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Executive summary 

This file has explained how service culture, hotel standards and reputation management have influenced the working environment of the hospitality industry. It has stated how brand consistency plays an important role in the development of a unique brand identity. It has further discussed the importance of consumer feedback and its impact on businesses. Lastly, the file has described the role of both service and corporate culture in maximising the consumer base as well as creating an efficient workforce in the marketplace. 

Table of contents 

Introduction	4
“Hotel standards”	5
“Reputation management”	6
“Service culture”	8
Conclusion	9
Recommendation	10
References	11



[bookmark: _heading=h.30j0zll]Introduction
The following file consists of a brief description of the purpose and importance of brand consistency standards in a hospitality organisation. It will also describe the hotel standards of two of the most renowned hotels in the "United States" namely, "Splendid Hospitality Group" and "Premier Inn", respectively. It further discusses the importance of consumer reviews on the image and reputation of hospitality companies. Companies related to the hospitality industry need to maintain a stable and firm service as well as corporate culture in the marketplace. Lastly, it has provided a short recommendation on how hospitality companies should utilise the service culture, hotel standards and reputation management in their business and maximise their revenue and consumer base compared to their rival companies. It says that “Service culture” is the working environment in which the workers tend to put first preferences to their consumers. Whereas, reputation management is the practices through which the company creates a strong brand name in the industry. 

[bookmark: _heading=h.1fob9te]“Hotel standards” 
“Brand consistency standards” denotify the method through which the managers represent the company in the marketplace. This mainly helps the company in creating a strong brand image in the marketplace which further helps the hospitality industry to provide a high-quality standards for their guests.  (Gong, 2023). Maintaining a firm brand consistency also assists the company in maximising its consumer base which in turn will help increase the profit margin of the company. It enables the consumers to quickly recognise the brand over some time. Along with a large consumer base, having an indistinguishable brand image helps in establishing loyal and trustworthy customers for a longer period (Wong and Kim, 2020). 
Brand consistency changes depending on the type and objectives of the organisation  (Gong, 2023). It is essential to create an indistinguishable and unique brand image so that consumers can easily identify the products irrespective of where they reside (Sarker et al., 2021). For instance, the "Splendid Hospitality Group" is one of the UK's rapidly evolving hotels with a unique brand consistency standard (Splendid, 2023). The company ensures a consistent and stable consumer experience. This enables their consumers to fix their expectations of the services and experience on their every visit to the "Splendid Hotel" (Splendid, 2023). This helps in creating strong brand trust and loyalty in the hospitality industry. The company is rated as a five-star hotel due to its extravagant service and standards as compared to other companies. Another example of a hospitality company that has accomplished the goal of creating a unique brand image is "Premier Inn" (Premier Inn, 2023). It is one of the biggest hotel brands in the UK due to its quality service at an affordable price. The company has a unique emblem with a white sleeping moon along with three stars placed on a purple-coloured circle. The main motive of the company is to attract people who are interested in leisure travellers. It provides a range of amenities such as free WiFi services along with comfortable bedding and a wide range of dining options (Premier Inn, 2023). 
Therefore, it can be seen that maintaining a consistent brand image helps the company to attract more consumers and increase the revenue of the organisation in the marketplace. It also creates a sense of connection and loyalty between the travellers as well as the business. 

