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New industries are blazing the trail for new ways of doing business as the contemporary economy continues to develop. It's common for businesses to specialise in either product or service provision. The future of the service sector depends on finding organic methods to increase the company's total profit and revenue. This paper will cover in depth the substantial study conducted on the service sector. The primary objective of this paper is to learn about brand consistency and its potential effects on the business model of service providers as a whole. This paper will focus mostly on the United Kingdom, but it will also examine reputation management and its importance. Differences between corporate and service cultures, and their potential effects on the business world, will also be discussed. This article provides a detailed description of the service sector in the United Kingdom.
As more and more progress happening in the modern world of business, new industries are paving the way of operation in multiple way. Some companies focus on providing products while other companies are more inclined to providing service (Yee et al, 2008). According to the prospect of service industry one must look for natural ways to boost the overall profit and revenue growth of the company. In this report the extensive research on service industry will be described in detail. The main target of this report is to understand about brand consistency and how they can impact the overall business model of service industry. Mostly in UK perspective, the reputation management is also a key factor that will be analysed in this report. The basic differences between corporate culture and service culture and how they can impact the industry will also be described here. The United Kingdom’s context of service industry will be described here in details. 
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Main Findings:
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[bookmark: _Toc137422556]Standards about Brand Consistency
Keeping brand's image constant helps one connect with the customers. When a company seems to care about the same things its customers do, the customers get emotionally invested in the company. Creating the desired feelings and connecting with proper audience requires maintaining a consistent brand message and tone (Vergori, 2014). Maintaining customer loyalty takes constant effort. Customers are more loyal and likely to return after having a good experience with a brand. By consistently exceeding customer expectations, one will earn their loyalty and promoter status. There has to be uniformity across brand's online presence. When everything falls into place, customers have a pleasant experience that strengthens their connection to and appreciation of the brand (Tallon, 2013). Maintaining a unified brand identity is essential for building recognition, credibility, differentiation, affinity, brand loyalty, and customer retention. To create a long-lasting bond with target audience, one should be consistent across all brand elements and touchpoints.
[bookmark: _Toc137422557]Checking Standards Followed By Hotel
Within the context of the modern market, the term "hotel" might refer to more than one establishment. According to the hotel's policy and the regulations governing expenditures, the operating cost and the capital cost will not be the same. That category also includes the hospitality business. As we continue our examination of the hotel industry in the United Kingdom, we are seeing an increasing number of properties that fit into the price categories of economy, upscale, and luxury. The hospitality business, namely hotels, offers a wide variety of services, each of which is priced differently (Slade et al, 2015). The quality of the hotel experience and the value-added services being provided are important priorities for large corporations such as Four Seasons and others.
The value-added service contributes to the overall improvement of the company's value offer. The primary objective here is to determine whether or not the standards are the same (Pérez-Lombard et al, 2008). They are not the same. But since they are in the service sector, hotels often lose customers if they are unable to give better service.
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[bookmark: _Toc137422559]Effective Hotel Reputation Management
The success and public image of a hotel are heavily influenced by its reputation. Every hotel should use providing outstanding service as a means of managing their online reputation. In order to create memorable stays, hotels need hire people who are both creative and skilled (Oke, 2007). Excellent service is essential at every stage of the customer journey, from first booking to final payment. Reviews left on sites like TripAdvisor and Google may make or break a hotel. Hotels should respond forcefully to both positive and bad comments made about them on social media. Inviting feedback from guests demonstrates a dedication to problem-solving and provides an opportunity to turn negative experiences into positive ones.
[bookmark: _Toc137422560]Guest Review Management and Importance
In the hotel industry, guest management is crucial for creating a positive experience. The success of a hotel may be directly attributed to the quality of its guest services. In order to provide first-rate hospitality services, proper visitor management is stressed throughout this essay. Guests are being prepared for their arrival. Reservation systems that are easy for guests are a part of this (Damanpour et al, 2009). There should be no ambiguity regarding the hotel's location, accommodation options, amenities, or deals and packages. Confirming reservations promptly and sending personalized messages before to arrival may boost excitement and make a strong first impression (D’Este and Patel, 2007). Guests at hotels should be greeted with a kind attitude. Check-in staff members who have received enough training should be alert, pleasant, and quick. Convenience for guests and staff alike is increased with self-service kiosks and mobile check-in.
