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[bookmark: _Toc137133302]Executive Summary 
This discussion addressed important topics relating to hotels and hospitality in the UK. This research analysed the importance of maintaining brand consistency standards, managing reputations, and cultivating service cultures. Throughout the conversation, examples, numbers, and case studies were used to highlight market trends and provide ideas for increasing hotel competitiveness. Technology, environmental preservation, and individualised attention were essential. The need of overcoming budgetary restraints and striking a balance between human connection and automation was emphasised. The enjoyment of hotel guests, as well as revenue, can be increased by using these tips.


[bookmark: _Toc137133303]Introduction
This topic discusses the standards of hotels, the management of their reputations, and the culture of service. With the help of examples, statistics, and case studies, we will investigate brand consistency standards, reputation management, guest reviews, and service culture in the UK hotel industry. In addition to this, we will provide answers to problems faced by companies and trends in the market. These topics will assist hoteliers and industry specialists in gaining a better understanding of the peculiarities of the hotel industry.







[bookmark: _Toc137133304]Hotel standards 
[bookmark: _Toc137133305]Brand consistency standards 
The requirements for maintaining brand consistency in hotels aim to provide guests with an experience that is consistent throughout all of a brand's properties. Building trust and commitment to a brand requires consistency (Salem, Elkhwesky and Ramkissoon, 2021). Service, amenities, and overall quality are the primary factors that influence a guest's selection of a hotel brand. To live up to guests' expectations, hotels adhere to brand consistency guidelines. There are brand consistency requirements in place at UK Premier Inn. They provide cost beds, modern restrooms, and rooms that are laid out consistently. This ensures that guests at all Premier Inn locations receive the same high level of comfort and convenience. These requirements apply to the cleaning of both individual rooms and shared areas, as well as the service provided by employees. The consistency of the hotel brand is supported by the data. According to research conducted by Mariani and Matarazzo (2020) e, 43 percent of prospective hotel guests consider the hotel's brand awareness and level of consistency when making their decision. Guests are more likely to return to the same brand of accommodation if their experiences during past stays were positive and consistent.
[bookmark: _Toc137133306]Variety in hotel standards 
However, the quality of hotels varies greatly. Different hotel chains cater to various target audiences by providing a range of services and facilities. Hotels like the Ritz-Carlton and The Dorchester are considered to be of a higher class than budget hotels (Wood, 2015). Personalised service, extravagant amenities, and meticulous attention to detail are hallmarks of luxury hotels. The Ritz-Carlton is famous for providing exceptional service in addition to having an elegant ambience. Their stringent requirements for maintaining brand consistency ensure that every one of their properties around the world provides opulent and enjoyable stays. Hotels on a budget, such as the Travelodge and the Ibis, provide a reliable and affordable experience. These hotels offer reasonably priced rooms that are not only clean but also functional, and they are located in convenient areas (Walker, 2013). Therefore, even while hotel firms adhere to brand consistency criteria, the quality of their service and standards may vary from one another based on the target market and positioning of the hotel.
[bookmark: _Toc137133307]Reputation management 
[bookmark: _Toc137133308]Managing hotel reputation 
Hotels can control their reputation through a variety of strategies. It is essential to keep an eye on and participate in reviewing websites and social media platforms. By rapidly resolving concerns and responding to feedback from guests, hotels may demonstrate to prospective customers their commitment to guest satisfaction (Vallen and Vallen, 2014). A social media team of the London hotel The Savoy engages with guests on Twitter and Instagram. They respond to queries from visitors as well as encouraging and unfavourable comments. This builds customer trust and aids in maintaining a positive internet reputation. According to statistics, managing a hotel's reputation is essential. 96% of passengers worldwide surveyed by Liu and Yang (2021) said they consider online reviews when making vacation plans. According to research from Wu and Chen (2019), a one-point improvement in a hotel's review score (from 1 to 5) will result in a 9% increase in room rates.
[bookmark: _Toc137133309]Guest reviews management 
To influence customer impressions and booking decisions, hotels must manage customer reviews. By offering incentives for reviews, hotels may enhance their reputation and boost bookings. The UK Company CitizenM Hotels invites customers to give feedback via their smartphone app (Tesone, 2014). They reward and penalise reviewers, which increases the number of reviews and aids in maintaining a high rating. This approach focuses proactive handling of customer reviews.
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Figure: Guest Review
Source: (Tesone, 2014)
[bookmark: _Toc137133310]Impact of negative reviews 
