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[bookmark: _GoBack]The Hotels have established itself as a frontrunner in the competitive hotel market in the United Kingdom, because of its forward-thinking approaches to customer service. This investigation digs into how The Hotels manages to keep its competitive advantage in the hotel market by utilising its service philosophy and reputation management strategies (Bermudez, Dieck, & Lieberman, 2004).
[bookmark: _Toc150838778]Introduction:
The Hotel industry has set itself apart from its rivals, in large part, as a consequence of the excellent benchmark it has established with its culture of service. The hotel firms stand apart in the industry not only because of the superior quality of its customer care and the one-of-a-kind incentive programs it offers but also because of the innovative ways in which it applies technology and provides individualised assistance to customers. 
[bookmark: _Toc150838779]Main Findings
[bookmark: _Toc150838780]Service Culture
A method to developing service excellence and service culture that combines the redemption of points for complimentary accommodations or room modifications has the potential to promote visitor loyalty. The chance that a consumer will remain loyal to a company and feel satisfied with their experience is increased when that company bases its decisions on empirical evidence and adapts its products and services to the unique requirements and preferences of each client (Bowen & Shoemaker, 1998).
[bookmark: _Toc150838781]Advantages and Disadvantages of Service Culture
The hotels have developed a well-deserved reputation for the streamlined, technologically sophisticated, and efficient service culture that they uphold across their establishments. The guest check-in procedure has been shortened, and modern amenities that preserve the guest's privacy requirements have been provided. This ensures that the guest will have an amasing experience.
Even while this modern service culture is in line with advances in technology and contemporary preferences, it is possible that it does not offer the customised attention that is generally seen in conventional luxury hotels. As a direct consequence of this, it is unable to fulfill the requirements of consumers who anticipate a more individualised experience (Choi & Cho, 2000).
The foundation of the hotel's business strategy is customer satisfaction. It endeavors to create an enduring impression on patrons through the identification and surpassing of their anticipations. 
Over the years, the hotel industry has investigated the damage that false statements have caused to its reputation. Genuine reactions are exhibited towards both favorable and unfavorable assessments, exercising caution in differentiating the authentic from the fraudulent (Cross, 1992).
While hotels take pride in their personalised approach, maintaining an optimal equilibrium between the two can prove to be a formidable task. The hotels adeptly manage the potential for operational disruptions while avoiding excessive personalisation.
[bookmark: _Toc150838782]Comparison between the Boulevard and the Grove Hotel:
If contemporary opulence is what you seek, The Boulevard Hotel could be your best bet. On the contrary, the service philosophy of The Grove Hotel may prioritise formal elegance and traditionalism (Donaghy & McMahon, 1995). To promote conviviality and social interaction within a contemporary ambiance, the Boulevard might embrace a more laid-back demeanor. To impart a sense of history and heritage to its visitors, The Grove Hotel may endeavor to cultivate a more formal and aristocratic atmosphere. The Boulevard Hotel could potentially feature an avant-garde and ultramodern design. The more extravagant furnishings at The Grove Hotel may be an effort to emphasise the establishment's history and significance (Dunn, 1990).
The Boulevard Hotel might attract fashionable youths in search of unique lodging options. The Grove Hotel would be attractive to a more discerning clientele in search of a conventionally refined and regal ambiance. A potential rebranding strategy for The Boulevard Hotel could involve the implementation of innovative promotional campaigns and digital marketing strategies. The Grove Hotel may employ conventional marketing tactics to accentuate its illustrious past and sophisticated classical aesthetics (Fitzsimmons & Fitzsimmons, 1998). 
[bookmark: _Toc150838783]Reputation Management
[bookmark: _Toc150838784]Hotels standards: 
It is the mission of the Hotels to deliver superior customer service to raise the standards of the hotel and maintain the reputation management. The hotel offers its clientele an exceptional experience due to its state-of-the-art facilities and exceptionally trained personnel.
To keep and earn a five-star rating, the hotels are dedicated to delivering exceptional service (Grifﬁn, 1995). Constantly soliciting feedback from guests exemplifies the hotel's commitment to attaining five-star accreditation and maintaining reputation management.
In numerous ways, the hotels strive to live up to its five-star rating. Featuring an expansive selection of amenities, heated pools, verdant landscaping, a devoted concierge, high-end linens, multiple dining options, garden tubs, movie libraries, and enormous LED displays, this establishment provides its guests with an exceptional location. A portion of the hotel's stellar reputation and reputation management can be attributed to its commitment to these amenities.
The Burj Al-Arab surpasses the 5-star standard in comparison to only a limited number of 7-star hotels. Consequently, numerous hotels provide opulent amenities that surpass the minimum requirement (Hiemstra, 1999). Particular services offered include a Rolls Royce for primary transportation, a helicopter for aerial access, luxurious accommodations, and unrivaled service and product options.