[bookmark: _heading=h.3znysh7]“Reputation management” 
Reputation management is one of the most essential aspects of the hotel industry mainly because it helps in the creation of a strong brand name in the marketplace as well as establishing a firm consumer base. (Amperwati et al., 2020). It can be accomplished by earning the loyalty and trust of potential consumers as well as improving the relationship with past consumers. Active management and modification of the reputation of an organisation can help maintain the brand image of the company in the public along with the establishment of a strong brand image and trust with its stakeholders. The company can establish a strong brand image by creating online platforms for advertisement purposes and engaging with its targetted audience in real time. The company can also use famous figures or influencers for the creation of a positive brand image among the targetted audiences in the marketplace. 
The "Primer Inn" is a hospitality company that ranks as one of the best hotels in the UK with an overall score of around 79% (Premier Inn, 2023). The company aims to guarantee an optimistic impact on all the stakeholders of the company across the world. The company nurtures its reputation in the marketplace by promising its customers to provide all the necessities for a comfortable and good night's sleep in their accommodations. To accomplish its objectives, the company tends to provide the best quality bedding and a diverse range of food for its guest (Premier Inn, 2023). Consumer reviews play a vital role in maximising the online visibility of an organisation. It also helps the guests to feel more secure about their decision of visiting the accommodation provided by the hospitality industry. Guest reviews assist the hospitality industry in emphasising the strengths, areas of concern, threats as well as opportunities of the company which might have gone unnoticed by the management team. It also permits the company in improving its service and product quality for better consumer satisfaction and loyalty in the marketplace. 
Continuous negative feedback and reviews by consumers can cause severe impacts on the brand's reputation and weaken its reliability in the marketplace. Online purchasers refuse to book rooms from hotels with absolutely zero feedback or a high number of pessimistic reviews regarding the accommodation, service and dining of the hospitality company. Such negative reviews can cause employee retention, a rapid decrease in the consumer base and eventually the end of that company from the marketplace (Hawkins and Hoon, 2019). Henceforth, it is essential for companies belonging to the hospitality industry to manage the feedback on online platforms and work on addressing their areas of concern to maximise their brand reputation in the public. The hospitality company renowned as “Britannia Hotels” is ranked as one of the worst hotels in the United Kingdom. The main reason behind its downfall is negative reviews and feedback based on issues related to cleanliness from the hotel. The company has been rated with only two stars out of five on the basis of bedding, cleanliness and customer satisfaction. 

[bookmark: _heading=h.2et92p0]“Service culture” 
“Service culture” is the working environment in which the employees tend to put great importance on the services provided to their consumers (Davis et al., 2020). In the hospitality industry, companies train their employees to place the needs and requirements of their consumers first in all their practices. It is one of the prime elements in leading the company in providing a high quality service to their consumers and increasing the satisfaction and loyalty level among the clients (Ott et al .,2020). When the customers gain an excellent experience with the organisation then they are more likely to create a strong bonding with the hospitality industry as well as encourage other individuals to visit the accommodations provided by the hospitality industry(Meira and Hancer, 2021). The service culture plays one of the most vital roles in the hospitality industry as its often the first and final relationship the guests have with an organisation. It benefits the company with high employee inducement, communication and greater consumer experience. This helps the organisation in getting positive feedback along with a high number of loyal and trustworthy consumers. This in turn helps in maximising the revenue collection of the organisation in the industry. A proper service culture helps in bringing customers back for more acquisitions. Retaining the consumers helps to maximise the revenue of the company and to attract new ones easily (Dam and Dam, 2021). 
“Corporate culture” is the pattern of an organisation’s objectives and practices which are solely directed towards their goals and missions for the establishment of a firm organisation (Graham et al., 2022). It is mainly a collection of various ethics, attitudes and beliefs that help in characterising the organisation and provides proper guidance towards its strategies and practices. Corporate culture is mainly based on the strategies, programs, dress code, organisation’s layout and atmosphere of the job place (Graham et al., 2022). Whereas, a service culture is completely based on the demands and requirements of the consumers. 


[bookmark: _heading=h.tyjcwt]Conclusion
The above file consists of a brief introduction to the importance of hotel standards in the hospitality industry. It stated that maintaining a unique and firm brand standard is extremely essential for maximising the customer base throughout the globe. It also described how the companies  "Premier Inn" and the "Splendid Hospitality Group" have accomplished the goal of creating an indistinguishable brand name across the world which helps its consumers to identify the organisation without any extra trouble. Further, the report described how reputation management plays a vital role in the establishment of the company in the marketplace. Lastly, it has stated about service culture along with its dissimilarity with the corporate culture and its benefits in the company. 

[bookmark: _heading=h.3dy6vkm]Recommendation
From the above discussion, it can be concluded and recommended that a hospitality industry such as "Splendid Hospitality Group" and "Premier Inn" should maintain their hotel standards and brand reputation even in the future. The companies should create a stable service as well as a corporate culture to maximise their working experience and consumer base in the marketplace. This will help the companies in achieving a great competitive advantage within the hospitality industry. Companies must also manage their consumer reviews so that their brand reputation does not get damaged by negative feedback (Katole, 2022). The major obstacles of the company are mainly negative reviews that can cause a major decline in revenue due to the loss of a loyal consumer base. One such example is the case of the “Britannia Hotels” which faced a drastic decline due to a large number of negative reviews on its cleanliness. 
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