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Executive summary
The hotel and hospital industry has vindicated itself as one of the fastest-growing businesses in the 21st century. Service cultures and client relationships have become inquisitive factors for unleashing growth in the hotel and hospitality industry. By improving customer service and operational facilities large hotels have gained big fame in the tourism business as well as attention from customers. New rules and regulations have been established for eradicating service-based issues. The large hotel has delivered proper client satisfaction which ensured fast business growth with better profitability.
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Service culture can be defined by the norms of a specific company which deals with customer service and related policies distinctively. The company emphasises service culture to improve brand value and customer acquisition. Providing the best experience and value to the customer should be the goal of service culture in terms of reputation (Barron and Maxwell, 2018). Maintaining better hotel standards can easily uplift the notoriety in the hospitality industry. The main focus of the report is to discuss hotel standards and management policy in terms of reputation and brand value. The factors related to service culture and management of proper reputation are going to be discussed in further parts.
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Purpose of brand standards and consistency 
Hotel standards can be defined by the rules and regulations maintained by the authority to execute operations. Providing amenities to guests, better employee management, the efficiency of service and better facilities – these are the examples to maintain for a standard hotel. Evidently, these are operational standards which establish a hotel at a standard level. Hotel standards are very important in the hospitality industry. Hotel standard is perpetually related to the brand consistency of a hotel (Baytok et al., 2023). Ensuring a good experience consistently for the customers can attract them towards a hotel. A hotel should meet the expectations of regular customers. That consistency eventually leads a hotel towards brand recognition. The main purpose of brand consistency in the industry should be the proper treatment of the customers with service and amenities. According to the experts, brand consistency is all about providing a better customer experience, rather than just advertising the visuals and facilities (O’fallon and Rutherford, 2010). UK-based giant hotel industry Marriott Group has a brand reputation for so many years. The reason for being such a big brand is the consistently improved service and cordiality towards the customers. JW Marriott (a luxurious franchise by Marriott group) has gained a big reputation all over the UK which has become a centre of attraction for travellers and tourists in the UK. The hotel management always serves in a superior way to the customers. The company provides more innovative facilities than other hotels. The envisioned amenities and facilities always keep the customer satisfied. The hotel focused on maintaining a hotel culture based on its heritage and cultural history (O’gorman and Cousins, 2010). The approach of Marriott Group Hotels towards a caring nature reflects holistic ways of well beingness. The design thinking and way of treating clients have a great impact on the brand establishment.
Catechism among the hotels in the UK
The JW Marriott hotel has provided the best value and experiences to the customers. This hotel has well-trained staff and management authority for running smooth operations throughout the hotel. The hotel Orchid International has surpassed some new hotels in gaining attraction among travellers. The hotel has improvised better customer policy to prove them as a trustworthy brand among all the hotels. But all the hotels in the UK cannot provide a great experience like Marriott to their customers. Hotels like Norbreck Castle and Great Brisbane have different standards and values from J.W Marriott (Vallen and Vallen, 2014). These hotels have different angles of customer service and client management. Hotel Great Brisbane has less operational efficiency with less employee engagement. Although a customer’s perception of a hotel has a great impact on brand consistency and delivering well standards. That’s why all hotels do not belong to the same standard in terms of client experience and branding (Tesone, 2014).
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Effective reputation management
For establishing a brand, a hotel should focus on prestige issues to grow faster in the industry. The reputation of a hotel has a great impact on client acquisition and brand impression. For being a reputed hotel, the authority should focus on the overall improvement of customer service. Improved operational efficiency should be entrenched with other facilities (O’fallon and Rutherford, 2010). A better service profile alongside well-trained staff can be helpful to increase the reputation of a hotel. Therefore, some strategies can be helpful to gain a reputation from the customers as well as in the respective industry. The first one is responding to the reviews from customers. For a large hotel, it is very necessary to respond to good and bad reviews (Horner and Swarbrooke, 2011). Gaining good reviews from customers is very normal for adequate performance by the employees. But the customers can face many issues which make a bad impression on the hotel (Heppell, 2015). So, it is necessary to respond to negative reviews posted on social media and other sites. The Hilton worldwide have maintained a dedicated social: site and email to hear about their experience from the customers. This process makes a transparent impression on potential customers.