Five-star status is an objective of the British Hotels about accommodation and service. Instead of striving for seven stars, the hotel endeavors to deliver an extraordinary experience to its visitors. In contrast to other hotels, it offers a contemporary aesthetic, diverse selection, and high-quality services.
The hotels distinguish themselves from competing hotel brands through their contemporary elegance and tailored service (Jauncey, Mitchell, & Slamet, 1995). It establishes a unique and specialized position within the luxury hotel industry, setting itself apart from both conventional and cutting-edge establishments.
The Hotels place significant effort into establishing, maintaining reputation management, preserving, and enhancing its reputation due to its critical nature. By aligning the hotel's image with the brand's mission and guiding principles, strategic measures are implemented.
A variety of methods are utilised by the Hotels to maintain their impeccable reputation. Timely receipt of client feedback and resolution of concerns are of the utmost importance (Johns & Rassing, 2004). The reputation of the Hotels influences numerous facets of the economy. Customers will heed and respect the brand if they possess a positive reputation. A favorable reputation of a company facilitates sales and marketing endeavors through the attraction of fresh clients and the retention of current ones.
[bookmark: _Toc150838785]Online reputation management:
One element of the hotels is the monitoring and enhancement of their online reputation (Jones & Hamilton, 1992). It comprises the organisation’s TripAdvisor, website, social media profiles, and additional media channels. Sustaining a favorable online reputation necessitates the utilisation of influencers to disseminate positive experiences, emphasise achievements, address criticism, and provide enticing incentives.
[bookmark: _Toc150838786]Trip Advisor:
One element of the hotels is the monitoring and enhancement of their online reputation. It comprises the organisation’s TripAdvisor, website, social media profiles, and additional media channels. Sustaining a favorable online reputation necessitates the utilisation of influencers to disseminate positive experiences, emphasise achievements, address criticism, and provide enticing incentives. The hotels effectively manage challenges and acknowledge achievements through vigilant observation of both favorable and unfavorable feedback (Kimes, 1989).
Gaining strategic influence over Google's search results is of the utmost importance. To increase its visibility on search engine results pages, the hotel administers negative mentions and prioritises positive content.
Sustained interaction with visitors, encompassing timely responses to inquiries and active involvement on social media platforms, is imperative for cultivating a robust online presence. 
The hotel effectively responds to visitor expectations through its reliance on TripAdvisor as its primary source of real-time market research. By utilising this feedback cycle, hotels are capable of promptly responding to the ever-evolving preferences of their guests (Lee-Ross & Johns, 1997).
Priceline.com has revolutionised the travel industry by offering reasonably priced hotels. Customers like its "Name Your Own Price" feature because it lets them set their price for a service and reserve it at a significantly lower cost if it is approved. Thanks to its innovative business concept, Priceline.com, which was founded in 1997, has become the leading online destination for travelers on a tight budget.
The acquisition of Intercontinental may have a substantial effect. Hotels could potentially gain from the expertise, resources, and extensive international network of InterContinental’s. Sharing effective practices, expanding the company's clientele, and increasing output are all potential solutions.
In the aftermath of the acquisition, the Hotels potentially will prioritise the delivery of exceptional customer service. All employee training could be standardised, operations could be accelerated, and quality control could be improved by adhering to InterContinental’s standards (Lieberman, 1993).
The hotels effectively respond to visitor expectations through their reliance on TripAdvisor as their primary source of real-time market research. By utilising this feedback cycle, the hotel is capable of promptly responding to the ever-evolving preferences of its guests. 
[bookmark: _Toc150838787]Conclusion 
The hotels, located in the United Kingdom, offer an unparalleled combination of individualised attention to detail and refined sophistication (Luciani, 1999). They are committed to providing excellent customer service, as evidenced by the stringent criteria it applies to its hotel properties, the feedback systems it implements, and the standards it installs. As a premium innovator, The differentiates itself from other hotel chains via its unique positioning, market research, and star ratings.
[bookmark: _Toc150838788]Recommendation 
· The hotel's competitiveness is contingent upon its ability to provide superior amenities, services, and staff development.
· By leveraging the capabilities of TripAdvisor to engage with users, gather feedback, and oversee the online reputation, the hotels can position their organisations as innovative entity that places a high value on their clientele.
· Skills in adaptability and improvisation by analysing market data, businesses must be able to respond rapidly to shifting consumer preferences and industry trends to remain competitive.
· Leverage the capabilities of Marriott to ensure that guests are provided with exceptional service and have a favorable experience after the merger or acquisition.
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