequence, if the leadership of a hotel like Ritz Carlton, West Pace Hotel Group, Solis, Capella Hotels, or Bluestone switches from authoritarian to participatory leadership, not only will the corporate culture change, but the laws and regulations controlling service may still be virtually the same.
[bookmark: _heading=h.lnxbz9]Importance in the hotel industry
In the hotel industry, service culture is essential since it ensures that clients remain the major focus of all company activities. Because the demands of the customer come first in the hotel and tourist industries, this kind of service culture is essential (Vilana Olmos and Martín Miralles, 2019). If one wants to work in these industries, they must have the necessary knowledge and competence, including strong customer service abilities. A service culture gives employees the foundation to consider how they may help visitors more effectively. Staff members adhere to a mindset that prioritises client service. True customer focus can only be attained by emphasising excellent customer service as the organisation's core concept and principles and making sure that this idea pervades all part of the way the company is managed (Sofi et al., 2020, p.603). The primary objective of Disney, Solis, Capella Hotels Ritz Carlton, and Bluestone is to provide great service that is consistent with UK culture and increases client satisfaction and loyalty.
[bookmark: _heading=h.35nkun2]Recommendation
In order to effectively respond to unanticipated fluctuations in market patterns, hotels operating within the hospitality industry are required to demonstrate a requisite level of malleability and adjustability. Enhancing customer satisfaction and attracting potential clientele are critical factors in improving service quality and maintaining transparency, which in turn fosters positive feedback (Khan et al., 2020) The implementation of a variety of strategies can be effective in improving hotel operations. These may include the exercise of sound judgement in decision-making, thorough preparation of guests, fostering a sense of ownership among staff, implementing standardised procedures, and making use of outsourcing.
[bookmark: _heading=h.1ksv4uv]Conclusion
Thus it can be concluded that the quality of hotels is contingent upon various factors. The establishment and adherence to brand consistency criteria are imperative for ensuring uniformity across hotels and promoting customer contentment. Effective online reputation management necessitates the cultivation of a favourable public perception and a strong consumer appeal. The management of guest reviews has the potential to enhance service quality and increase visibility. The management of consumer feedback is of utmost importance as negative assessments have a significant impact on hotel reservations. The hospitality industry in the United Kingdom is renowned for its exceptional service culture, which places a high emphasis on ensuring customer contentment. The service culture of hotels is influenced by the values upheld by corporations. The prioritisation of customers in the hotel industry is a hallmark of a robust service culture. It is recommended that hotels prioritise customer satisfaction, transparency, and continuous improvement in order to effectively respond to market fluctuations.
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