A hotel's business could be harmed by unfavourable reviews. Bookings for a UK hotel fell by 15% as a result of one bad review on a well-known travel website (O’gorman and Cousins, 2010). Unfavourable reviews might discourage visitors, erode trust, and damage the hotel's brand. Park Plaza Westminster Bridge, for instance, in London. Following a negative review, the hotel responded right away to the guest's complaints and strengthened its cleaning procedures. They formally admitted the error and promised to do better. This proactive approach lessened the poor review and kept the hotel's reputation intact. According to studies, guests are concerned about negative reviews. Before making a reservation, 76% of tourists, according to Gaur et al. (2021), read five reviews. Hotels must thus respond to unfavourable reviews with solutions or justifications quickly and professionally. Managing bad reviews is essential because they can harm a hotel's reputation and turn away guests.
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[bookmark: _Toc137133312]What is service culture? 
Excellent service and guest satisfaction are prioritised in hotel service cultures. The client experience is impacted by it, from management to front-line employees. The service at The Ritz-Carlton is first-rate. They adhere to "The Ritz-Carlton Mystique," which places a premium on individualised service, close attention to detail, and foresight into the demands of guests (Chon and Zoltan, 2019). Every employee is infused with this service culture. Statistics show that the culture of hotel service is significant. J.D. Power discovered that hotels with higher ratings for guest satisfaction have more devoted patrons and positive word-of-mouth. Customer satisfaction, business performance, and service culture are interconnected.
[bookmark: _Toc137133313]Difference 
Because it places a stronger emphasis on providing hotel services, service culture differs from corporate culture. While corporate culture encompasses an organization's beliefs, standards, and processes, service culture emphasizes providing outstanding customer service Teamwork, morality, and customer focus are valued in the company culture of Hilton Hotels (O’fallon and Rutherford, 2010). The emphasis of Hilton's service culture is on warmth, customization, and going above and beyond for customers.
[bookmark: _Toc137133314]
Importance 
Customer satisfaction, loyalty, and financial performance are all impacted by hotel service culture. Hotel visitors make decisions based on the facilities, hospitality, and services. A welcoming and memorable service culture raises customer satisfaction, return business, and positive word-of-mouth (Johnston, Clark and Shulver, 2012). A luxury hotel in London named The Dorchester exemplifies the importance of service culture. Dorchester is known for providing individualised service, paying close attention to detail, and going above and above for guests. Due to their high-end clientele being drawn to them, they can compete in the luxury hotel market by charging higher room prices. A strong service culture guarantees wonderful guest experiences, encourages loyalty, and increases hotel revenues. Service-oriented hotels increase customer satisfaction, word-of-mouth marketing, and business success.
[bookmark: _Toc137133315]Recommendations 
Embrace technology trends: Hotels should employ new technology to meet visitor expectations. This includes smartphone check-in and check-out, technologically advanced in-room amenities, and data analytics to determine the preferences of individual customers. Through the use of technology, hotels may improve operational effectiveness, guest satisfaction, and competitiveness (Horner and Swarbrooke, 2011). Hotels may have to pay a premium for new technology. Smaller hotels could find it difficult to pay for IT infrastructure and staff training. To meet this challenge, collaborations to share resources and expertise, cost-effective solutions, and budgeting are required.
Put sustainability first: Travellers are demanding more eco-friendly accommodations. Hotels should recycle, utilise energy-efficient HVAC and lighting systems, and support regional economies and suppliers. Hotels that place a high priority on sustainability draw guests that care about the environment and benefit the planet. Sustainability efforts may be hampered by initial investment (Heppell, 2015). The cost of eco-friendly practices, certifications, and infrastructure improvements can be high. Hotels can get around this by looking at sustainability as a long-term investment that can increase brand reputation, save money, and foster customer loyalty.
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Figure: HVAC
Source: (Heppell, 2015)
Enhance personalized experiences:  Enhance tailored experiences because more hotel guests are demanding them. Hotels should leverage customer information and customised marketing to provide guests with individualised suggestions, extras, and services. Examples include personalised room amenities, welcome notes, and suggestions for nearby restaurants and attractions. To provide customised experiences, automation and human interaction must be balanced (Wood, 2015). Although technology enables widespread customisation, it should foster hospitality and human connection instead. To provide individualised experiences, hotel staff members should acquire interpersonal skills training. By addressing these market trends and conquering related problems, hotels may compete, surpass guest expectations, and grow in the evolving hospitality industry.
















[bookmark: _Toc137133316]Conclusion
The hotel industry in the UK is confronted with several challenges and opportunities. Hotels may maintain their competitive edge and the satisfaction of their guests by adhering to the criteria for brand consistency, managing their reputation, developing a robust service culture, and adapting to the advancements in the market. For hotels to effectively manage fluctuations in the market, they need to embrace technology, make sustainability a top priority, and give guests customised experiences. Overcoming financial limitations, striking a balance between human connection and automation, and embarking on long-term sustainability initiatives are all necessary steps towards achieving sustainable growth and a positive reputation. These suggestions can help hotels succeed in an industry that is always evolving and provide excellent service.
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