[bookmark: _Toc137422561]The Impact of Negative Reviews
Services might feel the sting of bad reviews. If taken in the right spirit, constructive criticism may help encourage growth. By taking responsibility for the problem and working to resolve it, one demonstrate empathy and integrity (Core et all, 2010). One should request that the visitors discuss their concerns in private. One should make it possible to have discreet conversations by offering a contact or direct messaging option. By taking the conversation offline may be a sincere gesture and a good way to find a solution (Cooksey, 2006).
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[bookmark: _Toc137422563]Definition
A service mentality is always based on the needs and wants of the customers. This requires being familiar with customer expectations, being receptive to feedback, and consistently delivering individualised, high-quality service (Choi et all, 2016). A culture of excellent service is built on the priority given to consumers. Staff members are better able to grasp and uphold the service culture when they have access to clear standards and values (Boix‐Domenech et al, 2017). Employees are more likely to succeed in their roles when they demonstrate professionalism, responsiveness, and adherence to service quality standards. Regular practice of these standards helps to establish a habit of service among employees.
[bookmark: _Toc137422564]Key Differences from Corporate Culture 
The culture of service is molded through feedback from customers. The key to customer satisfaction is understanding needs, soliciting and acting on feedback, and providing individualised, high-quality service. Strong service cultures prioritise their customers' needs (Brammer et al, 2006). Staff members are better able to grasp and uphold the service culture when they have access to clear standards and values. When staff are professional, quick to respond, and provide high-quality service, it helps the company achieve its objectives. These prerequisites are repeated to encourage service. Customer satisfaction is the first priority. Service to customers is negatively impacted. Internal practices, employee relations, and the company's character are all elements of corporate culture.
[bookmark: _Toc137422565]Service Culture’s Importance in Hotel Industry
Hotels may stand out from the competition by emphasising their service culture. Hotels in the UK that go above and beyond to ensure guest happiness stand out. The hotel's reputation is enhanced and it attracts guests looking for unique stays because of the hotel's exceptional service culture (Amenumey and Lockwood, 2008). British hotels' success is directly tied to the quality of their service. When guests are happy with their experience, they spend more money on extras throughout their stay. Customers who return after having a positive stay have a greater lifetime value and act as advocates for the hotel, which increases revenue in the long run. There is a high standard of service in hotels in the UK. Customers who are willing to pay more for exceptional service are a sign of a successful business. The hotel's market placement, brand expansion, and partnerships all improve when guests have a positive impression of the establishment.
Recommendations
Excellent service results in word-of-mouth and internet recommendations. Today, potential guests rely largely on online reviews before selecting. More guests are drawn to UK hotels with positive online reviews because to the properties' strong service cultures. In the highly competitive hotel industry, an excellent online reputation and customer trust are crucial.
[bookmark: _Toc137422566]Conclusion
New industries are paving the way for operation in a variety of different ways as the contemporary world of business continues to make development in an increasing number of areas. While some businesses are more focused on delivering services rather than items, other businesses' primary objective is to sell their wares. According to the forecast for the service sector, one is required to seek for natural approaches to increase the total profit and revenue development of the organization. This study has provided a detailed description of the considerable research that was done on the service sector. This report's primary objective was to get an understanding of brand consistency and the ways in which these factors might influence the entire business model of service industries. This paper has focused mostly on the United Kingdom and will include an analysis of another important element, namely reputation management. The fundamental distinctions between corporate culture and service culture, as well as the ways in which both might have an effect on the industry, has also been discussed in this report. This report has provided a detailed description of the context of the service sector in the United Kingdom.
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