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Executive Summary
Hotel standards, management of a hotel’s reputation and service culture are critical components that influence and affect the performance of a firm in the hospitality industry. The management team must be able and willing to incorporate the three aspects to ensure a hotel thrives in the industry. Service culture encourages continuous learning and being open-minded to solve customer related as they occur, but ensuring visitors’ needs have been fulfilled. The ability of a hotel to differentiate itself from the rest of the firms in the hospitality industry is reflected in the service culture it incorporates in the way it treats and manages its client. 
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‘Hotel standards, reputation management and service culture’
[bookmark: _Toc137477197]Introduction
	Development of a strategy that allows a firm in the hospitality industry to not only attract, but retain the attention of its target market requires the management team to craft a unique approach that will differentiate the firm from the rest. Mmutle & Shonhe (2017) argued that firms operating in the hotel and hospitality industry need to align their business activities and operations with innovative trends in the external environment. Changes taking place in the industry have a direct and immediate impact on a firm, which justifies the need for regular considerations and evaluation of the quality of services an organization delivers (Pollák et al., 2019). This then informs the strategic decisions made to incorporate a service culture and adjusting the hotel’s standards to meet the industrial requirement, while also managing the brand reputation in the minds of the clientele base. This paper critically evaluates the concepts of service culture, hotel standards and reputation management within the hotel and hospitality industry while using actual case studies as illustrations of the theoretical ideologies.
[bookmark: _Toc137477198]Analysis
[bookmark: _Toc137477199]Hotel Standards
	Hotel standards are the check-list requirements that firms operating in the hospitality industry must meet in terms of design, quality and service. According to Pham et al. (2019), hotel standards act as a foundation through which firms in the hospitality industry build their level and quality of services. It creates some form of consistency across all firms in the industry, but also enables hotels to customize their delivery of services to their market. Industrial trends necessitate upgrading of standards in the hotel industry, taking into consideration that changes in the external environment, like technology, are inevitable. The standards also motivate the management teams of hotels to initiate changes. Pamukcu & Sariisik (2021) stated that the ability to meet the industrial changes directly affect a hotel’s ability to satisfy its customers and the profits it generates at the end of each operating period.
	There are internationally recognized standards which act as a guideline for all firms in the hospitality industry, even though the rating and classification of hotels is different in each country as suggested by Pamukcu & Sariisik (2021). Standards are expected to regulate the industry and promote competitiveness amongst firms. However, similar standards in the five-star or above classification must be based on luxury services, and comprise unique features and amenities not found in a one-star rated hotel (Ali et al., 2021). For instance, Emerald Hotels, which originate from Italia, operate in different locations in the world like Zanzibar, and meet the five-star rating standard as depicted in Figure 1 in the list of services it offers its visitors.
[image: ]
[bookmark: _Toc137477200]Reputation Management
	Reputation management, as stipulated by Perez-Aranda et al. (2019), entails influencing and monitoring how a firm in the hospitality industry is perceived by its existing and potential clients. it requires tracking all reviews, both negative and positive, and then making adjustments to optimize how well the public knows about the brand. Proper management of a hotel’s reputation affects its performance as reflected in the financial statements at the end of each operating period. This is because any negative reputation or misconception may affect the customers’ purchasing decisions. 
	Hotels can manage their reputation effectively by taking advantage of technological developments in the modern day. Proserpio & Zervas (2017) stated that social media is one of the mediums that hotels are mainly using to communicate and engage with their clientele base, and this platform can also be used to rectify or positively manage the reputation of a firm. This involves uploading content on the social media channels and using the platform to assure customers that the hotel premises are secure and safe. 
Management of guest reviews is important as it has an effect on the reputation a hotel has. Perez-Aranda et al. (2019) stated that in the highly digital environment, hotels must consider the reviews their guests leave since such information has a probability of reaching a wide audience within a short-time and across the world. This means that a negative review by a difficult customer in hindsight may be interpreted by potential clients to mean that the quality of service from the hotel is poor. This justifies the need to treat the customer well and ensure the services extended to them is of high quality (Pollák et al., 2019). Management of guests’ reviews portray the willingness of the hotel to continually improve its services (Nicoli & Papadopoulou, 2017). For instance, the Hilton Hotel brand uses digital mediums to track its reviews and manage its reputation. Based on the reviews collected from the various sites, the Hilton brand adjusts its service delivery to maximize customer satisfaction in the future.
Figure 1: The Hilton brand use of social media to manage its reputation
Source: IResponze.com. (2020)

