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Executive summary 
The purpose of the present study is to understand the culture, consistency as well as reputation of the hotel and hospitality industry companies. This study is also considered to be able to focus on understanding the effectiveness of these three elements which are helpful and upskilling for the company. The present study is also flexible in considering the understandings that are based upon maintaining the significance as well as the changing patterns of today's working scenario. This study is also considered to be able to manage the ability for responses over effectiveness as well as consistency for the organisational development.  


1. Introduction
In this contemporary world, culture, reputation, as well as brand consistency, is highly required for organisations to embrace and enhance their survival conditions in this competitive working environment. These three elements are considered to help the hotel and hospitality industry to process their monitoring as well as influence the public perception of the brand (Percy, 2023). This study is therefore considered to be able to focus on understanding the varied aspects of service culture, reputation management as well as brand consistency. Also, this report is considered to mention the issues and recommended strategies that would help the hospitality industry to perform effectively.      
2. Main Findings 
2.1 Define the concept of service culture and state how it is different from corporate culture
As opined by Guo and Zhu, (2023), service culture is considered to understand the environment within which the staff members are obsessed with the ability to provide superior customer service towards their clients. These are also meant to be going above as well as beyond the call of duty as for ensuring the members for goods as well as services are delighted. 
In contrast to service culture, corporate culture, policies as well as procedures are directed towards the vision and mission of the hotel and hospitality industry company. The corporate culture is also a way for hotel and hospitality members that would let the managers of the company think, act as well as be able to understand the world effectively (Maaloulet al., 2023, p. 10). The main difference in service culture in comparison to corporate culture in the company such as Holiday Inn is the determination to focus on religious forms of their services that would be able to provide its customers with premium customer services. Service culture in comparison to corporate culture is somewhat a better option for the hospitality industry as this would be providing the companies with strong services that are beyond just employee or customer experience.        
2.2 Significance of Service Culture within the Hospitality Sector 
As per the view of Buttery et al., (2023, p. 60), the significance of service culture within the hospitality industry is considered to be able to create the environment as well as influence the nature of long-term plans those would move the company towards a new vision. Culture is considered to focus on dictating the policies as well as the processes that would enable the company for living its mission every day. The service culture of the company is considered to focus on the character as well as the personality of the hotel organisation. These are also certain statements that are making the hotel form unique values, traditions, beliefs, behaviours as well as attitudes. Therefore, the company is profoundly providing its customers with award-winning global icons, and an ever-expanding pipeline of properties around the world (Vermaet al., 2023). These are also considered to be able to signify every unit of the company that are being able to community itself in delivering all the superior customer services. These are also majorly acknowledged within customer-centric service-oriented companies. These are also considered to be able to create a positive environment that would increase job satisfaction and bring diverse voices.        
2.3 Consider the concept of reputation management and its importance
As cited by Le Guennec, (2023, p. 200), reputation management is referred to as one of the most important factors for an individual or an entity’s reputation which can signify success and opportunities. These are also considered as an active margin to manage, carry as well as shape the reputation of an individual. These would also help the hospitality industry to be able to improve its public image as well as be able to build trust factor and credibility with its audience. Reputation management is also considered the practice which is considered to influence stakeholder perceptions within the hospitality industry and manages public conversations that are about the company and their brands. These are also stated to be monitoring perceptions and conversations, responding to threats as well as being able to proactively seize opportunities for boosting the reputation of the hospitality sector (Polonskyet al., 2023, p. 270). This reputation management is also helpful for the hospitality industry in helping the business to be able to gain trust and positive reviews which could lead towards managing potential customers for trusting business even more. A good reputation within the company is also considered to provide individuals with the means of creating more credibility than competitors. 
2.4 Management of hotels' reputation effectively
