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Executive Summary 
The hospitality industry pays an immense contribution to global economies in the form of GDP growth, employment generation, and others. The industry also has a huge contribution to the progress of the UK. However, the industry has become highly competitive with the presence of established local and multinational players in different markets of the world. Therefore, hospitality businesses are to strive to differentiate themselves from the crowd by dint of service differentiation and service culture. Hospitality companies are likely to become successful in this case through brand consistency, reputation management, and service culture. Hence, service culture, brand consistency, reputation management along with valuable recommendations are going to be discussed in this report. 
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Introduction 
The hospitality industry encompasses any enterprises that generate their income through the sales of food, drink, or accommodation. Several service-providing businesses such as theme parks, transportation, cruise lines, event planning, and other tourism-related businesses are included in the hospitality industry as well. The industry has a huge contribution to global GDP. According to World Travel & Tourism Council (WTTC), travel and tourism account for 7.6% of global GDP in 2022. The industry also contributes to creating employment opportunities. The WTTC statistics show that 22 million new jobs were created in the travel and tourism industry in 2022. The hospitality industry is also a major contributor to the GDP of the United Kingdom (UK). the market size of the hotel industry in the UK was estimated to be around £16.42 billion in 2022. The industry has become highly competitive due to the presence of globally renowned hotels and restaurants in the country. Hilton Worldwide, Marriott, Imperial London, Premier Inn, Travelodge, Walt Disney Parks & Resorts, Ritz, Radisson, etc are some of the famous hotel brands available in the UK. Due to intense competition in the market, hospitality companies need to differentiate themselves by providing better services (Seyitoğlu and Ivanov, 2020). That is why hospitality companies are supposed to standard service culture, and manage reputation, and hotel standards. Therefore, hotel standards, reputation management, and service culture along with their importance in the hospitality industry have comprehensively been analyses and delineated in the following sections. 
[bookmark: _Toc133934173]Brand consistency standards 
Brand consistency refers to companies’ operations and presentations remaining similar across all of their marketing channels, integrating the images and messages actual and potential customers are likely to encounter (Ferrell et al., 2021). Brand consistency is imperative since it directs to brand recall and recognition. Once customers recall and recognise a brand and hold favourable association with it, they are supposed to purchase and remain loyal to the company in the long run. Companies can also attain customer trust and confidence by providing clear and consistent services. Brand consistency also aids companies to stand out in the competition (King, and So, 2015). Hospitality companies thus require holding brand consistency in the operation of their businesses. Companies are likely to set brand consistency standards to these ends. In the hospitality industry, the purpose of brand consistency standards is to provide a consistent customer experience. Guests know exactly what they would get while their visiting or staying, which is believed to augment brand loyalty and customer trust (Walker, 2017). Brand standards helped the company workforce provide consistent services to the guests since they are cognizant of their roles and responsibilities in advance. Therefore, customer experiences can be enhanced through brand consistency. Four Seasons Hotel, for instance, has become one of the most successful hotels in terms of customer loyalty by dint of its consistent services in the world (Harrison, 2019). Around 50% clients of Four Seasons in the UK wanted to reuse the hotel (Kunst, 2023). This phenomenon signals high level of customer loyalty for Four Seasons. 
All the hotels don’t necessarily follow the brand consistency standards. Brand standards may vary based on the company's market position or geographical expansion. The standards for hotels and resorts may vary in alignment with the type and category of hotels. They may also change based on the unique value proposition of the hospitality company. 
[bookmark: _Toc133934174]Reputation management 
According to Gartner's definition (2022), reputation management refers to the actions of persuading peoples’ perceptions and public discussions regarding a company and its brands. It involves observing perceptions and discussions, countering reputation perils and proactively grasping opportunities to augment reputation. 
Hotels can manage their reputations effectively by following several guidelines. The guidelines are discussed in the following sections. 
 