Negative reviews reduce a hotel’s sales volume since customers are discouraged from interacting and seeking services from the firm (Pollák et al., 2019). In the long-term, a hotel may be forced to reduce its rates to attract and retain the attention of customers as it attempts to manage its reputation in the industry, and this may translates to losses. 
[bookmark: _Toc137477201]Service Culture
Service culture, as Horng et al. (2018) suggests, is a philosophical approach towards provision of excellent services. It requires a commitment from the staffs and the management team to comprehend the concept of service as one of the pivotal factors that affect customer satisfaction. Service culture acts as a guide for staffs to act and treat hotel visitors within the hospitality industry, with a customer-centric approach being followed at all times. Structuring a hotel’s workplace environment to support service culture necessitates the staffs to have an in-depth understanding of the relevance of providing superior services to clients, and the role they play in achieving this objective (Mmutle & Shonhe, 2017). Customers should have confidence in the quality of services they get from a hotel. 
Groysberg et al. (2018) claimed that service culture is different from organizational culture in the sense that the latter is solely focused on customer satisfaction, while the latter is largely based on the acceptable way of behaving and relating amongst staffs within a firm. Organizational culture focuses on how staffs relate with each other as they work towards a collective goal, while service culture shifts its attention on establishing a workplace that looks for the best interests of the customers (Horng et al., 2018). For instance, the customer relationship department at Radisson Hotels has been at the forefront to improve its service culture by creating a virtual check-in and check-out system (Radisson Hotels, 2023). With employees being available on the platform throughout the day, clients are assured that they will get fast response whenever they make a request or adjust their itinerary.

Figure 2: Illustration of service culture approach at Radisson Hotels
Source: Radisson Hotels (2023)

[bookmark: _Toc137477202]Service culture is important in the hotel and hospitality industry since it shapes and influences the reputation a firm has as suggested by Mmutle & Shonhe (2017). Employees are the first point-of-contact with clients in a hotel, and the treatment accorded to them informs and influences future interactions with them. This affirms the need to have staffs to understand and prioritize the visitors’ needs, and accord them respect. Horng et al. (2018) argued that some hotel clients can be difficult or problematic, but with staffs that have been effectively trained on service culture, they are able to contain such situations and leave a positive impression on visitors. 
[bookmark: _Toc137477203]Conclusion
The concepts of reputation management, service culture and hotel standards are all intertwined, and they all affect the position a brand enjoys in the industry. Each hotel has a unique approach in the way it handles its clientele base, but aligning itself with industrial needs becomes one of critical elements that shape and influence its performance and positioning in the industry. The management team must be at the forefront in managing and overseeing changes that result in a firm’s improvement of the quality of services it delivers to its clientele base. A service culture ensures that the needs of the customers are prioritized, which to some extent, may be guided by the hotel standards in the hospitality industry; while management of the firm’s reputation also ensures the hotel is perceived well by its target market.
Recommendations
a. Any firm that intends to survive and thrive in the hospitality industry must take advantage of technology as a force affecting and influencing the direction and changes taking place in the delivery of services in the industry. The justification for this is that service culture, reputation management and standards in the hotel industry can easily be accessed and shared through digital platforms.
b. Firms operating in the hospitality industry should strive to manage their offline and online reviews by taking advantage of the various channels of engaging their local, regional and international clientele base. Any mismanagement of customers’ reviews has a negative impact on the performance of a firm as well as its positioning in the industry.
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