A hotel's reputation management system is all about monitoring as well as being able to influence how the hotel would perceive within digital standards. These are also involved in keeping track of review sites and posting as well as being able to engage in social media (Zaman et al., 2023). These are also considered to optimise the site for search and much more. The company is also needed to provide the company with the ability to monitor the views as well as be able to have conversations that can deal with reputation threats as well as proactively being able to take opportunities for improving the brand image.
Staying active on social media platforms 
Engaging with the target audience within a real-time space
Being able to optimise the website for better search
Focusing on digital marketing
Being able to avoid negative reviews
2.5 Impact of having a poor reputation 
The impact of a poor reputation is directly focused on harming own self and also harming the client and investor trust. This also erodes the customer base and also hinders the sales of the hospitality sector (Natarajan et al., 2023, p. 30). The negative brand image also proceeds to the poor reputation of the company and that finally disturbs the whole working environment. This also makes more critical experiences within the customers those who are expecting poor services and also those who already have a negative perception within the band. Poor reputation is also measured to form lost revenues, increase in operating, capital or regulatory costs or destruction of shareholder trusts (Cheng et al., 2023, p. 580). The poor reputation is majorly the result of loss in ethics, violation, safety, as well as lack of sustainability.    
2.6 Brand consistency 
As postulated by Hernandez and Lewis (2019, p. 235), brand consistency in the age of business industrialization is an indicator of unifying the message and image for the targeted audience to make the business unique from the crowd of businesses. Through the consideration of the brand consistency approach, the hotel industry can have a high degree of brand reputation and service culture that drives customer growth and overall market sustainability in the competitive edge. 
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Figure 1: Brand Consistency Graph 
(Source: Ewing et al., 2017)
To improve brand consistency in the hotel chain, the internal stakeholders consider the concepts of "Logo Design", "Photos" and "Typography" for triggering its visual appearances. As a result, the sector would have a wider scope to increase its customer satisfaction levels and overall feasibility in the competitive market. 
2.7 Hotel’s Creation of brand consistency and its significance
As narrated by Piha et al., (2021, p. 210), the hotel industry in the current competitive phase is adopting the concept of brand consistency to design more exclusive services for the targeted audience and improve the sector’s profitable growth. For example, the hotel industry such as Hilton is using the protocols of “Individual Branding” and “Family Branding” to strengthen its brand value in the competitive business environment. To improve the brand consistency levels and upgrade its market reachability rate, this hotel chain is using "social media-based campaigning". Other hotel chains such as Premier Inn are also using the concept of the “Brand Consistently Programme” to upgrade their overall operating profit and revenue score in the competitive edge (Šerićet al., 2020, p. 336). Through the consideration of the “Brand Consistency Approach” in the hotel sector, the customer acquisition intensity and satisfaction score would be uplifted. The hotel industry would be able to increase its “happy customer” and “loyal customer” rates by triggering the ideology of a high degree of “reputation” and “brand reputation” in the saturated marketplace (Chen, 2019, p. 3).    
3. Conclusion
From the overall interpretation of the assignment, it can be acclaimed that the service culture is a vital element in the business industry while the staff is plagued with the offering of premium quality services for the customers. Reputation Management is another crucial parameter in the hospitality and hotel industry to monitor conversations and perceptions of the internal stakeholders for responding to the threats for boosting the company’s goodwill in the competitive edge. The “Brand Consistency” concept is aligned with this ideology to improve the customer retention score and minimise the chances of market failure, indicating an acceleration of brand recognition value and CLV (Customer-Lifetime-Value).  
4. Recommendations  
4.1 Recommendations towards understanding hotels concerning market trends and stating the obstacles faced
To survive in the trending market and the competitive edge, the hotel industry is continually struggling to recoup the operational barriers with the below-mentioned recommended actions,
	Operational barriers 
	Recommendations 
	Impact 

	The high degree of customer decline and shrinkage in sales figure  
	The “Brand Consistency Campaigns” would be integrated with the “Neuro-marketing Techniques” to leverage the number of happy customers  
	Growth of a loyal customer base and an overall increase in revenue 

	Huge employee turnover and profit loss 
	The “Lifelong Learning Programmes” based concepts can be integrated with the “Reputation Management” approach in the hotel industry   
	The staff retention rate would be improved, driving the employee productivity rate and accelerating the net profit score 
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