Figure 1: managing reputation, (Lambert and Shimokawa, 2016).
Hotel companies need to remain vigilant and active in terms of responding to customer problems and requests. Responding to client problems in all possible ways is a great way of reputation management. Companies can manage their reputation by rendering personalised responses to individual guests. Personalised responses are supposed to augment client experiences and satisfaction levels (Ferrell et al., 2021). Hospitality businesses can install digital technologies to provide real-time solutions to client problems. Real-time communications are regarded as an effective tool to engage with customers and other relevant stakeholders. Gathering positive client reviews is also an effective instrument for reputation management (Lambert and Shimokawa, 2016). Besides, hotels can manage their reputations by remaining active on online social networking sites, and by rendering consistent client supports and services (El-Said, 2020). For instance, Hilton Worldwide has become a well-reputed hotel through consistent client services and management. The company has dedicated global sales team recognised for consistent services and it operates worldwide, that has empowered it to genuinely discern client needs and market opportunities across the globe (Hilton, 2023). 
Hotels need to consider guest reviews with utmost priority. Guest reviews are to be monitored and managed properly for the successful operations of the company. Favourable reviews can aggrandise traffic and bookings in hotels (Zhao et al., 2015). They can also influence customer confidence in terms of staying at the hotel (Walker, 2017). So, to remain profitable and competitive in the industry, guest reviews are to be effectively handled. If guest reviews are not handled properly, companies may end up losing businesses and a competitive position in the market. For, negative guest reviews may go viral on online social networking sites affecting the brand image and reputation of the company (Rose and Blodgett, 2016). Negative reviews have a lot of impact on the hotel business. It may incur the loss of clients, brand image, and profitability. A hotel may lose 22% of its bookings owing to negative reviews (Lacalle, 2023). 

[bookmark: _Toc133934175]Service culture 
Service culture has different interpretations in the academic arena. In a simple definition, service culture is used to mean a company culture that is more careful about client service (Manning, 2018). Service culture can also be said as an environment where the workforce of the company is enthusiastic to render superior services to the customers. A company that fosters a service culture gives the utmost importance to customer service (Ferrell et al., 2021). Service culture empowers employees in terms of holding the notion of proving customer service first. 
Corporate culture refers to the shared values, customs, beliefs, and conducts possessed by the employees and management of a company (Yadav et al., 2016). Service culture and corporate culture are different from each other. Corporate culture involves beliefs and values held by employees of the company to administer its functions, whereas service culture encompasses collective attempts of the workforce to render superior customer services. 
Service culture matters most in the hospitality industry. Hospitality businesses rely heavily on customer service, the companies are supposed to keep a service culture in place. Four Seasons, for example, have become a popular hotel brand due to its outstanding service culture. The company trains its employees in such ways that they are always empathetic toward providing superior services to customers. Employees treat the guests in ways they wish to be treated. Service culture can be an effective instrument to differentiate a hotel from other hotels in the industry. Besides, it can provide competitive advantages to the company. Besides, Gannon et al., (2015) stated that service culture can improve daily operational performance of a company. Therefore, hotels are supposed to foster a service culture in their operational activities


[bookmark: _Toc133934176]Conclusion 
[bookmark: _GoBack]The hospitality industry is a growing industry in global economies contributing billions of dollars each year. Due to the operations of many multinational and local companies, the industry has become intensely competitive. Therefore, hotels and resorts strive hard to remain competitive in the industry. They are to follow effective strategies to these ends. Hospitality businesses hence, are to ensure consistent brand standards to successfully operate in the competitive marketplace. They are to be active in different marketing and communication channels to manage their reputations effectively. If guest reviews are not handled effectively, they may pose great threats to the brand image and performance of the company. Therefore, hotels have to be service-centric enterprises. Customer-centric service culture is to have prevailed across different departments of the hotels to provide superior customer value and satisfaction (Belias, et al., 2019). 
[bookmark: _Toc133934177]Recommendations 
Hospitality businesses encounter enormous losses due to the emergence of the COVID-19 pandemic. With the reopening of global economies, the industry is seen to bounce back and revive again to the pre-pandemic level. Still rising inflation and declining consumer disposable income is posing threats to the profitability of hotel businesses worldwide. Therefore, several recommendations are added here to ensure the profitable operations of hospitality businesses.
Ensuring employee learning programme: hospitality companies should train the workforce to continue to update their knowledge and skill levels.
Installing advanced technologies: always integrate innovative technologies in the value delivery network.
Allocating funds for uncertain perils: the industry players should create separate funds for tackling untoward future events. 
Focussing on growing and emerging markets: the Chinese and Indian markets should be considered with great emphasis on future growth and prospects. 
Managing client reviews: hotels should properly manage clients’ negative remarks and solved their complaints as soon as possible.
Focussing on customer lasting memories: hospitality businesses need to foster a service culture to render unforgettable memories. 
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Reputation management


Responding to clients problems in all possible channels


Providing personalised respnonses. 


Ensuring real-time engagement with stakeholders


Garnering positive reviews


Remaining active on social media


proving consistent services. 
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