The necessity of an implicit client review system
An effective guest review system has an exquisite impact on brand management for a large hotel. Maintaining a proper protocol is also essential to increase the reputation of a large hotel. By using different criteria and templates a hotel can get customized feedback from the customers. This strategy can help hotel management identify their faults and issues to be resolved. Working on negative issues and spreading brand awareness can help a hotel to achieve reverence in the industry. Social media is a great medium nowadays for reaching all people (Horner and Swarbrooke, 2011). So, it should be used to hear constructive criticism from customers and give replies to them. The attitude of working on customer feedback identifies a hotel as a client-friendly organisation. This can increase the reputation of a hotel to customers. For example, hotel Hilton Worldwide provides a survey form to its customer after the visit. The review from the survey has been used by the authority in terms of hospitality, offering services, amenities and employee interaction (Pratap, 2019). The authority manages its policy and approach according to the feedback because there is always a place for improvement. The JW Marriott company has maintained a good reputation for their assessment activities to their customers. Because these kinds of activities make customers feel that they are valuable to the Marriott Hotel and an appreciative strategy always helps the hotel to keep brand consistency.
Impact due to negative review
Negative reviews directly impact the reputation of the hotel business. The hotel business cannot grow in the long run due to the wrong impression in the industry. Several causes can reflect negative reviews for a hotel such as improper management, poor facilities and involvement with illegal activities. Negative reviews destroy the impression of the customers (Heppell, 2015). Negative reviews about a hotel make other people reluctant to pay a visit. The negative review has an adverse effect on employee management and retention as well. The employees are mostly disinclined to work for the sake of career growth. The Britannia hotel chain is quite known for its bad reputation. They have gained many negative reviews on social sites and the internet. So, most people want to avoid this hotel.
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Service culture is the term that deals with customer service and management which eventually make a customer valuable to the company (Johnston, Clark , 2012). Every decision and belief in the hotel which demonstrates its dignity, and pride in action reflects the service culture.  
Difference between corporate culture and service culture
Corporate culture mostly deals with the products, and the focus on product analysis and management to gain more revenue. But the hospitality-based industry depends on the service factors which they provide to the customers (Tesone, 2014). In corporate culture, the company is mostly run by the policy and regulations of the executive board. On the contrary, the hospitality industry depends on feedback to maintain a minimalistic approach to the brand establishment. 
Importance of service culture in the hotel industry
Service culture has a huge impact on service-based companies, especially the hotel and hospitality industry. According to a report, service culture brings a significant change to factors like quality control, satisfaction of customers and improvement of work efficiency. More than 60% of five-star hotels in the UK, have focused on structural service management in order to improve service culture facilities (O’gorman and Cousins, 2010). The reviving thoughts and cultural heritage-based approach towards the customer have helped them to gain client satisfaction. Hotel Lancaster UK has a cultural perspective with a cumulative focus on guest management. The company demonstrates an unceasing gesture towards the customers. The company delineates their clients from different cultural backgrounds in advertising; which helps them to grow its business (Tesone, 2014).
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The hotel industry should improvise the way of treating clients spontaneously to cope up with modern trends. The client-favoured decision should be valued more than the corporate perspective to avoid a bad reputation. Effective employees should be recruited by using modern recruitment policy to upgrade service quality. Positive and negative reviews should be analysed properly to attract new-generation customers (Barron and Maxwell, 2018). Social media base surveys and reviews from customers in social media should be evaluated to extemporise regulatory issues.
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The success of the hotel business depends on excellent service culture and improved operational facilities. The mission towards a better hotel business depends on customer satisfaction. The large hotels in the UK have been illustrated on various factors in terms of service facilities and client management. The perspective of customers towards a hotel invertebrate the way of profitability and reputation in the tourism sector. Service culture and people management should be accustomed to a precise way rather than vigorous policy factors. 
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